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Abstract: The fast changes in organizations international environment due to information communication technologies and customers and consumers’ claims and the increasing competition require new competencies for organizations, among communication. In our days customers and consumers have gained the power to control or influence the marketing activities. To manage this problem an integrated marketing communication is needed. In a customer or consumer driven market place, brands become one of the main competencies and competitive advantage provider. The brand itself needs to be audited considering the forces that influence its success, such as: macro-environment, organization itself, organization’s management, customers or consumers, distributors, competitors. 

This paper is focused on discussing these aspects and underlines the shift from marketing communication to integrated marketing communication and the increasing role of brands in the communication management. 
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          1. INTRODUCTION

Brands, defined by de Chernatony and McDonald (1998, p.20) as being “an identifiable product, service, person or place augmented in such a way that the buyer or user perceives relevant, unique, sustainable added values which match their needs most closely” brings some benefits to the companies, such as:

1. added value for customers: emotionally involving;
2. lower costs for marketers: spread fixed costs;
3. enable cross-border learning;
4. provide cultural benefits for companies,
but disadvantages, as well, such as: excessive standardize and ignoring differences in market development in terms of category development (Quelch and Harding, 1999), as for example beer consumption per capita. In a changing environment the management’s challenge is to keep brands refreshed and relevant by long-term relationship building and appropriate communication. 

A successful brand brings rational benefits, emotional rewards, personality and values for consumers and customers, but it gives a sense of direction for the organization’s future in terms of ‘how the world will be a better place’ as a consequence of brand and monitor management performance in terms of integrated marketing communication. Having in view these approaches in the followings we briefly comment why brand can be considered as being one of the integrated communication marketing management competences (fig.1).









     Fig. 1 Brand as integrated communication marketing management competence

2. THE FORCES INFLUENCING BRANDS SUCCESS
The brands need extra investments, time and an open culture with stimulating issues to envision and believe in the organization future. The brand is a challenge for the organization’s strategy and it could be a success or a failure. The main forces that influence the building and sustaining the brand are: macro-environment, organization itself and organization’s management, customers or consumers, distributors and competitors (De Chernatony, 1998). 

· Macro-environment

The five evironment forces (social, technological, economical, environmental and political) determine managers to scan the environment continually to identify opportunities and threats on a regular bases.

· Organization

The organization itself is a force to enhance or impede the brand’s success. The size, diversity and coordination and mostly the inside communication could make a succesfull brand or lead to failure. All aspects of the value chain could determine a cost-driven or differentiation brand strategy (Porter, 1985). If the price is atractive brand leads to cost minimalization, but if the target is the value added by differentiation then brand has to be reinforced by evryone behaviour. 

· Customers

In a business - to - business relationship based on rational consideration and percieved risk the organization seek for long term relationship with its suppliers and customers, understanding different components of risk, such as: performance risk to meat functional specifications, financial risk to get good value for money, time risk to evaluate unknown brand and psychologycal risk to feel right with decision (Derbaix, 1983) and building trust by gradually and cautious promotion. 

· Consumers

Consumers are emotionaly involved when buing brands. Their involvement are linked to perciving brand differences and based on the expectations from the brand. 

Organizations need to evaluate the market composition looking for: extended problem solving, dissonance reduction, limited problem solving and tendancy to limited problem solving types of consumers (Assael, 1987). The extended problem solving customers need: ‚noice’ in the market and harmony between what marketers put in the market and what consumer takes. The dissonance reduction consumers need: advertising to stimulate purchase and to reassure consumers after purchase, promotional materials and sales staff traind to be brand reassures’ rather than ‚brand pushers’. The limited problem solving consumers need: promotion providing information and present brand as fuctional problem solving, together with promotional materials (free sachets, money-off-coupons etc). The tendancy to limited problem solving consumers that develop brand loyalty in a passive manner need substitution of the brand by another.

· Distributors

Distributors are to be considered when organization uses the third party to distribute its brand. It is necessary to be clear about what distributors should use and how allocation of resources is prioritized.

· Competitors

Competition influence the brand more then other forces, because people buy a brand in comparison with others. The organizations benchmark and regular assessment about competition are absolutley necessary. All brands competing on a market have to be analysed: are known or unnown, acceptable, unacceptable or overlooked, purchased or rejected (Schiffman and Kanuk, 1987, p.565). Because the organization’s management team members have different perception about competition, i.e. tehnnical manager is looking for technology leaders,  marketing manager on prices and so on, in order to keep all information under controll organizations develop different structures, schemes and cognitive models that enable them to appreciate different competitor rapidely. All these forces well audited could enhance to brand’s sucees by effective communication inside and outside the organization.

