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Abstract

Development of IMC conceptualization in the academic domain has reaped many pros and cons since
its inception in the early 1980s. Although the meaning of IMC has become similar among its main
thinkers, it is still identified academics who consider IMC as an extended version of advertising and
marketing communications disciplines. Responding to these meaning differences on IMC there is a
third  party which  is  important  to  be  heard,  IMC educators.  Given  that  educators  are  one  of  the
stakeholders who are not only responsible for education of the next generation of practitioners and
academics,  but  also  define  the  IMC  in  classroom,  the  educator  is  thus  at  the  vanguard  of  the
deployment of IMC disciplines to the next generation. What is taught in the classroom is reflected in
the syllabus made. The syllabus itself is a manifestation of teaching and the main guideline in the
teaching-learning process.  Based on that  idea,  the syllabi  review includesa written record of  how
lecturers  accept,  adopt  and  implement  IMC  which  is  an  important  method  of  documenting  the
development of IMC teaching. This study was conductedfirstly, to explain the meaning of IMC that is
taught in Magister program in Indonesia which is traced from the syllabus as a lecture material; and
secondly, to explore the gap between state of the art of IMC conceptualization and the understanding
of IMC subjects taught in mastersprograms in Indonesia. A qualitative approach is used in this study
and five syllabuses of mastersprograms in major universities in Jakarta used as a sample in which it is
assumed that the universities and its educators in Jakarta, both public and private, are the trend setters
of educational models in Indonesia.
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Introduction
More than a decade after its inception as a concept of marketing communications, IMC (Integrated
Marketing  Communications)  continues  to  receive  much  attention  from  both  practitioners  and
academics (Estaswara, 2008a). In fact, after more than three decades popularity of IMC increasingly
globalized. Furthermore, 10 years after its origin, IMC has been regarded as “ the dominant marketing
concept of the 1990's” (Harris, 1998:91). Then, in 1993 IMC also said to be “one of the hottest topics
in  the  whole  marketing  arena”  (Schultz,  1993:20).  Moreover,  IMC  recognized  as  “the  major
communications development of the last decade of the 20th century” (Kitchen & Li, 2005:20).

However, issues concerning the conceptualization of IMC on the scope and function in communication
disciplines and its relation in today’s marketing, business and market is still  being debated (Estaswara,
2008a).  Since  its  initiation  in  the  early  1980s,  pros  and cons  adorn  the  history  of  IMC development,
particularly in academic domain (Spotts, et. al., 1998; Kitchen & Schultz, 2001; Cornelissen & Lock, 2001;
Kitchen, et. al., 2004; Kliatchko, 2005; Kitchen & Li, 2005; Estaswara, 2008a).

Results of literature review identified two groups of academics that are in pros and cons. First is the
group that rejected IMC as a new discipline, such as Cornelissen and Lock (1996), Shimp (2003), and
Duncan (2005). The second group are those who support, such as Kitchen and Schultz (1999) and
other thinkers from various countries, such as Kerr (Australia), Li (China), Jones and Brignell (United
Kingdom), Holm (Sweden), Kim and Han (South Korea), Kliatchko (Philippines), and many more.

On the other hand, there is a third group that is rarely raised in discussion of developing IMC as a new
discipline,  namely  IMC  educators  (Kerr et.  al., 2008).  After  all,  educators  are  avant-garde of  IMC
deployment to the next generation that is IMC practitioners and academics in the future. Educators have
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the intellectual rights to vote or siding with the pro or con or even a combination of both. What is
taught in the classroom reflected syllabus made. Syllabus is a manifestation of teaching and become
the main guideline in the teaching-learning process. This idea is similar with Parkes and Harris (Kerr
et. al., 2008:519) concerning the essential functions of syllabus, as follows:

“First, as a contract, specifying grading and administrative procedures; Second, as a
permanent record of how the course was structured and run with credit hours earned,
date  of  offer,  prerequisite  courses,  course  objectives  and content;  and  Third,  as  a
learning guide, offering planning and management skills, access to course and campus
resources, etc.”

In addition to teaching guideline and manifestation of curriculum, syllabus can sharpen or significantly
contribute  to  the  future  of  profession  as  well  as  help  identify  discipline’s  research  agenda  and
development  of its  theory (Mayo & Miciak,  1991). However,  the main criticism addressed to the
content of syllabus spin on issues that educators are too slow in introducing innovations in the fields of
practices and the relevant latest research (Kerr, et. al., 2008).

In  Indonesia,  syllabus  –  called  “Satuan  Acara  Perkuliahan”  (Weekly  Teaching  Class  or  SAP)
otherwise “Garis-garis Besar Pedoman Pengajaran” (Outlines of Guidelines for Teaching or GBPP) –
is generally less up-to-date with the latest development of theory and actual practices. This is caused
by the low interest of educators in researching and many courses are taught in one semester, often the
course is not relevant to the field of study that they do.

Understanding IMC based integration concept is multidimensional, either related to management of
communication tools, brand relationship building based on digitally database, the use of interactive
media, as well as involvement of multi-audiences. So, this complexity are more appropriately taught at
the level of master program. It is given that master students are expected to understand the advanced
concepts or deeper understanding than undergraduate students who only recognize concepts generally.

