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INTEGRATED MARKETING COMMUNICATIONS:

ONE OF THE WINDS BENEATH THE BRAND’S SUCCESSFUL
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Abstract

Integrated Marketing Communications (IMC) and brand are the part of marketing which have
frequently been discussed, especially the issue of which one is more significance than the other. Integrated
marketing communications and brand both have the root or development from marketing. Although brand has
occurred for very long time ago, it is just used as the significant marketing tool to differentiate company/
business’s product within last two decades. Meanwhile, integrated marketing communications is the marketing
tool developed for building the product’s perception until the product’'s consumption. This article aims to reflect the
information on the development of marketing, marketing communications to integrated marketing communications,
integrated marketing communications and the synergy, branding and the integrated marketing communications as
the wind beneath the brand’ s successful. Details are presented in this article to reflect the roles, functions and
prominences of both the integrated marketing communications and brand. The writer would like to compare
marketing communications as the wind beneath the brands wings that supported the brand to fly over the sky, but

how far the brand could fly will depend on several factors. But if those involved with the brand, branding and
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brand management overlooked or abandoned the integrated marketing communications, it is difficult for the brand

to continue to exist by itself.

Keywords: Marketing Communications, Integrated Marketing Communications, Brand
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