62 4 ( ) Vol. 62. No. 4
2009 7 Wuhan University Journal ( Humanity Sciences) July 2009. 502 ~ 507

BEEWHERET R N GBS ER

2 W\ £ W

[ | EEAEHEFNAHKETRET, | W ARRAEHBEREU S EHTEELH
WEHEHE TR B R EFUHENE ARE, MRt e T ERERS &~
EERESE AR EH EHEEESL TURFNCRT EFL. KT EFLERUTE
Pl A REAEME HEFER SN AL TR EAE WM EMR, &7 0B A S FHAT
M. R ERAEET VMR BRITE ) EVHBCEEA; &0 F3H MEEN LT
WY K TR EF N EENEN; R ERSE AR AR N F A S A FIL R B %
A B IR

[ | BAEE AR T E A T A R AR S

[ 16210 | 1A | ] 1671-881X(2009)04-0502-06

(IMC) 20 80
IMC , IMC

e 142 ),

: 2008-03-03
43007.



503

’ 9 Al ~
9 °
.
b ’
° b
b . ~ ~
“«
° b b
THEC 183 ), )
’ o
~
. «
b °
. ) .
9 ° 9 )
b ° b b ’
b
b 9
; . { , »
b 9 9
b .
° 9 b
b ’
. 9
° 9 °
. ° .
’
9
° 9 ’
9 9 °
1980 10 °
’ 2 ~ ~
, “ (Orchestration)” ,
«
b ° ’
“ (Mega-agency)”. IMC
3 ”»
b b
3 ”»
. ’
9 b
o b
o . 9
O mnicom. WP P. Interpublic. Publicis ,
b b

IMC

’
b
”
’
b
? 9
b °
b
9
b
.
b
(Whole Eggs)”
43 ”

°

’

(Networking A gency)” s

(4As)

. 20 80 s



504

62

NI

]

Omnicom. W PP. Interpublic. Publicis

. N
s
o
N N N ~
s
]
~ N
° s
«
] °
’
s °
«
’
° ’
o ’
o
’ °
° ]

2



505

2008 5 ,

s (advertising) ~ 37. 2%,
10. 8 %
Omnicom. WPP. Interpublic
51.5%.
(traditional media advertising)

10%.

communication)

(G
¢ 36 )
(G

TANA

{

(public relation)
Publicis
(Omnicon) 2007
43%,

» , 2007

(media)  15.7%, (direct marketing)  10. 8%, (digitaD
10. 3%, (promotion) 8%, (health care) 7. 2%,

54 %,
(CRM)  37%, (PR)  10%, (specialty

CRM.

(H oulihan, 1988) s
(Stevens. 1989)
JEC 703 )
) K
15% «



506 ( ) 62

D , . s

Wit L W AEE i (ARIER: st
(PERR ) (PEr7T) (ZH IR )

, MC . ,
, , MC

----------- [ > j
, % ﬂl/ﬂl‘)\l % ‘QIJ1ISA2 S 2 pA3

2
«
) ) , ,
) ) , , ) ,
40 204 ) )
s IMC s
) , )
, . ,
, . . Anders Gronstedt  Esther Thorson
, : (the consortium). (the
consortium with one dominant agency ). (the corporation with autonomous units) . (the
matrix organization) (the integrated organizatiom)!™ (4857 ).

s IMC ,



4 : 507

[ 220 », : 2002 .

[2 : » L 2008 M
2008

(3 [ 1 ’ : », . : 2002

[4 . 4 M, : 2003

[ Gronstede Anders & Esther Thorson. 1996. “ Five Approaches to Organize an Integrated Marketing

Communication Agency,” Journal of Advertising Research 36(2).

Reconstruction of Advertising Industrial Form
under the Background of IMC

Cheng Ming] , Jiang Fan’
(1.School of Journalism & Communication, Wuhan University, Wuhan 430072 Hubei China;
2. Center for Studies of Media Development, Wuhan University)

Abstract: Under the background of IMC, the future of advertising is to use advertising as a tool
to integrate other kinds of marketing communication means. This will bring a significant change to the
advertising industry which is transformed from only providing advertising service to providing a wide
range of services including advertising, public relations, promotions, marketing consulting and so on.
We call this industrial form as “big advertising industry”. The big advertising industry requires to
regard the advertising industry as the core to integrate other related fields of the marketing
communication services. In order to shoulder such a major responsibility, the advertising industry
must be reconstructed. First of all, the core competitiveness of the advertising industry should be
constructed through improving the professionalization level of advertising operation. Then, the
advertising agency should be extended to the upstream and downstream of its value chain in order to
reconstruct the value chain of the advertising industry. Finally, the organizational structure of the
general large-scale advertising agencies should be adjusted to team organization or network
organization.

Key words: Integrated Marketing Communications (IMC ); advertising industry; professionalization;

industrial value chain; organizational structure