Based on above explanation,  then syllabus review which is  a written document  of how educators
accept, adopt and implement IMC is an important method of documenting IMC teaching in the master
program in Indonesia. Thus, this study was conducted to:

1. What IMC is being taught at the masters program in Indonesia that were traced from the syllabus
as a  reflection of  lecture  material,  whether an extended version of  advertising campaigns and
marketing communications (inside-out) or a new idea which is more advanced (outside-in )?

2. How far the gap between the state of the art of IMC conceptualization and the understanding 
of IMC subjects taught in master program in Indonesia?

Literature Review

1. Meaning of Integration in IMC

Many literatures write that the IMC concept evolved since the 1980s. However, the actual concept of
integration has long emerged.  Integration concept  first  appeared in early 1930s in advertising and
marketing literatures. It means, the need for integration in the context of marketing has actually been
around  since  nine  decades  ago.  Although  the  idea  of  integration  between  the  sales  team  and
advertising in order to obtain optimal effect cannot be implemented at that time,  it  is because the
limitation of information and communication technology (Spotts, et. al., 1998).

In  1960s,  Levitt  has  been  initiated  that  in  overall  business  process  should  be  an  effort  of  integration
between all departments of the organization. Departing from this idea, some thinkers then began to echo the
concept of integration in business and management (Spotts et. al., 1998). Further development, the concept
of integration then introduced in the promotion area (marketing communications), as disclosed by Davis
(Spotts, et. al., 1998:214) as follows: “To achieve optimum return from promotional
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expenditures, there is a need to integrate the contribution of each of the various forms of promotion,
the allocation of funds among them, their respective messages, timing and format.” In 1990s, concept
of communication integration has become a new idea, at least when Northwestern University began to
adopt the integrated approach to their curriculum (Mazur & Miles, 2007; Estaswara, 2008a).

Although the concept of integration has been generally accepted, but conceptually IMC remains an
academic debate, even though in the later development of various IMC definitions have demonstrated
a  common  understanding  (Estaswara,  2008a;  Kliatchko,  2008;  Kerr, et  al.,  2008).  So  far,  IMC
definition from 4As is still widely referenced, although it only focuses on tactical integration of IMC
elements. IMC definition from 4As can be described as follows (Duncan & Caywood, 1996:14):

“A concept of marketing communications planning that recognizes the added value of
a comprehensive plan that evaluates the strategic roles of a variety of communication
disciplines – general advertising, direct response, sales promotion, and public relations
– and combines these disciplines to provide clarity, consistency, and maximum 
communication impact.”

IMC definition from 4As is the first definition of IMC, where various revisions later performed. The
concept of audience then expanded from consumers to all stakeholders. Long-term outcomes such as
the significance of brand and relationships building has also been introduced in IMC. Strategy is also
expressed as one of the most important concepts in IMC that is contained in almost all definitions that
were made after 2004 and corrected the earlier  ideas that  consider IMC merely tactical  activities.
Finally,  the scope of communication has expanded into all  messages and information resources to
consumers or potentially accepted by consumer (Estaswara, 2008a, Kliatchko, 2005, 2008; Kerr et. al.,
2008; Kitchen & Schultz, 2009).
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Table 1
Basic idea of IMC based on emergence of IMC definition over time

Source: Estaswara, H. (2008), Think IMC!: Efektivitas komunikasi untuk meningkatkan loyalitas merek dan laba
perusahaan. Jakarta: Gramedia, pp. 100.

AUTHOR(S) YEAR BASIC IDEA OF IMC

4As 1989 Coordination  and  consistency  of  messages  and  communication
channels ('one sight, one sound'); Synergy of the various elements of
communication based on comprehensive planning; IMC as a concept

Schultz et. al. 1991 Inclusion of customers and prospects; Creating a behavior response;
Relationship building and customer loyalty; IMC as a process

Duncan 1992 Strengthen the idea of coordination; Creating a perception response of
brand value

Nowak & Phelps 1994 Strengthen  the  idea  of  consistency,  coordination,  and  behavioral
responses

Duncan 1994 Profitable  relationships;  Expanding  the  scope  of  audience  from
consumers to stakeholders

Schultz & Schultz 1998 Strategic   business   processes;   Extending   the   idea   of   brand
communication; Measurability; More specific on multiple markets -
including external and internal audiences

Burnet & Moriarty 1998 Integrated marketing and communications roles
Smith et. al. 1999 Strengthen the scope of communications, marketing, and business in

the context of IMC
Shimp 2000 Reinforce the basic idea of IMC that is developed from 1989 to 1994

Percy, Rossiter & 2001 Supports  the  idea  of  communication  coordination  and  message
Elliot consistency

Duncan 2002 Revealed  cross-functional  processes  in  organization  in  order  to
reinforce IMC as a business process

Kliatchko 2005 More detail in explaining the relationship between audience, channels
and its relation to measurability based on the idea of Schultz and
Schultz (1998)

Reflection over a decade of IMC research and practice is the development of thinking through the
improvement  of  definition  and  redefinition.  Various  ideas  were  developed  addressed  on  issues
concerning  definition  of  IMC concept,  for  instance explanation the  meaning of  IMC,  phases  and
processes in the IMC development,  and various issues regarding implementation of IMC, such as
organizational  structure,  measurement  of  IMC program,  leadership  in  IMC activities,  and  so  on
(Estaswara, 2008a, Kliatchko, 2005, 2008; Swain, 2004).

