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Abstract

The purpose of this project is to identify, observe, explain, and understand promotional content as it applies to the communication process theory within 

marketing. In this presentation, the objective is to explore the marketing communication process theory (MCPT), step-by-step, by showing how one business may apply 

the integrated marketing concept to effectively deliver a promotional message across two common traditional communication channels– (I) magazine and (II) 

newspaper. These observations will illustrate how a common marketer from each medium may utilize marketing communication process theory (MCPT) to promote 

their business. This project begins by identifying the sender (business). Next an introduction to the media within the selected medium channel (magazine or newspaper) 

is provided. After examining the effectiveness of the message (advertisement) as it applies to the marketing communication process theory (MCPT) for the first channel; 

the process is then replicated for the second communication channel.  Each slide provides explanation and justification for the media’s use within the media vehicle 

medium. After both process reviews are complete, I discuss the overall effectiveness, provide brief commentary for improvements, and conclude why or why not the 

promotion served its purpose.   

Keywords: advertisement, audience, audience selectivity, channel, effective media mix, encoding, exposure, feedback, frequency, intensity, long life span, 

magazine, marketing communication process theory, media, media channel, media vehicle, medium, newspaper, noise, owned media, paid media, product 

advertisement, promotion, reach, target market



Introduction

Marketing communication process theory describes a particular set of steps that are followed in the transaction of communication for any advertising 

market message campaign. To begin, marketing communication is defined as the exchange of sending and receiving promotional media information across selected 

channels between businesses and consumers. This promotional media information is created to inform, persuade, and remind consumers of a product or service in order 

to influence their opinion or generate a response. Using a promotional mix strategy, media evaluations determine how to best encode and integrate the message to their 

target market– depending on the selected communication channels. Communication channels may include newspapers, magazines, radio, television, the internet, and 

outdoor media. While going through these channels, the message being transmitted must transcend and compete with noise. Noise is anything that may interfere, distort, 

or skew the information. Finally, once the message has been delivered and decoded, a feedback channel is established. Marketers then listen to the market and develop 

appropriate strategies to adapt existing messages or spot new communication opportunities. This creates a feedback loop, for two-way communication, between the 

sender and receiver (Lamb, Hair, and McDaniel, 2019). When businesses properly utilize the Integrated Marketing Communications concept, each message within the 

process should effectively deliver a unique, uniform, cohesive, and consistent message when decoded by the receiver.   All of this combined, makes up the marketing 

communication process theory.
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The Sender

First, we’ll pre-approach this project by introducing the originator of the marketing 

message in the communication process– the business. Founded in 1999 in Memphis, TN; Novatech, Inc. 

is an award-winning technology consulting, Managed IT Solutions and Printer Services provider offering 

on-site and remote support of network infrastructure and peripherals. Recognized 12 times as one of  the 

fastest growing companies in the United States by Inc. Magazine, Novatech offers free cost analysis so 

you may easily choose the exact solutions, equipment, and software to meet your needs (Novatech, 

2019). Novatech has five locations spanning the southern U.S. region; they are listed as: Meridian, MS; 

Denham Springs, LA; Nashville, TN (Headquarters); Hattiesburg, MS; Memphis, TN.  Their mission is 

to flourish as a team by delivering caring, efficient service and support to customers and each other. 

Novatech delivers outstanding equipment and service beyond customer expectations, with the fast on-

site service available (Novatech, 2019). By focusing on benefits instead of attributes, Novatech utilizes 

relationship selling techniques to promote time saving solutions that create a unique selling proposition 

with a Profit advertising appeal. (Lamb, Hair, & McDaniel, 2019). 



Encoding – Magazine Advertisement

Encoding is the conversion of the sender’s ideas and thoughts into a message, 

usually in the form of words or signs. A basic principle of encoding is that what the source says is 

not what matters, but what the receiver hears (Hair, Lamb, & McDaniel). When the creative team 

for a marketer encodes a message for mass paid media advertising, it is common practice to 

follow the first two steps of the AIDA process- Attention and Interest. As shown here, Novatech 

gets attention by taking advantage of the magazine’s color reproductive value. This is 

accomplished by using bold headlines, bright colors, and detailed imagery. The content of the 

message creates interest by showing a man in a business suit wearing snorkel gear surrounded by 

office equipment in the ocean. Once the message has been designed to compete with the noise, 

the goal is to generate a desire to take action, which are the last two steps in the AIDA process. 

Here we see Novatech’s main call to action is to generate a lead by visiting their website (owned 

media). From the encoding point of view, this advertisement is very effective at grabbing 

attention, creating interest, and generating a desire to visit their website.    



