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Abstract

Organizations are embraced the idea of Integrated Marketing Communications for cautious correspondence about their
products and services with the targeted customers till late 1990s. In the time of digitalization all business forms were
changing movements from conventional to present day. The online networking assuming a noteworthy part in progressive
changes had occurred in the field of correspondence. All the business substances have moved from the customary
incorporated Marketing correspondence to online marketing hones. The present paper burns up on the new incorporated
showcasing correspondence hones in the period of web based promoting with a special concentrate on HDFC bank online
marketing hones.
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Introduction

Integrated marketing communication (IMC) is an approach used by organizations to brand and coordinate their
communication efforts. The American Association of Advertising Agencies defines IMC as "a concept that recognizes the
added value of a comprehensive plan that evaluates the strategic roles of a variety of communication disciplines, and
combines these disciplines to provide clarity, consistency and maximum communication impact.” The primary idea behind an
IMC strategy isto create a seamless experience for consumers across different aspects of the marketing mix. The brand's core
image and messaging are reinforced as each marketing communication channel works together in unity, rather than in
isolation.

History of IMC
First defined by the American Association of Advertising Agencies in 1989, IMC was developed mainly to address the need
for businesses to offer clients more than just standard advertising. Overall, an influx of new marketplace trends in the late
20th century spurred organizations to shift from the standard advertising approach to the IMC approach:
Decreasing M essage impact and Credibility: The growing number of commercial messaging made it increasingly
more difficult for a single message to have a noteworthy effect.
Decreasing Costs of Databases. The cost of storing and retrieving names, addresses and information from
databases significantly declined. This decline allowed marketers to reach consumers more effectively.
Increasing Client Expertise: Clients of marketing and public relations firms became more educated regarding
advertising policies, procedures and tactics. Clients began to realize that television advertising was not the only way
to reach consumers.
Increasing Mergers and Acquisitions of Agencies: Many top public relations firms and advertising agencies
became partners or partnered with other communication firms. These mergers allowed for more creativity, and the
expansion of communication from only advertising, to other disciplines such as event planning and promation.
Increasing Global Marketing: There was a rapid influx in advertising competition from foreign countries.
Companies quickly realized that even if they did not conduct business outside their own country, they were now
competing in global marketing.
Increasing M edia and Audience Fragmentation: With the exception of the decline of newspapers, media outlets,
such as magazines and television stations, increased from 1980 to 1990. Additionally, companies could use new
technologies and computers to target specialized audiences based on factors such as ethnic background or place of
residence.
Increasing Number of Overall Products. Manufacturers flooded retailers with a plethora of new products, many
of which were identical to products that already existed. Therefore, a unique marketing and branding approach was
crucia to attract customer attention and increase sales.

Integrated M ar keting Communication and its comparison with Simple M arketing Communication
As per Don Schultz (2008), IMC 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,
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relevant external and internal audiences. The key difference in this definition of IMC from that of simple Marketing
Communication is highlighted by use of three words: i) strategic, ii) evaluate and iii) measurable. In essence, IMC
enforces use of marketing communication mix in such a way that it is strategically designed to achieve certain objectives,
measured to enforce accountability over marketers and are evaluated over time. These elements are also stressed on by
various IMC authors (Schultz, 1996; Duncan & Caywood, 1996), who believe that although the concept of IMC is not new,
but the fact that previoudly marketing communication was not coordinated strategically and strategy is now believed critical,
gives this concept a new look.

IMC - The Changing Trend

Media has undergone an extensive phase of development in the last ten years. Marketers were previously focusing on
promoting their product/service through traditional mediums like TV, Radio, Newspapers, however, now the future of
marketers appears to be digital as technology has become an important part of daily lives. Concepts like convergence have
come in to bring more versatility in the communication mediums being used. Convergence represents a paradigm shift — a
move from medium specific content towards content that flows across multiple media channels, towards the increased
interdependence of communication systems, towards multiple ways of accessing media content, and towards ever more
complex relations between top-down corporate media and bottom-up participatory culture. The concept certainly suggests
about making the communication mix — interdependent bringing in more integration and moving towards having multiple
ways of accessing mediai.e. bringing in more versatility in the marketing mix by using a mix of traditional and new media.
Moreover, it refers to the behavior of media audience as being migratory, i.e. shifting to the mediathat can provide them their
desired experience. In such an environment, customers are actively involved in seeking new information and make
connections among dispersed media content.

