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In the contemporary landscape of global commerce, the distinction between simple advertising and Integrated 

Marketing Communications (IMC) has become the defining factor between brand resonance and market 

obsolescence. The 9th edition of Advertising & IMC: Principles and Practice, authored by Sandra Moriarty, Nancy

Mitchell, and William Wells, serves as a seminal text that delineates this evolution. This analysis explores the

technical frameworks, strategic methodologies, and consumer-centric shifts that characterize modern IMC,

providing a high-level guide for practitioners and scholars alike.

1. The Conceptual Evolution of IMC

Integrated Marketing Communications is not merely a tactical coordination of various promotional tools; it is a

strategic business process used to plan, develop, execute, and evaluate coordinated, measurable, persuasive

brand communication programs over time with consumers, customers, prospects, and other targeted relevant

external and internal audiences. The core objective of IMC is to generate both short-term financial returns and build

long-term brand and shareholder value.

The Shift from Transactional to Relational

Traditionally, advertising was viewed as a one-way broadcast mechanism focused on transactional volume. 

However, as highlighted in the 9th edition, the paradigm has shifted toward a relational model. This model

prioritizes the lifetime value of a customer (CLV) over a single sale. Technically, this requires the integration of data-

driven insights into every touchpoint of the consumer journey.

2. Theoretical Framework: The Facets Model of Effects

One of the most critical technical contributions of Moriarty et al. is the Facets Model of Effects. This model

provides a sophisticated alternative to the traditional AIDA (Attention, Interest, Desire, Action) model,

acknowledging that consumer response to communication is complex and non-linear.

Technical Breakdown of the Six Facets

•  Perception (See/Hear): This facet involves the process by which a consumer receives information through 

their senses. Technical metrics include selective perception, exposure, and threshold levels of awareness.

•  Emotion (Feel): Focuses on the affective response. It analyzes how a message creates a brand liking or 

resonance through emotional triggers and sensory appeals.

•  Cognition (Think/Understand): This relates to how consumers search for and respond to information, learn, 

and understand the functional benefits of a product.

•  Association (Connect): The technical process of Brand Linkage. It involves connecting a brand to a specific 

personality, lifestyle, or symbolic meaning.

•  Persuasion (Believe): The objective here is to change or reinforce attitudes and build conviction. This often 

involves argument construction and the use of social proof.

•  Behavior (Act/Do): The final facet involving the measurable response, such as a trial, purchase, or 



recommendation.

3. Media Strategy: Navigating the Tripartite Landscape

Effective IMC execution requires a technical understanding of the evolving media landscape. The 9th edition

emphasizes the convergence of three primary media categories: Paid, Owned, and Earned media (the POE

framework).



Media Category Definition Technical Examples Strategic Role

Paid Media Channels where a brand 
pays to leverage a third-
party platform.

Display ads, PPC, Social 
media ads, TV spots.

Drive reach and scale; top-
of-funnel awareness.

Owned Media Channels controlled and 
managed directly by the 
brand.

Websites, Blogs, Email 
lists, Brand mobile apps.

Nurture leads; provide 
detailed technical 
information.

Earned Media Unpaid publicity generated 
by customers or the press.

Social shares, Reviews, 
Media mentions, Viral 
content.

Build credibility and 
organic trust through 
validation.

4. Consumer Centricity and Strategic Planning

The hallmark of the 9th edition is its focus on the increasing importance of consumers. In the digital age, the

consumer is no longer a passive recipient but an active participant in the brand narrative. This shift necessitates a

bottom-up approach to strategic planning.

The IMC Planning Process: A Step-by-Step Workflow

1.  Situation Analysis: Utilizing SWOT (Strengths, Weaknesses, Opportunities, Threats) and PESTLE (Political, 

Economic, Social, Technological, Legal, Environmental) frameworks to understand the macro and micro 

environments.

2.  Consumer Insight Mining: Moving beyond demographics into psychographics and behavioral segmentation. 

This involves analyzing Big Data to identify the 'unmet need.'

3.  Objectives Setting: Establishing SMART (Specific, Measurable, Achievable, Relevant, Time-bound) 

objectives that align with broader business goals.

4.  Strategy and Creative Development: Crafting the Big Idea that can be adapted across various platforms 

while maintaining message consistency.

5.  Implementation and Integration: Executing the campaign across the POE media mix, ensuring that every 

touchpoint reinforces the same brand promise.