3. THE SHIFT FROM MARKETING COMMUNICATION TO INTEGRATED MARKETING COMMUNICATION
Communication technological developments have underpinned movements in marketing communication, as well. It has evolutes continually from advertising in radio stations, national television channels, newspapers and magazines to sales promotions, public relations and direct marketing and to new ITC forms, such as internet promotion and info-tool, using database marketing, coordination and control systems and the development of integrated approaches taking advantages of learning experience. These changes in marketing communication are due to the changing in consumer and customer’s role from a passive behaviour (when waiting for products and services to be offered) to a pro-active one (contributing to new products and services development) in concordance with their more and more sophisticated requirements. Strengthening relationship and developing both sides’ communication channels (from the market to the organization and vice versa) the movement to the integrated marketing communication is facilitated. Building relations with suppliers and beneficiaries would impact the organizational performance by means of communication, which became the heart of marketing. In this respect brand is the tool for the shift from the marketing communication to the integrated marketing communication because it satisfies the beneficiaries’ needs, wants, expected values, interacting dialogues and knowledge.

According to Schultz and Kitchen  (2000, p. 65) the “Integrated Marketing Communication is a strategic business process used to plan, execute and evaluate coordinated measurable, persuasive brand communication programs over time with consumers, customers, prospects and other targeted, relevant external and internal audiences”.  The main idea taken from this definition is that the integrated marketing communication needs to be managed, because it is not a matter of a product or service brand, but the company as a brand, implying interactions between company’s strategic vision and its beneficiaries imperatives in order to create an organization identity able to communicate the messages by itself in order to increase its competences measured by means of beneficiaries satisfaction. The integrated marketing communication needs effective management for standardization; customers assigning value resources allocation and a sound massage in order to make the customers feel that they own the brand and not the organization are also key management elements.

4. BRANDS ROLE WITHIN THE INTEGRATED MARKETING COMMUNICATION MANAGEMENT

An integrated marketing communication system is built with much inteligent and financial efforts (investments). Starting from a database building based on marketplace measurment considering the most relevant valuated consumers and customers needs and requirements the brand is created and sustained in order to build relationships,  develop and deliver the message ends with the return on customer investment estimation (adapted from Schultz and Kitchen, 2000, p.77). Comming back to the brand’s definition it can be observed that the brand is created through the development of emotional relatioship with beneficieries and is the best investment as a communication management tool considering:

· the ratio between the valuable created assets and the resources (successful);

· rapidly recognized bringing intangible added value comming from the invisible system (identifiable); 

· having  a name spectrum from company’s name to individual name of products and services, people and places;

· brings extra functional, quality and emotional benefits that differentiate the organizations (relevant added value);

· added value today will tomorrow taken for granted (sustainable).

Brand itsself communicates, even it is a product or company’s name, giving the company’s staff clear targets and providing the idea of what company needs to achieve to make a positive contribution in improving people’s lives. It is not easy to build a company’s brand and not always necessary, but for large companies and corporations the brand’s name as the company’s name is not more a matter of succes, but of existance, because the brand is a promise with customers and this promise the company must keep. 

By means of its brand the organization communicates that buying branded products or services its customers may expect trusted relationships and accountability underlining the organization’s core values. In essence the brand emphasises the organization and management’s competences. 

5. BRAND BRINGS STRATEGIC COMPETENCES

All organizations are affected by the technological drivers, such as the information technology, communication systems, digitalization and intellectual properties even the market is different for more of them, bringing them new capabilities and strategic resources.  More or less these drivers are used in marketing communication for changing the customers and consumers behaviour, think and feel. Communication is linked to the more appropriate persuasive message that has to be integrated from the receiver perspective. Organizations need to brake down internal barriers and to adjust processes to become more opened to communication. The organizations’ strategic capabilities must be put with ability in practice to become real competences (Kitchen, 2001, p. 181). The ninth key competences Kitchen identified as beind necessary for a fully integrated marketing communications are: 

· global process and standardization;

· focus on customers;

· identification and valuation of customers and prospects;

· identification of customer contact poits;

· development of interactive response capabilities;

· management of multiple systems;

· value the brand;

· focus on financial measures;

· create horizontal organizational structures.

Few organizations are fully integrated but the above mentioned competences are built when companies are building brands bridging the gap between organizations identity and the public image.  

In order to build a brand a proactive position is first needed without forgeting the mind-set management to control the pace of actions. Then using a unity of comand  concentration, initiative, economy of resources, flexibility and simplicity have to be the main attributes of this process. Sometimes the whole marketing activity rethinking is necessary creating the opportunity to change the culture for a better brand positioning, relationship building and integrated marketing communication system design. 

In the process of building and sustaining brands the managenent has to effective coordinate the brand strategy starting from the identification of organizations values and having a clear vision, targeted objectives, alternative resources and a system of evaluation to monitor brand performances against the objectives. Promoting a brand strategy the organization invests in reducing the risk components of loosing buyers, taking advantages over  competition and building  new strategic competences.

            6. CONCLUSIONS

Integrated marketing communication concerns the organization as a brand disseminating its image. Not many organizations are focused on its customers, having standardized processes of branding and integrated communication, but most of them recognize the importance of responsibility for building relationships with their customers and develop responsiveness to face the market challenges. 

In order to grow organization’ returns communication activities could help managers to stimulate the creativity, to rebuild the organizational culture and to move from building the business to building the brand by a strategic customer-driven process. In this respect the brand become one of the most valuable competence leading to success. 
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