On one side, there were academics who argued that IMC is not a “theory” because it is less accurate in
scientific explanation. IMC is considered as a form of simplification and formal solutions to the needs
of marketing communications that cannot be implemented realistically where the logic building is
merely rhetoric as an attempt to justification of its existence (Cornelissen & Lock, 2001; Estaswara,
2008a). On the other hand, there are academics who consider that dynamics of the development of
IMC concept become a new discipline is common. As states by Gould (2000:22):

“IMC as a major strategic concept is not much different from other marketing or
management  concepts,  methodologies  or  strategies  that  have  arisen  (e.g.  the
marketing concept, the product lifecycle, brand equity, or total quality management).
All have an evolutionary, discursive and behavioral history in which the particular
concept  is  defined  and  redefined,  often  many  times.  Never  is  there  complete
agreement on the meaning or value of any single concept.”
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One thinker who cons, Duncan assumes that the IMC is not a new concept, although it acknowledges
that integration has not been done because at that time the process and the technology do not exist.
Duncan (2002:2) once wrote: “although the concept of IMC – managing customer relationships – is
not new,  the  processes  used  in  managing  IMC  are  new.”  In  general,  an  overview  of  different
understandings in the development of IMC as a discipline reflected in the table below.

Table 2
The development of IMC as a discipline

Source: Kerr et. al., (2008), An inside-out approach to integrated marketing communication: an international
analysis. International Journal of Advertising, 27(4), pp. 517.

IMC IS A NEW DISCIPLINE IMC IS NOTHING NEW

Similar to other new disciplines which define Ambiguous  definition  and  lack  of  rigorous
and redefine themselves (Gould 2000) theory (Cornelissen & Lock, 2000)

All new disciplines evolve from other disciplines Repackaging of existing marketing concepts
(Gould 2000) (Spotts et al., 1998; Cornelissen & Lock, 2000)

The  concept  of  IMC  is  not  new,  but  the
processes  of  managing  it  are  (Hartley  &
Pickton 1999; Duncan 2002)

The concept of IMC is not new (Cornelissen & 
Lock, 2000)

Strategy  is  what  separates  IMC  –  marketing
communication   in   past   not   strategically Advertising agencies have always coordinated
coordinated marketing communications other communication
(Duncan & Caywood 1996; Schultz 1996)

Result of economic imperative by advertising
Result of changes in communication, agencies to address the shift of marketing
technology, consumers and the marketplace communication dollars and expansionist move
(Schultz et al. 1993) by Schools of Mass Communication (Spotts  et

al. 1998)

IMC can use financial value and behavioural
to evaluate performance (Zahay et al. 2004)

measures  Marketing  communication  is
traditionally  evaluated  through  attitudinal  and
communication measures (Keller 1996)

Differences in understanding of definitions and concepts is wondering thinkers whether IMC is really
a new concept or just extended version of what has been widely practiced, with the additional of
unlimited access to communication resources. This is the basic idea in this study to determine what
IMC is taught in the classroom.

2. Inside-out dan Outside-in Approach
Inside-out  approach  is  the  first  step  in  implementing  IMC.  This  phase  is  said  to  be  a  tactical
coordination of marketing communications, because organization is less noticed customers, prospect,
consumers, and their needs and relatively modest in integrating various communication elements, such
as  advertising,  publicity,  sponsorship  marketing  sales  promotion,  personal  selling,  and  point-of-
purchase communication or IMC only be understood as a promotional activity (Schultz & Schultz,
2004). The notion of “inside-out” approach, according to Kerr, et. al., (2008:513) say that: “It begins
with planning that takes place ‘inside’ the organization, and identifies what it hopes to achieve. This is
commonly based on what  has  always been done ‘inside’,  before trying to  sell  it  ‘outside’  to  the
customer.” Moreover,  Schultz  and  Barnes  (1995:28),  reveals  that  “inside-out”  approach  is  the
traditional advertising campaigns, or said to be approaching marketing communication planning from
the needs of the marketer.
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Next stages is an outside-in phase. Idea of “outside-in” approach in IMC first introduced in 1993 (Schultz
et. al., 1993; Kerr et. al., 2008). According to Schultz and Barnes (1995:35) “outside-in” approach is IMC
campaigns  where  approaching  marketing  communication  planning  from the  needs  of  the  consumer  or
customer.  Related  to  the stages  of  IMC development,  in  the second phase organization started to  pay
attention to the consumer and the need of customer experience study. Company is actively watching what
consumers want to see and hear, when, where, and through what media. At this stage, company has great
consideration to market research in supporting communication activity (Estaswara, 2008). Company also
began searching for a new and innovative brand contact point via interactive media  as an alternative to
traditional  media  (Shimp,  2003).  All  communication  elements  should  be “one voice”.  Coordination  is
essential to produce a strong brand image and creating purchasing action. It can be said, the main idea of
second phase is the internal support to external activities (Schultz & Schultz, 2004; Schultz & Kitchen,
1999, 2000; Kitchen & Li, 2005; Schultz, 1996; Swain, 2004).

