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The objectives of this research were to study: 1) influences of Integrated
Marketing Communications (IMC) concept on advertising media planning, and 2)
perception of advertising media planners towards IMC. Two research methods were
utilized. First, the researcher in-depth interviewed with 14 executives from media
independents and media departments in advertising agencies. Second, survey was

conducted with 90 media planners in both company types.

The results showed that the IMC concept became accepted and practiced
among media planners. The feature of IMC that was well perceived and used most by
media planners was the use of variety forms of communications. Such use broadened
the planners' view of 'media" from mass media advertising to all contact points that a
brand or company could commun:cate with consumers. Conseqguently, IMC media
planning required more information, especially consumer insight data. Mass media were
stillimportant; however, other communications 1cols increased their roles. In addition,
media planners had to increasingly work in coordmation with other functions to develop
an IMC plan. As a conclusion, IMC affected on the growth of media planning business,

the scope of media service, and the quality development of media work.



