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The objectives of this research were to study: (1) inﬂuénces of integrated
marketing communications (IMC) concept on advertising creativity, and (2) perceptions
of advertising practitioners on the IMC concept. Data were collected from those working
in full-service advertising' agencies. Specifically, 21 executives from creative and
strategic planning departments were in-depth interviewed, and 166 creative and

strategic planning practitioners were surveyed.

The results show that the IMC concept becomes accepted and practiced in
creating advertising work by agencies. The most understanding aspect of IMC is the
use of various marketing communications tools and media in reaching target consumers
to generate maximized impact and consistency. Besides, along the IMC practices,
practitioners would be required to work harder in (1) creating new communications tools
or media, (2) coordinating with other departments and clients, and (3) learning new
things. Nevertheless, some practitioners argued that IMC is nothing new; itis a
reiteration of what advertising agencies have always done. Comparatively, the strategic
planners tend to have more understanding and positive feelings on IMC than the
creatives. In addition, the current study identifies barriers impeding the implementation
of IMC in advertising creativity, as well as offers recommendations to improve

advertising creativity in the future.
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