Furthermore,  the  third  stage  is  called  application of  information  technology.  Estaswara  (2008:64)
revealed  that  the  company  is  begun  to  invest  information  resources  in  order  to  build  segmented
database and restructured the organization toward customer-focused or customer-driven. Companies
transform  consumer-based  organization  via  the  application  of  communications  and  information
technology and database management to improve its performance in the creation of customer loyalty.
It is done by building a data base of customers and prospects as well as the effectiveness of brand
contact points that able to provide a clear, precise, and fast measurement on customers purchasing
behavior. Thus, a variety of brand communication programs in order to strengthen customer’s loyalty
towards the brand equity can be founded on an evaluation-based information technology (Schultz &
Schultz, 2004; Schultz & Kitchen, 1999, 2000; Kitchen & Li, 2005).

Figure 1
Stages of IMC Development

Source: Kitchen & Li (2005), Perceptions of integrated marketing communications: a Chinese ad and PR agency
perspective. International Journal of Advertising, Vol. 24(1), pp. 57.

While the final stage is financial and strategic integration, essentially the company has been evaluating all
IMC investments have been made, in addition,  it  is also evaluating the effectiveness and efficiency of
overall program as a basis for IMC strategic planning in the next period (Schultz & Schultz, 2004). At this
stage the company has invested information resources to build a segmented customer database information.
Thus, if the communication resources have been invested and measured in accordance with
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the actual behavior of customers, financial returns at the end can be achieved (Schultz & Kitchen, 
1999, 2000; Estaswara, 2008).

3. Key IMC Concepts (Outside-in 

Approach) a. Strategic Integration

Strategic IMC is a consumer-oriented IMC campaigns. That is, overall implementation of IMC should be
based on the needs and wants of consumers. IMC must start from the needs of consumers, then manage
relevant message through synergy of communication tools and media. On the other hand, strategic also
represents communication ideas that are consistent with the development of IMC as a management process
to strengthening proposition of the brand. It  means, IMC is not a traditional marketing communication
process, but it is related to communication management, message and brand, as well as the needs of its
customers. Concept of strategy is also expressed as the most important concept in IMC understanding that
is contained in almost all definitions are made after 2004. This understanding has corrected earlier ideas
that consider IMC merely tactical activities. This idea also shows that IMC is not inside-out communication
that combines different elements of communication in the perspective of company (Schultz & Schultz,
2004; Duncan & Caywood, 1996; Kitchen & Schultz, 1999, 2000; Kitchen & Li, 2005; Kliatchko, 2005,
2008; Estaswara, 2008a, 2008b).

b. Message Integration

All thinkers agreed that message in IMC should be “one voice”. No matter what elements of promotion mix
and media communications bring to play (traditional media and “new media”), creation of harmony in
communication messages based on “one voice”, “one spirit” or “one look” should be met, which in turn
will strengthen brand image (Phelps et. al., 1996; Duncan & Caywood, 1996; Kitchen & Schultz, 1999;
Kliatchko, 2005, 2008; Estaswara, 2008a, 2008b). Thus, the message in IMC is a brand message (Schultz,
1998a; Madhavaram et. al., 2008; Kitchen, et. al., 2004; Estaswara, 2008a, 2011, 2012).

c. Synergy

IMC never be separated from the term “synergy”. Synergies can be interpreted as a phenomenon whereby
the combined effect of multiple activities exceeds the sum of their individual effects (Belch & Belch, 2004;
Madhavaram et. al., 2008). In IMC synergy, interactivity, strategic consistency and complementary are the
constructs to be considered. According to Duncan and Moriaty (1998), interactivity refers to the process of
communication  between  customer,  brand,  and  company.  While  strategic  consistency  refers  to  the
coordination of all messages in brand communication and the creation of effect of one spirit, one voice, and
one look. Then complementary is an attempt to strengthen effect of individual communication (Brown,
1997;  Estaswara,  2011).  This  understanding  also  shows  a  seamless,  classless  or  equality  of  various
communication  elements.  It  means  that  general  advertising,  direct  response,  sales  promotion,  public
relations,  and  others  elements  have  the  same  status.  Through  IMC,  the  synergy  of  all  elements  of
communication can be met by company, which in turn will increase the performance of the brand. It is
because  synergies  guarantee  a  variety  of  elements  in  brand  communication  activities  are  mutually
strengthens each other (Brown, 1997; Belch & Belch, 2004;
Duncan & Moriarty, 1998).

d. Brand Equity

Duncan (2002:7) once wrote that IMC is the process of managing relationship with customers based on
brand value. Duncan emphasized the value of the brand in order to build brand equity and focused on the
creation of profit through mutual relationship over the time with customers. This idea focuses more on the
issue of customer loyalty anchored in the model of two-way communication in its efforts to creating brand
value. On the other hand, Madhavaram, et. al., (2008:69), also said that “IMC has become an integral part
of brand strategy that requires extensive brand development activities within firm before beginning any
external brand communications efforts.” Madhavaram et. al., were focused IMC on strengthening internal
branding first before starting external brand activities.  Thus,  IMC and brand management that  aims to
create brand equity is an important idea in the concept of IMC. Quoting
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Madhavaram  et.  al.,  (2008:  69),  IMC said,  “as an integral  part  of  a  firm’s  overall  brand equity
strategy.”  While  brand  equity  strategy  believed  as  “a  set  of  processes  that  include  acquiring,
developing, nurturing, and leveraging an effectiveness-enhancing, high-equity brand or portfolio of
brands.” Then, Madhavaram et. al., (2008:70) concludes that: “…effective IMC potentially enhances
the effectiveness of the firm’s portfolio of brands, and hence, could positively influence brand equity.”
Therefore, IMC aims to create brand equity, where communication serves as foundation for creativity
in the creation of brand message, relationship building between company (internal public), brand and
its customer, as well as other relevant audience.