Present Trendsin IMC
- Competitive Advantage
Brand Equity
Online Advertising (Reach, Relevance, Return on investment)
Vira marketing (Multi-Channel Promotion, Media Selection, Sponsorship Campaign, Market Positioning)

Online Marketing

Online Marketing is the art and science of selling products and/or services over digital networks, such as the Internet and
cellular phone networks. Online marketing is becoming increasingly important to small businesses of al types. In the past,
marketing online was something that local bricks-and-mortar businesses could justifiably ignore. It didn't make sense to
waste time and money on online marketing when all our business was local. Now with increasing local search and people's
new habit of searching on the Internet first, it matters. Online marketing refers to a set of powerful tools and methodologies
used for promoting products and services through internet. Online marketing includes a wider range of marketing elements
than traditional business marketing due to the extra channels and marketing mechanisms available on the internet.

Formsof Online Marketing

Display Advertising

Display advertising conveys its advertising message visually using text, logos, animations, videos, photographs, or other
graphics. Display advertisers frequently target users with particular traits to increase the ads' effect. Online advertisers
(typically through their ad servers) often use cookies, which are unique identifiers of specific computers, to decide which ads
to serve to a particular consumer. Cookies can track whether a user left a page without buying anything, so the advertiser can
later retarget the user with ads from the site the user visited.

Web Banner Advertising

Web banners or banner ads typically are graphical ads displayed within a web page. Many banner ads are delivered by a
central ad server. Banner ads can use rich media to incorporate video, audio, animations, buttons, forms, or other interactive
elements using Java applets, HTML5, Adobe Flash, and other programs.

Frame ad (Traditional Banner)

Frame ads were the first form of web banners. The colloquial usage of "banner ads" often refers to traditional frame ads.
Website publishers incorporate frame ads by setting aside a particular space on the web page. The Interactive Advertising
Bureau's Ad Unit Guidelines proposes standardized pixel dimensions for ad units.
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Pop-ups/pop-unders
A pop-up ad is displayed in a new web browser window that opens above a website visitor's initial browser window. A pop-
under ad opens a new browser window under a website visitor'sinitial browser window.

Floating ad
A floating ad, or overlay ad, is a type of rich media advertisement that appears superimposed over the requested website's
content. Floating ads may disappear or become less obtrusive after a preset time period.

Expanding ad

An expanding ad is a rich media frame ad that changes dimensions upon a predefined condition, such as a preset amount of
time a visitor spends on a webpage, the user's click on the ad, or the user's mouse movement over the ad. Expanding ads
allow advertisersto fit more information into a restricted ad space.

Trick Banners

A trick banner is a banner ad where the ad copy imitates some screen element users commonly encounter, such as an
operating system message or popular application message, to induce ad clicks. Trick banners typically do not mention the
advertiser in the initial ad, and thus they are aform of bait-and-switch. Trick banners commonly attract a higher-than-average
click-through rate, but tricked users may resent the advertiser for deceiving them.

Interstitial ads
An interstitial ad displays before a user can access requested content, sometimes while the user is waiting for the content to
load. Interstitial ads are aform of interruption marketing.

Text ads

A text ad displays text-based hyperlinks. Text-based ads may display separately from a web page's primary content, or they
can be embedded by hyperlink individual words or phrases to advertiser's websites. Text ads may also be delivered through
email marketing or text message marketing. Text-based ads often render faster than graphical ads and can be harder for ad-
blocking software to block.

Sponsored Search

Sponsored search (also called sponsored links, search ads, or paid search) allows advertisers to be included in the sponsored
results of a search for selected keywords. Search ads are often sold via real -time auctions, where advertisers bid on keywords.
In addition to setting a maximum price per keyword, bids may include time, language, geographical, and other constraints.
Search engines originally sold listings in order of highest bids. Modern search engines rank sponsored listings based on a
combination of bid price, expected click-through rate, keyword relevancy and site quality.

Social Media Marketing
Social media marketing is commercial promotion conducted through social media websites. Many companies promote their
products by posting frequent updates and providing special offers through their social media profiles.

Mobile Advertising

Mobile advertising is ad copy delivered through wireless mobile devices such as smart phones, feature phones, or tablet
computers. Mobile advertising may take the form of static or rich media display ads, SMS (Short Message Service) or MMS
(Multimedia Messaging Service) ads, mobile search ads, advertising within mobile websites, or ads within mobile
applications or games (such as interstitial ads, “advergaming,” or application sponsorship). Mobile advertising is growing
rapidly for several reasons. There are more mobile devices in the field, connectivity speeds have improved (which, among
other things, allows for richer media ads to be served quickly), screen resolutions have advanced, mobile publishers are
becoming more sophisticated about incorporating ads, and consumers are using mobile devices more extensively. The
Interactive Advertising Bureau predicts continued growth in mobile advertising with the adoption of location-based targeting
and other technological features not available or relevant on personal computers.