The Message - Defined

The message is the most important part of an advertising promotion. Each promotional message here can be segmented into at least two parts. When 

using the integrated marketing concept, the first part can be called the primary message. It is what remains consistent across all mediums. The primary message usually 

remains static. This includes branding, service listings, product listings, contact information, owned media links, and call to action. It is what the business wants to stick 

in the minds (product mental space) and remain consistent across each point of contact with the consumer. The secondary message of each advertisement is dynamic and 

may be dependent on multiple factors depending on the promotional mix and campaign goals. With secondary messages; images, colors, styles, themes, and symbols 

may change depending on promotional mix internal campaign planning or external situation factors. Each promotional message must also serve one of four tasks: 

inform, persuade, remind, or connect (Lamb, Hair, & McDaniel, 2019). Then depending on the objective, each message can be categorized by the specific 

communication task set to be accomplished for a specific period of time and target audience. These categorizations include institutional, product, pioneering, 

competitive, comparative, and informative. Messages appeal to different audiences based on the goal set by the messenger. These appeals include everything from profit 

and health to convenience and admiration. Further, there are eleven common executional styles for advertising that any one message can follow when using the AIDA 

plan. Finally, the effectiveness depends on how these dynamics of the message align with the target market of the promotion. Careful consideration goes into each 

message to prepare for its journey across the marketing communications process.



The Message - Applied

Once the message has been encoded and defined it is ready to be transmitted through the message channel. Before delivery, marketers look over each item to 

see how they integrate across multiple channels. In this case, each message will be in different sections of the same channel– the magazine. At a glance, they seem to 

integrate well. They each have company name and logo, they each have owned media links and icons, and they each promote office equipment. Upon closer inspection, they 

each seem to be promoting different lines of products. Only the center one has a phone number and all three have a call to action for their website. All three inform and offer 

sufficient information to connect. Each message in this campaign is in the product advertisement category and effectively promotes Novatech’s services. 



Message Channel - Magazine

Meridian Home & Style is a traditional media magazine publication serving the local 

community of Meridian, Mississippi and surrounding areas of Lauderdale county in east Mississippi and 

West Alabama. It publishes a new issue every other month, meaning its frequency follows a flighted media 

schedule. Meridian Home & Style focuses on local businesses, young professionals, and family lifestyles 

within the community. Meridian Home and Style is distributed in multiple formats. It is available via 

subscription, print, delivery, digital app, web app, and can be found in most local businesses and hospitals. 

From the marketing communication perspective,  magazines offer many advantages for advertisers. First, 

they have good reproduction value, especially for color. Second, because they offer demographic, regional, 

and local-market selectivity, they are great for small business marketers who segment their target market 

primarily by geo-demographics. Third, they have relatively long advertising life, meaning the advertising 

maintains presence for the shelf life of the magazine. Finally, magazines have a high pass-along rate which 

increases the word of mouth (WOM) and target audience exposure (Lamb, Hair, & McDaniel, 2019).  



Target Market and Audience

When maximizing the effectiveness of any marketing campaign, the advertiser is tasked with aligning the available product offering to the consumers 

who, not only the most likely to benefit, but more importantly, who are most likely to buy. From a promotional standpoint this means matching the target market with 

the target audience. Target market describes the consumer segment in which the business wants to provide products or services. Target audience describes the consumer 

segment in which the business is most likely to attract. They are very similar but one is a push and the other is a pull strategy. To put it simply, target market strategies 

are motivated by the capabilities of the company, and target audience strategies are motivated by the capabilities of the market. When looking at this from the marketing 

communications process theory, the goal of the advertiser is to choose the best possible channel and media vehicle to deliver their message to the most relevant 

consumers. In this case, Novatech provides office supplies and services, so their target market includes small businesses, entrepreneurs, and local companies that need 

customized business solutions. Meridian Home & Style provides distributes to small businesses, local companies, and provides content for and about entrepreneurs. 

Aligning a target market with a similar target audience increases the ROI intensity. When the advertiser considers using a magazine to deliver there message, the cost 

per contact can be high in the short term, but the market saturation and life span make the cost per customer much lower in the long run. This all depends on how well 

the target market matches the target audience. Here, Novatech and Meridian Home & Style, seem to be synergistic complements.



Noise

Noise is defined as anything that interferes with, distorts, or slows down the transmission of information. From encoding to reception the message 

encounters and competes with noise. This occurs the entire time before, during, and after the message transmission across the selected medium channel. Noise is the 

environment of the advertisement; it can include other advertisements on the same page, news articles, other store displays, competing magazines on the same shelf, or 

in this case– noise would be the feature content of the magazine. When the media is overcrowded and the noise level is high, reception level is low. Advertisers have to 

be aware of potential noise level during the encoding and delivery preparation phases in order to plan their promotions accordingly. For instance, if the advertiser 

calculates a high level of noise for a particular media vehicle ad placement, then they will create the ad with more intensity. This means brighter colors, bolder fonts, 

flashy graphics, unique messages, etc. On the other hand, if the promotional mix plan foresees low noise, they may place their focus on less intensive styles. There are 

trade-offs to each style, ads in low noise environments tend to be bland and boring but they are great for informing and including more information. In this project, the 

Meridian Home & Style Magazine is relatively low noise. This is because the channel is specialized for specific local geo-demographics and the marketplace is not as 

diverse within the target audience. When planning for or adjusting to noise, advertisers usually create multiple versions of the same ad. This allows for greater flexibility 

during the feedback stage. Novatech seems to have properly prepared to compete with various levels noise by creating multiple versions of their message.  