e. Multi-Audiences

Following Kliatchko (2008:25), to be audience-focused in IMC means that,  “the entire process of
developing integrated brand communication programs places the target audience at the core of the
process in order to effectively address their needs and wants through meaningful dialogue and by
establishing long-term and profitable relationships with them.” Target audience in IMC is all relevant
public, both consumers and non-consumers or multi-audiences. Relevant public include internal and
external audiences significant for the company (Kliatchko, 2005, Schultz, 1998b; Shultz & Schultz,
2004). External  audiences include consumers,  customers,  prospects,  media,  government,  and other
groups  outside  the  company.  While  internal  audiences  are  referring  to  the  public  within  the
organization, such as workers, managers and board members. The reason using the word “audience”
than consumer because of IMC program not only addressed to consumer, but all relevant public of
organizations (Estaswara, 2008, 2010; Kliatchko, 2005).

f. Managing Contact Point

Managing contact point means using one or any means to create ‘contact’ with customer. IMC is using
all forms of communication and channels to connecting brand with customers. Main characteristic of
this IMC elements is reflecting a willingness to use any form of most  appropriate communication
contact in effort to reach audience, and does not assign a specific media before (Kliatchko, 2005;
Estaswara, 2008a; Shimp, 2003). Managing contact point means building relationships and interacts
harmoniously with target audience through a channel-centered which involves an integrated approach
of planning and managing a wide range of appropriate channels and communication elements. All
channels must be treated equally without bias (Estaswara, 2008a).

g. Building Relationship

IMC should be able to create a profitable relationship over the time connecting the brand to customer.
This idea is  aligned with Kliatchko’s  explanation (2008:145-146) that  is:  “Managing the external
markets in IMC presupposes that the entire process of developing an integrated brand communication
program places the target market at the core of the business process so as to effectively address their
needs and wants and establish long-term and profitable relationships with them .” Relationship is the
core of modern marketing where IMC becomes the key success. A relationship is a adhesive for a long
time between the brand and its consumers, so as to create repeat purchases as well as brand loyalty
(Shimp,  2003;  Duncan,  2002).  Consumer  satisfaction  is  believed  to  be  achieved  through  the
relationship between company,  brand and its  customers.  Therefore,  promotional  activities  that  are
merely “telling and selling” is not enough. Assuming communication as the key factor in relating
customer  and  brand allows  company  to  achieve  sales  and  profit.  By  means  of  communication
activities, marketing is no longer just “telling-selling” but “telling-communicating-sharing”. It means,
model of one-way communication has been shifted and moving to two-way communication between
company,  brand and its customers. Therefore, IMC is not only aimed at providing information but
creating a dialogue with customers (Estaswara, 2008a).

h. Sustainable, Circular, and Responsive

IMC  is  a  circular  process  of  development  and  implementation  various  programs  of  persuasive
communication to customers. Company determines form and methods that are circular in order to create
and maintain a profitable relationship over time between brand and its customers with the aim to create
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repeated buying and building powerful brand equity. This can be achieved by influencing strategically
all messages sent to customers and other stakeholders. Linking company’s objectives and brand’s goal
to consumer needs. Company should able to communicate with customers in a dialog way by using
interactive media (including social media) and develop database so customer life time value can be
measured (Schultz & Schultz, 2004; Estaswara, 2008a).

4. Media IMC

Today’s company must be observant in communicating. It is because the rule of the game in marketing
and business has changed due to the development of communication technology and the internet. One
of  its  effects,  the  consumer  is  no  longer  powerless  who  can  be  loaded  with  messages  that  are
unidirectional.  They now tend to  reject  traditional  ways  of communication to be precise  one-way
communication.  Customers  want  to  be  heard.  They  will  welcome  company  providing  two-way
communication and personal nature (Estaswara, 2008a; Kitchen & Schultz, 2009).

Consumers as a target audience and producers as information source are faced by media fragmentation that
is converging, which leads to changes in patterns of communication, face-to-face, face-to-mass, mass-to-
mass, mass-to-face, are mixed and transformed into new patterns, known as an interactive communication
media  (Prayitno,  2013;  Estaswara  2008a).  In  the  latest  developments  occur  media  fragmentation,
divergence media, as well as media convergence. Once media marketing communication is dominated by
the mass media that are one-way communication, especially in effort to create brand awareness, positioning
the brand, or establish the brand as a top-of-mind of consumers, either through advertising, public relations,
and more. Instead, the interactive media is used not just create repeated buying, but conducting a dialogue
with consumers who are interested in a brand. Interactive media is very valuable in building relationship
amid brand and customers.  It  is  because of  the nature of  two-way communication allows to exchange
messages  and  knowledge,  which  in  turn  create  a  trusting  relationship  between  the  company  and  its
customers (Chaffey et al., 2000; Schultz, 1999; Kliatcko 2005, 2008).

From above idea then come efforts  to integrate various communication elements (Miller  & Rose,
1996). So each channel is not walk alone as a result it will be efficient in terms of cost and effective in
communication.  Therefore,  it  needs  an  valuable  communication  strategy  to  integrate  all
communication channels to produce effective communication, because in the era of communication
today a company be a channel-centered, meaning involves an integrated approach in planning and
managing appropriate channel in order to build a profitable relationship over the time with customers
(Kliatcho, 2005, 2008; Estaswara 2008a, 2008b).