6.  Evaluation and ROI Measurement: Using attribution modeling to determine which channels contributed most 

effectively to the desired outcome.

5. The Mathematical Foundation: Budgeting and ROI

Technical proficiency in IMC requires a deep dive into the financial modeling of advertising campaigns. Determining

the optimal budget is both an art and a science.

Key Budgeting Methodologies

•  Percentage of Sales: Allocating a fixed percentage of past or anticipated sales revenue to the IMC budget. 

While simple, it often fails to account for market shifts.

•  Objective-and-Task Method: The most technically sound approach. It defines the goals, determines the tasks 

required to reach them, and estimates the cost of those tasks.

•  Competitive Parity: Benchmarking spend against industry competitors to maintain 'Share of Voice' (SOV).

Calculations and Performance Metrics

Practitioners must master metrics such as CPM (Cost Per Thousand) , GRP (Gross Rating Points), and ROAS 

(Return on Ad Spend). The formula for GRP, for instance, is:



GRP = Reach (%) × Average Frequency

Understanding these metrics allows for the technical optimization of media buys to maximize efficiency and

minimize waste.

6. Comparison of Traditional vs. Integrated Frameworks

The transition from traditional advertising to IMC represents a fundamental change in communication architecture.

The following table highlights these technical differences.



Feature Traditional Advertising Integrated Marketing 
Communications (IMC)

Communication Flow One-way (Broadcast) Two-way (Dialogue/Engagement)

Primary Goal Brand Awareness / Reach Relationship Management / Loyalty

Data Usage Aggregate / Demographic Individualized / Behavioral / Big Data

Message Content Product-Focused (Hard Sell) Consumer-Focused (Value-Driven)

Media Focus Mass Media (TV, Print, Radio) Multi-channel / Omnichannel 
Convergence

Measurement Recall and Recognition Attribution / ROI / Lifetime Value

7. Creative Strategy: The Science of Message Design

In Principles and Practice, Moriarty emphasizes that creativity must be grounded in strategy. A technically sound 

creative strategy involves the Creative Brief, which acts as a blueprint for the campaign.

Components of an Effective Creative Brief

•  The Problem: What communication barrier are we trying to solve?

•  Target Audience: Who is the persona? What are their pain points?

•  Consumer Insight: The 'Aha!' moment discovered during research.

•  Brand Imperatives: Tone of voice, visual identity standards, and mandatory inclusions.

•  The Single Minded Proposition: The one thing the consumer should take away from the message.

8. Implementation Challenges and Troubleshooting

Even the most meticulously planned IMC campaigns face operational challenges. Technical writers and strategists

must anticipate these failure modes.

Common Pitfalls and Solutions

•  Message Fragmentation: Occurs when different agencies or departments produce conflicting messages. 

Solution: Centralized brand governance and a unified creative director role.

•  Data Silos: When consumer data is trapped in separate departments (e.g., Sales vs. Marketing). Solution: 

Implementing a unified CRM (Customer Relationship Management) system.

•  Attribution Complexity: Difficulty in determining which touchpoint led to a conversion in a multi-channel 

journey. Solution: Moving from 'Last-Click Attribution' to 'Multi-Touch Attribution' (MTA) models using machine 

learning.

9. The Future of IMC: AI, Automation, and Ethics

The 9th edition sets the stage for the future of the field. As Artificial Intelligence (AI) and Machine Learning (ML)

become integrated into marketing stacks, the technical demands on practitioners increase. Programmatic

advertising, for example, automates the media buying process in real-time using algorithms to target specific users,

increasing efficiency but requiring higher oversight for brand safety.

Furthermore, the ethical dimension of data privacy (GDPR, CCPA) has become a technical constraint that IMC



strategists must navigate. Transparency in data usage is no longer optional; it is a core component of building brand

trust.

10. Synthesis: The Imperative of Integration

The principles outlined in Moriarty, Mitchell, and Wells’ work demonstrate that advertising is no longer a standalone

function. It is a cog in a much larger machine of integrated communications. Success in the modern market

requires a mastery of both the creative 'art' and the analytical 'science' of marketing.

By adopting the Facets Model of Effects, leveraging the POE media framework, and placing the consumer at the

center of the strategic process, organizations can move beyond noise to create meaningful, lasting connections

with their audiences. The integration of message, media, and measurement remains the gold standard for

achieving sustainable competitive advantage. As the digital landscape continues to fragment, the core tenets of IMC

—consistency, clarity, and consumer-centricity—remain more relevant than ever.
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