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—AND BETTER RETURNS ON YOUR M ARKETING | NVESTMENT

T o effectively communicate with
customers in today’s noisy and
demanding business markets requires
professional discipline, intense focus, sharp
tools, and management commitment. In this
seminar, a pioneer of the Integrated Marketing
Communication approach outlines a step-by-
step process to build integrated, Next Genera-
tion IMC programs with direct, measurable
impact on the bottom line.

OBJECTIVES

This seminar will help participantsincrease their
return on business-to-business brand and marketing
communication investments by making the commu-
nication process more systematic, integrated,
targeted, and accountable for business results.

WHO SHOULD ATTEND

Marketing and marketing communication managers,
brand and product managers, sales managerswith
marketing communicationsresponsibilities, strategic
planners, information technology managers, and new
product development managers.

SEMINAR CONTENT

The seminar is based on the text Next Generation
IMC, by Don and Heidi Schultz. Thisisthe update
on the basic IMC text developed by Schultz,
Tannenbaum, and Lauterbornin the early 1990’s. It
moves IMC into the 21% century by focusing on how
integrated processes can improve and impact the
organization's entire communication program. This
seminar will feature the new issues of value-based
communication approaches, generating management
commitment, brands and branding, global communi-
cation devel opment, measurement of communica-
tion impact to interface with the Balanced Scorecard
and Six Sigmainitiatives, and the critically impor-
tant area of internal communication and branding.

The focus will be on the development of hands-on
IMC processes that participants can take home and put
into practice immediately. Several global case studies
will be used to illustrate processes and procedures.

A sampling of the content included will be:

IMC in the Business-to-Business M ar ketplace

» Marketing communicationintransition

 Redeveloping managerially relevant communication
processes

« Shift of information technology—using the Market-
ing Diagonal

» Developing brands, branding, and brand communica-
tion management

» Relating the concepts to your organization

Basicsfor New Planning and M easurement Process
e From functional activitiesto process planning

The IMC Planning Matrix

 Planning and measuring incremental value
 Understanding short-term and long-term returns

» Relating the concepts to your organization

Developing a Five-Step IMC Processfor Your Firm
* Step One—Using Behavioral Databasesto
Under stand Customersand Prospects
» Relating the concepts to your organization
» Whereisyour data?
* |dentifying relevant customers
e Step Two—Identifying and Valuing Customers
and Prospects
» Measuring income flows
» Relating the financial conceptsto your
organization
* |dentifying customer value
* Step Three—Developing and Delivering M essages
and I ncentives
 Brand audits and brand contact analysis
 Understanding incremental value
 Relating the concepts to your organization
* Step Four—Estimating/M easuring the Return-on-
Customer-Investments
 Spreadsheet analysis of returns
* Short-term measures
» Marketing mix modeling

» Step Five—Budgeting and Allocation of Finite
Resources
* Measuring long-term brand value
 Your brand aslong-term intellectual capital
 Building abrand scorecard

Relating IMC to Your Organization
 Barriersto integration

 Results of benchmark and best practices studies
» Applying IMC across your organization

Developing Next Generation IMC Value

» Developing internal branding and communication
programs

 Aligning IMC with Balanced Scorecards and Six
Sigmarequirements

* Aligning product and SBU brands with the corpo-
rate brand

 Gaining management buy-in for your program

FORMAT

The two-day seminar starts at 8:30 am. and ends at
5:00 p.m. each day. The seminar combines lecture and
discussion, real-world cases, and team exercises. With
limited attendance, there is ample time for extensive
discussion and interaction. All materialsfor the
seminar will be provided.

INSTRUCTOR

Dr. Don E. Schultz is Professor Emeritus-in-Servicein
the Integrated M arketing Communications Department
at Northwestern University. Heisaleading author,
lecturer, and seminar leader who has appeared in
North and South America, Asia, Europe, Australia, and
the Middle East. He was the lead author of the
landmark IMC text, Integrated Marketing Communi-
cations, Putting It Together and Making It Work. His
text Measuring Brand Communications ROl was
published by the Association of National Advertisers
in 1997. Communication Globally: An Integrated
Marketing Approach was released in April 2000.
Raising the Corporate Umbrella (2001) is the latest
word on corporate communication planning and
measurement.
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Prefix/Name

Nickname

Title

Firm

Address

Phone

Fax

E-mail

Dietary Restrictions

|SBM Seminar Fee: 1,200.00

Payment Method
[ ] Enclosed is acheck payableto ISBM-Penn
State. Indicate attendees name(s) on check stub

[ ] Or please charge my credit card.
We accept MC, VISA, AMEX

Card #
Exp. Date:
Signature:

Send registration form and check to:
ISBM-Penn State

402 Business Administration Building
University Park, PA 16802-3004

Fax: (814) 863-0413

>

Hotel information will be provided
to you after registration.
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Gain Knowlegde/Tools/Techniques
from ISBM Seminars:

Valueand Pricing Strategy

SmartPricing ™ in Business Markets

Competitor Analysisand Intelligence

Winning at New Products

Portfolio Management for New Products

Harvesting Customer Value (Segmentation Marketing)
Rethinking Distribution Channels

LOCATION

The seminar will be held at:

DuPont L earning Center
Route 141 and Lancaster Pike
Bldg. 20, 2nd Floor
Wilmington, DE 19805

Hotel information will be provided to
you after registration.
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Marketing Communications Department
Northwestern University

e On or before March 17, 2004—no fee

>

Creating and Managing Successful Strategic Alliances

Planning Profitable B-to-B eBusiness Strategy

Effective Marketing Across Countries, Customs,
Cultures, and Currencies

Power Tools: Marketing Engineering

Building Effective B-to-B Marketing Plans

Marketing Strategy in Business Markets

Selling Skills for Customer-Driven B-to-B Markets

Business Markets Sales Management

Value-Based Selling in Competitive Markets

Selling With Manufacturer’s Representatives

Selling With and Through Distributors

Phone Salesin Business Markets

High-level Strategic Selling

Key Account and CRM

>

Note: All ISBM Courses are modular in format
and can be brought to a company site as a
complete onsite program, a customized
program, or as part of a bigger customized
program. Call us for details.

» Between March 18-March 31, 2004—$100 fee

o After March 31, 2004, full seminar fee
charged

« All substitutions after March 31, 2004 will
be subject to a $50.00 administrative fee.

FOR FURTHER INFORMATION
CONTACT:

Thispublication isavailablein alter native media on request.
Penn State is committed to affirmative action, equal
opportunity, and the diversity of its workforce. U.Ed.BUS 04-59

ISBM-Penn State

The Smeal College of Business Administration
The Pennsylvania State University

402 Business Administration Building
University Park, PA 16802-3004

(814) 863-2782 Phone

(814) 863-0413 Fax

e-mail: ISBM @psu.edu

Wwww.isbm.org
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