5. Brand is the Core of IMC Message

Michael Maskus, Head of Group Marketing, Allianz, related to brand management,  once said that
“you have to deliver what you promise” (Burmann & Zeplin, 2005:279). Departing from this point of
view it can be said that a brand is a promise (Gupta, 2009; Estaswara, 2011). Brand is a promise of the
company, not a promise of a product. A promise of the company about the products (goods, services
and ideas) that is offered to the market. A promise that is able to give direction and credibility of the
company in achieving its objectives, creation of long-term profit.  Brand promise is intangible that
would be a “very real” if it is communicated by the company. However, promise must be fulfilled by
the company and do not let the expression of “high promise, low delivery” emerged (Estaswara, 2011).
Thus, to create a strong brand, the brand promise should be noted clearly and consistently as well as in
tune with what is given (Aaker, D.A., 1996).

According  to  Duncan  (2002:13),  brand  is  defined  as:  “A  perception  of  an  integrated  bundle  of
information  and  experiences  that  distinguishes  a  company  and/or  its  product  offerings  from the
competition.” Brand is a perception in the minds of customers based on part of the brand, such as
brand associations, brande experience as well as brand message that has been felt. The advantage is
owned by the brand is its ability to provide certainty in selection of products made by the customers
since  they  may  not  spend  energy and time  just  to  treat  every  purchase  as  a  first-time  purchase.
Choosing a brand is saving time, a risk-free option, and reliable.
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The use of phrase ‘brand communication’  in the IMC definition proposed by Kliatchko (2005) is
actually  consistent  with  what  has  been  thought  by  Schultz  and  Schultz  (1998),  with  deeper
understanding. According to him, the idea of brand communication in the IMC move beyond and
overcome the limitations of ideas proposed previously. In this regard, Duncan (2002) states that IMC
is a process managing profitable relationships over time with customers based on brand value through
a meaningful dialogue.

Thus,  communication has a  strategic  role  in  brand development.  The spirit  of  IMC is  a common
perception of brand value through dialog (Duncan, 2002; Estaswara 2008a). Brand value first build
through brand identity that is followed by developed, managed and integrated with IMC programs to
creating brand equity.  One reason for the growing importance of the IMC in the last two decades
because  of  IMC plays  an  important  role  in  the  process  of  developing  brand  identity  as  well  as
strengthening brand equity.  Challenges  in  IMC implementation is  how using different  variants  of
communication tools with the right combination and convey brand message effectively and efficiently
(Estaswara 2011, 2012).

Method
Process of methodological and data analysis techniques in this study using an approach that is identical
to what has been done by Kerr et al., (2008:522) related to their research on the syllabus analysis, by
eliminating two stages, that is “train coders” and “pre-test and revision”. It is because in this study
there was no coder other than researcher, so it does not require training for coder. In addition, the
process of “pre-test and revision” is not conducted because the coding is done by researcher as well as
research conducted by Kerr  et al.,  (2008:527), this stage is not considered important.  The process
begins with understanding how to describe the IMC in general as described in the literature review and
research questions. This process is shown in the following figure.
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Figure 2
Methodological Process

Sumber: Adoption from Kerr et al., (2008). An inside-out approach to integrated marketing communication: an
international analysis. International Journal of Advertising, 27(4), pp. 517.
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Related sampling plan in this study is  using five syllabuses  of well-known universities in Jakarta
which have master program in communication science and IMC course. The five syllabus used in this
study are University of Indonesia (UI),  London School of Public Relations (LSPR), University of
Muhammadiyah Jakarta (UMJ), Paramadina University, and University of Sahid. Master program in
Jakarta are been assumed represent other master programs in Indonesia, considering Jakarta is the
trend-setter  of  communications  and  IMC  study  in  Indonesia.  While  the  selection  of  masters  in
communication science as research sample it is because the role of communication in IMC recognized
very significant.  IMC syllabus in this study were obtained by asking the educators, either directly
(face-to-face) or via e-mail.

Research Findings

Based on the text analysis of syllabus of the Master Program in Communication Studies in Jakarta,
there are no syllabuses that specifically mention its title course of “IMC” and generally using the term
of “Marketing Communications.” Organized in presenting syllabus is identified different, varies from
general and very detailed in its formulation. Not all syllabuses describe general overview of the course
as  well  as  reading  materials  per-session.  There  is  also  no  systematic  standard  in  the  syllabus
formulation. While the results of material analysis of syllabus seen from key concepts of IMC, such as
strategic and message integration,  synergy,  brand equity,  multi-audiences,  managing contact-point,
building relationships, and sustainable, circular and responsive, is described in the following table.
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Table 3
Research findings based on key concepts of IMC

NO KEY CONCEPTS OF IMC DESCRIPTION OF FINDINGS

Integration has a strategic nature or based on the needs and wants

consumers, prospects and customers. However, this idea of integration
Strategic integration

only based on coordination of communication tools and multi-channel

Integration has not been based on brand communication.

Integration of message (one voice, one spirit, one look) is not considere
Message integration

and integration is only based on communication tools and multi-channel

Idea of synergy which showed a seamless or classless on communicatio

Synergy tools already explored along with media synergy is also concerned, b

limited to the “complimentary” construct.