Decoding - Interpretation

Once the message is delivered with the media vehicle (Meridian 

Home & Style, it is viewed in context with competing media within the medium 

channel. This allows the message to be decoded and interpreted by the receiver. 

In decoding, common understanding between two communicator, or a common 

frame of reference, is require for effective communication (Lamb, Hair, & 

McDaniel). The receiver can be anyone who views the magazine. This is why it 

is important to align promotional mix goals with channels that have the same 

target audience as the sender’s target market. In this example, Novatech is 

targeting local and small business services, which align perfectly with Meridian 

Home & Style’s local entrepreneur and business market.  This means the 

medium is very effective for getting the message across to relevant potential 

consumers and all readers get the same meaning. Meridian Home & Style Table of Contents with Novatech Advertisement.



Receiver - Feedback

Meridian Home & Style Magazine

Novatech advertisement in context with noise.

The final step in the marketing communications process theory is the 

receiver – feedback stage. When people receive a message, they tend to manipulate it to 

reflect their own biases, needs, experiences, and knowledge. Further, because people do 

not always read carefully, they can misinterpret what is written. Researchers have found 

that consumers misunderstand a large proportion of printed communications. This is why 

bright colors and bold graphics have been shown to increase the consumers’ 

comprehension of marketing communication (Lamb, Hair, & McDaniel). Finally here, we 

see in context why Novatech used bold graphics and bright colors. Their ad stands out 

above all the competing noise on the page. This draws the receiver’s full attention to their 

message and reduces any chance of misinterpretations. Also notice this ad placement 

provides their phone number along with their website to provide for an extra source of 

feedback.



Evaluations

Novatech was very effective in using the integrated marketing communications concept when following the marketing communications process theory 

for the magazine channel. First we see that they encoded the messages in full color to take advantage of  the magazine’s strong reproductive attribute. Next, we saw how 

Novatech created their campaign to target multiple product lines under the same banner. This showed their flexibility and reach in the world of business office supplies. 

We were then introduced to the chosen media vehicle that Novatech chose to use to deliver their message. This showed the strengths, reach, and attributes of the 

magazine. After reading about each, we found that the target audience of the magazine also aligned with the target market of the business. Finally, we saw how 

Novatech competed with the noise by using bold graphics and bright colors. If I were to improve on anything in this campaign it would be the addition of scannable qr

codes. This would create a more effective feedback system that could be quantified and measured based on response. Perhaps in the future, Novatech should switch their 

product advertising focus less on attributes and more on benefits. The mission statement on their website seems to have a Profit executional style, yet two out of three of 

their advertisements did not relay this benefit in the message. Overall, Novatech did a great job here! 



Channel II -
Newspaper

This section will assess Novatech promotion 
across another traditional paid media medium–
the Newspaper.



Message Channel - Newspaper

The Meridian Star is a local traditional media newspaper publication serving the community of Meridian, Mississippi. It 

covers Lauderdale County and reaches adjoining portions of West Alabama and East Mississippi. It is a daily newspaper 

published each morning, meaning it follows a continuous media schedule. The Meridian Star has been Meridian’s only 

daily newspaper since 1921. The Meridian Star is a hometown newspaper with a primary content focus on local 

government, public notices, lifestyles, community events, area sports, small business, and classifieds. The Meridian Star 

is a paid mass media vehicle, available by fee or subscription, in both digital or print format. It is distributed regionally

via newsstands, businesses, and delivery; or worldwide through web and mobile application. From the marketing 

communications perspective, newspapers offer many advantages for advertisers. First, they offer geographic selectivity 

and flexibility. This allows the marketer to pinpoint their target market by geo-demographics and customize or adapt their 

message accordingly. Second, news value and immediacy offer a unique environment for each exposure or point of 

contact. Third, the year-round readership offers message consistency. Fourth, high individual market coverage ensures 

high saturation for brand exposure. Finally, newspapers offer short lead time, which means faster response and lower 

latency from beginning to end, in the marketing communication process (Lamb, Hair, & McDaniel, 2019).  