Email Advertising

Email advertising is ad copy comprising an entire email or a portion of an email message. Email marketing may be
unsolicited, in which case the sender may give the recipient an option to opt-out of future emails, or it may be sent with the
recipient's prior consent (opt-in).
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Chat Advertising

As opposed to static messaging, chat advertising refers to real time messages dropped to users on certain sites. This is done
by the usage of live chat software or tracking applications installed within certain websites with the operating personnel
behind the site often dropping adverts on the traffic surfing around the sites. In redlity thisis a subset of the email advertising
but different because of its time window.

Online Classified Advertising

Online classified advertising is advertising posted online in a categorical listing of specific products or services. Examples
include online job boards, online real estate listings, automotive listings, online yellow pages, and online auction-based
listings. Craigdlist and eBay are two prominent providers of online classified listings.

Affiliate M arketing
Affiliate marketing (sometimes called lead generation) occurs when advertisers organize third parties to generate potential
customers for them. Third-party affiliates receive payment based on sales generated through their promotion.

Adware

Adware is software that, once installed, automatically displays advertisements on a user's computer. The ads may appear in
the software itself, integrated into web pages visited by the user, or in pop-ups/pop-unders. Adware installed without the
user's permission is a type of malware.

Traditional Marketing Vs Online M arketing
Traditional Marketing Online Marketing
Digital marketing includes online advertising, email
marketing, social media, text messaging, affiliate
marketing, search engine optimization, pay per click

Traditional marketing includes print, broadcast, direct
mail, and telephone

No interaction with the audience Interaction with the audience

Results are easy to measure Results are to a great extent easy to measure
Advertising campaigns are planned over short period of | Advertising campaigns are planned over short period of
time time

Reasonably cheap and rapid way to promote the
products or services

Success of digital marketing strategies can be celebrated
if the firm can reach some specific humber of local
audience

One campaign prevails for along time Campaigns can be easily changed with ease and
innovations can be introduced within any campaign
Wider reach to the customer because of the use of
various customers technology

Expensive and time-consuming process

Success of traditional marketing strategies can be
celebrated if the firm can reach large local audience

Limited reach to the customer due to limited number of
customer technology

24/7 year-round exposure is not possible 24/7 year-round exposure is possible

No ahility to go viral Ability to go viral

One way conversation Two ways conversation

Responses can only occur during work hours Response or feedback can occur anytime

New IMC Practicesin thewake of M erging with Online Marketing

Case study on HDFC: use of Social media network

Facebook

HDFC’s page on facebook generates admirable feedback from users which serves as a ground for them to understand their
fans as well as promote their banking products. They have a money matters section where they provide interesting recent
financial news of interest to their fans. Also they keep on engaging the users with interesting puzzles/jigsaws based upon
financial terms.
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Twitter

HDFC’s twitter approach is build upon again like their facebook approach on sharing interesting & relevant information with
their followers, asking them interesting puzzles, sharing new products & deals from their stable and so on. No wonder that
they have a healthy follower count of 1300+ which is growing on the daily basis.
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YouTube

HDFC lacks on its Y outube marketing aspect and needs to learn from other banks like ICICI which is the second most active
bank on social mediain India. Although HDFC has created some great commercials for their television audience which have
found their way on Y outube also and these commercials have large viewership on Y outube too but they need to leverage
Y outube by posting such videos regularly on their channel & promoting it further.
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Conclusion

The consumers rely upon more than one medium in order to enhance their brand related knowledge. It means that they use
the combination of various sources for making final purchase decision. Along with the traditional sources, they heavily rely
on modern marketing toal i.e. online advertising. Consumers do require detailed information about the brand so as to evaluate
its strengths & weaknesses; this ample amount of information then saves their time by allowing them to make the purchase
decision quickly.

The main reason for growing importance of online marketing is the increasing literacy about internet among people. They
have identified that internet is truly advantageous through which they can serve their various purposes mainly social
networking, online shopping & media sharing (photo, music, video). This efficacy of internet has intensified their tendency
of being online. Today’s consumers strongly feel that every company must use this efficacy to strengthen its marketing
efforts. So that they will get motivated to use online marketing with the intent of getting access to exclusive content about the
brand and getting discount and sharing their feedback about brand with the advertiser. Companies should mix & match
various mediums to reach their desired target audience. This will help to spread awareness among them and to influence
buyers behavior thus companies must formulate an effective Integrated Marketing Communication plan where they can
combine various tools to grasp maximum prospects. Hence the modern IMC is integrated with online marketing traditional
marketing and promotional tools so the new approach of IMC isasfollows.

TRADITIONAL
MARKETING
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