Brand equity idea has considered, although based on brand manageme
Brand Equity

and its application.

There is attention only at consumers, prospects and customers, but le

Multi-Audiences exploration the importance of other stakeholders. It means target o

communication merely single-audience.

There is exploration of new media characteristics (interactive media) an

the importance of media integration. There has been no attempt to explor
Managing contact-point

all forms of communication media (both traditional and new media) a

the brand contact-point between company, brand and its customer.

There is no exploration the importance of relationships with customers i

the  long  term  that  the  brand  becomes  the  determinant  factor.  Les
Building relationships

concerning in utilization of consumer data base as the basis for th

relationship development.

Consumer database, communication evaluation and the importance
Sustainable, circular an

life time value has not been explore yet. The focus is given to the potenti
responsive

of interactive media to build two-way communication (dialogue).

Based on above data description identified that integration of IMC is taught only in terms of integrating
communication  tools  as  well  as  media  integration  that  is  focused  on  “new  media.”  Integration  of
promotional elements, such as advertising, publicity, sales promotion, personal selling, sponsorship
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marketing, point-of-purchase communication and media is viewed from the company side or it can be
said as promotional activity. Although Its strategic point have been disclosed in the syllabus material,
but limited to the needs and wants of consumers, prospect or customer, that the main concern remains
focused  on  how to  coordinate  various  communication  tools  and  media  in  order  to  communicate
effectively  and  efficiently.  In  addition,  the  importance  role  of  brand  in  integration  has  not  been
considered. It cannot be said representing the ideas of IMC as a management process with the aim of
strengthening brand proposition in the effort to create brand equity. However, IMC that is learned in
the  classroom  can  be  regarded  as  traditional  marketing  communication  concepts  communicated
through “new media,”  but  less  in  elaborating the importance of  managing brand message  and its
relation to the needs of customer.

Message integration in IMC requires “one voice”, “one spirit” or “one look” in order to strengthen
brand image  has  not  identified  as  the  focus  of  teaching.  Whereas  the  integration  over  the  brand
message through a variety of communication tools as well as media, both traditional and new media,
become the major issue. The absence of special attention to the brand message integration, because
learning  is  focused  on  elaboration  of  various  communication  tools  and  characteristics  of
communications media, especially interactive media in today's communication era.

Furthermore,  related  to  the  concept  of  synergy  where  the  combined  effects  of  several  brand
communication activities exceed the sum of their individual effects seen already become the focus of
teaching. Synergy on communication tools reflected of a seamless or classless on various elements has
been taught in classroom. Advertising, publicity, sales promotion, personal selling, direct marketing to
marketing  sponsorship  studied  one  by  one  relating  to  the  characteristics,  functions,  roles  and
comparative  strengths  and  weaknesses  in  the  overall  understanding  of  integration.  According  to
Madhavaram et al. (2008), the idea of synergy in IMC above is just external and there is no evidence
in exploring internal brand communications, in addition to the “complementary” nature or just merely
intended to strengthen the communication effects.

As described above,  understanding of brand is  explored,  but  is  taught  in the framework of brand
management. Data analysis identified lack of communication role in creating brand equity. Outside-in
IMC sat brand and brand equity as a central position or often referred to as brand communication, but
is also strongly associated with how to communicate the brand via IMC in order to build a brand
relationship, brand loyalty and strengthens brand equity.  From the findings has not been identified
clearly the focus on brand communication.

Associated  with  multi-audiences,  understanding  of  IMC  is  contained  in  syllabus  only  focus  on
consumers,  prospects  and  customers  that  identified  from  description  of  consumer  behavior.
Consumers, prospect or customer and their behavior that is seen from their needs and wants had been a
concern in teaching, yet been associated with consumer behavior changes in today's communication
era. Consumers are no longer listeners but want to talk to company.  However, when talking about
consumer  behavior  identified  different  issues  when  studying  the  IMC as  a  strategy or  campaign
activity. In addition, there is no strong evidence shows the importance of all stakeholders in the IMC.
Lack of understanding on multi-audiences is strongly associated with the lack of concern about the
relationship between company,  brand and significant  audiences.  Thus IMC taught  not  explain the
importance  of  audience-focused,  meaning  IMC program is  not  targeted  to  all  significant  markets
(multiple markets) to company, but only focus on consumer.

In communication discipline, phenomenon of the emergence of interactive media and its effects that
shift  the  significance of “old media”,  such as television,  radio,  newspapers,  and magazines  (print
media), draw the attention of many communication scientists. Thus, it is not surprising that the idea of
the characteristics of interactive media in the IMC, ranging from the Internet to social media, become
the main topic. However, how interactive media that are two-way communication can effectively and
efficiently being contact point between company and its customers in the framework of the integration
identified lack of consideration. Need attention to this issue because brand is not a central point in the
whole teaching of IMC. Therefore, contact-point simply interactive communication media and is not a
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superior brand contact-point so the customer's needs related to the brand and the company can be
managed effectively and efficiently.

Given brand contact-point has not been a consideration in teaching of IMC, and the lack of learning
materials related to the development of a profitable relationship over time with customers show the
attention is only set to the function and role of interactive media and does not explain how become
superior tool in building relationships.  At this point is required attention on brand as determining
factor of relationship between the company and its customers. Thus, although the idea of importance
of relationships with customers through interactive media to create dialogue has been disclosed, but
left the important role of brand eventually making it as only statement of principles that must be met
in IMC with no elaboration on how to fulfill it.

