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Fifty Years from Marketing Mix heading toward
the Scientific Advancement of

Integrated Marketing Communications
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Abstract

The marketing mix concept had laid the firm foundation for the
Marketing Communication and Integrated Marketing Communications. In
1953, Neil H. Borden defined marketing mix and distributed his concept
that consisted of 12 mixed market components for the very first time, which
has been widely used in the Marketing Communication up to now. Even
though the Integrated Marketing Communications was originated prior to
1990, it started to gain popularity in 1990s through its application in
Marketing Communication, mainly the details display of products, services or
organizational structure. The presentation illustrated the academics’ point of
view as well as the Marketing Communicators’ opinions toward the relations
between the marketing mix and Integrated Marketing Communications,
including their perspectives on further application of Integrated Marketing

Communications.

Keywords: Marketing mix, Marketing communication, Integrated marketing communications
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