Finally,  the  context  of  sustainable,  circular  and  responsive  in  IMC  is  only  focused  on  the
understanding of interactive media to establish communication that is both circular and responsive in
order  to  serve  as  media  of  creating  relationships  with  customers.  The  absence  of  explanation  of
consumer database which can be used to build relationships with customers, however by utilizing the
digital  technology allows the company to conduct  evaluation on communications investments  that
have been made as well as measured customer life time value. From this point, the financial returns
can be known and the results of evaluation can be input for the next program of IMC.

Discussion

1. Inside-Out IMC: An Extended Version

Based on data elaboration above, IMC is taught in the master program in Indonesia can be said simply
extended version of advertising campaigns or marketing communications that are inside-out. In agreement
with the thought has been expressed Kerr, et. al., (2008:513), that inside-out communications begins from
program planning by setting corporate objectives to be achieved before the program is communicated to
consumers. It is only limited to the external that IMC program is not aimed at internal audience, given the
role  of  internal  brand  communication  stakeholders  are  very  important  to  brand  culture  before  doing
branding on external stakeholders, especially consumers. This idea also reflects the old fashion of IMC that
have been revealed by Hartley and Pickton (1999) and Duncan (2002) which states that IMC is not a new
discipline, but the management process is new as a result of the rapid development of information and
communication technology that causes by changes in consumer behavior and their purchase decision as
well as the way to comunicate. In addition, companies in the era of information technology possibles to
have communication resources that are infinite.

IMC taught is basically more advanced from IMC definition issued by 4As (Duncan & Caywood,
1996) with an additional the use of interactive media to communicate with customers in a two-way
communication as well as the purpose of the IMC in order to create brand equity and in the context of
communication  can  be  built  via  strengthening  brand value.  This  idea  is  similar  to  the  first  IMC
definition by Duncan disclosed in 1991, as follows: “The strategic coordination of all messages and
media  used by  an  organization  to  collectively  influence  its  perceived  brand  value”  (Kliatchko,
2005:17). So, IMC is taught in master program in Indonesia can be described in a definitive sentence
as follows: “A concept of marketing communications planning that recognizes the added value of a
comprehensive plan that evaluates the strategic roles of a variety of communication and combines
these disciplines – general advertising, direct response, sales promotion, and public relations, etc –
and also coordination of  all  media communication,  especially “new media” to provide maximum
impact in the era of communication society.”

2. Traditional Perspective with “New Media” Approach

The difference between IMC taught  in  the masters  program in Indonesia  and state  of  the art  of  IMC
conceptualization lies in brand and communication so as to both are not understood as central aspect in
today's company, other than IMC only considered as marketing communications programs. Differences in
perspective as above are an issue of otology. In essence, the main purpose of company is the creation
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of profit that can be achieved if the product offered purchased by consumers. However in modern
world, product can easily imitated by competitors and quickly out-of-date, so it needs brand. Thus
brand is something that sold by company.

In fact, the product era is the past, because today and the future is the era of brand. In the era of
information and communication technology today, the importance of brand in business has replaced
the  significance  of  product  (Estaswara,  2011).  On  the  other  hand,  the  number  of  products  is
increasing year by year in its efforts to meet the needs of demanding customers. Customers today are
having powerful  position because the number  of  products  offered in  market  so they have lots  of
choices. Then the question is what can make product unique and differentiated? The answer is brand.
This thought is reinforced by Stuart Agres (Aaker, D.A., 1996:303) that is said, “a brand is a set of
differentiating promises that link a product to its customers.” If the brand becomes determinant
factor to create corporate profits, then required brand communication that is able to build brand value
and a strategic aspects in development profitable relationship over time among companies, brand and
customers. Without entering this in mind, IMC is simply strategic coordination of all communication
tools and media conducted by an organization.

If it seen from the stages of IMC development (Kitchen & Schultz, 1999; Schultz & Schultz, 2004),
understanding of IMC taught is still  at  the first stage with the additional use of interactive media.
Although the idea of the importance of needs and wants of consumers, prospects or customers have
been studied,  but  the focus of teaching in one semester  only directed at  the characteristics of the
communication  tools  and  new  media  as  well  as  how  to  integrate  synergistically  so  that  the
effectiveness  of  communication  can  be  achieved  or  it  can  be  said  that  IMC  only  as  a  tactical
coordination of marketing communications. Then, the application of information technology is limited
on the use of interactive communication media  alone and absence of deep concern related to  the
construction  of  database,  creating  profitable  relationship  in  the  long  run  with  customers,  and
measurement of communications investments. In fact,  these activities can be done with the aid of
information technology that in the end financial returns can be measured. As a result of the ontological
difference as described above, no doubt influence the understanding of how IMC implemented.

Conclusion

IMC is taught in the Master  Program in Indonesia is simply extended version from what already
widely practiced in advertising campaigns and marketing communication, to be precise the synergistic
integration of all promotional elements communicated through interactive media. Lack of attention on
brand and external communication only makes IMC taught eliminate some important concepts such as
the construction of a profitable relationship over the time, multi-audiences, and sustainability, circular,
and responsive.
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