Encoding the Message

Encoding is the conversion of the sender’s ideas and thoughts into a message, usually 

in the form of words or signs (Lamb, Hair, & McDaniel, 2019). Here, Novatech chooses to encode 

their message by using large icons to represent their products. Since this advertisement is made for a 

newspaper, Novatech chose to use black, white, and their primary branding color. The background is 

faded, the product service offerings are the only font in bold black– newspaper’s favorite color. This 

message is effective for all the same reasons. Since newspapers tend to have high noise and shorter 

reader attention times, icons are the perfect tool for delivering messages at a glance. Since black 

shows up best in newspapers, it is best to only use it for the information that matters most, in this 

case it’s the products and services. In high noise environments such as this, Novatech keeps 

everything as simple as possible to account for quick readability. Furthermore, we see that Novatech 

is using the IMC concept by maintaining their consistent branding and theming that creates 

familiarity in the mental product space of potential consumers.  The header, body, salutation layout is 

a very effective message delivery method here.

NOVATECH NEWSPAPER AD



The Message

The message for Novatech is simple. First, the company name is clearly communicated 

and strategically placed at top center where the eyes enter the advertisement, then twice at the bottom 

where eyes leave the advertisement. This leaves a lasting impression of the brand name on consumers. 

Second, they communicate their presence with the deep red colors that are consistent with all of their 

ads. Third, they place their products and services in the center to communicate their purpose. The 

message for Novatech here is a product advertising strategy that presents a unique selling proposition 

of offering solutions. Two goals when promoting attributes in lieu of benefits are to maintain brand 

awareness and remind the consumer of product offering and services. Novatech is very effective at 

both. The only concern I see is there lack of mobile interaction for a call to action. I really think a 

scannable code in they messages would benefit when using metrics to evaluate campaign performance 

and effectiveness. Even so, Novatech maintains a consistent call to action across each message to visit 

their site. 

NOVATECH ADVERTISEMENT COLLECTION

FROM THE MERIDIAN STAR



The Medium

The medium Novatech uses here is The Meridian Star newspaper. It is the widest distributed paid media mass media newspaper in the region. Although 

the newspaper medium is fading in popularity, it is still the best form of traditional tangible print copy media available for advertising. Since it is on a continuous media 

schedule that is printed every day, the messages offer the greatest flexibility in comparison to other forms of media; especially the magazine. Maintaining consistent 

visibility in the newspaper also build trust and credibility in the community. When local businesses see the same advertisements in the paper every day it builds 

familiarity. Another consideration is co-operative advertising. Novatech focuses a large portion of their service offerings on print, so it only makes sense and lends 

credibility that they advertise in print. Also the newspaper’s disadvantages may in fact be advantages. With fewer people reading and advertising, the prices for ad 

placements have went down, the noise has decreased, and the people who still subscribe are also the people the most likely customers that are willing to pay. The very 

fact that each reader is paying to read, implies they hold a greater value for the content than those who use free forms of media. Novatech’s advertising with The 

Meridian Star is a very effective choice for aligning the goals of the business with the goals of the market, because like the magazine, much of Novatech’s target market 

matches the Meridian Star’s audience.  



Interpretation

The target market for Novatech is small business owners and entrepreneurs who need customized business solutions to stay competitive in the local 

economy. The audience for the Meridian Star translate this optimistically as a sign of stability and growth in the local business market. They would also translate this 

message as a trusting source for consultation. With Novatech’s consistent presence in the ad space, consumers develop a sense of confidence by knowing support is just 

a click or call away. By placing different ads that highlight different product lines within their product mix, Novatech sends a message of flexibility. As more and more 

businesses switch their networks to cloud based services, Novatech will be their first line of consultation because they are the only business advertising for the services. 

Also since Novatech advertises different lines of service, not all readers will get the same meaning from the message. Some will see the company as a printer business, 

some will see the company as an IT company, and others may look them simply as a business solution consultation management company. Although Novatech delivers 

multiple advertisements that promote different services, the messages are clear and unambiguous. This means that no matter how the audience interprets the message, it 

will be for the intended purpose. 



Target Audience

The target audience for Novatech are business leaders and entrepreneurs in the community that need reliable service and products for their company. 

Since the Meridian Star circulates over 16,000 papers daily, the target audience is characeterized by widely scattered potential customers of informed buyers, brand 

loyal repeat customers, and interested onlookers. With geographically dispersed readers of the Meridian Star, there could also be other audiences of potential customers 

and untapped markets in the region. These could include non-business individuals who just need print services for special occasions. There could be other potential 

clients under contract with competing suppliers that may switch brands if their current service fails. The target audience is not necessarily a certain classification or 

segment in the market. The target audience could potentially be any reader or viewer of the advertisement. Also, not all potential clients are in the same region. Since 

the Meridian Star is available anywhere via web or mobile app, a potential client could possibly be anywhere remotely. Yet no matter who the potential client may be, 

the goal is to constantly adjust the promotional mix so the target market aligns closely with the target audience. In doing so, Novatech can continue to run efficient 

campaigns and maximize their market saturation.  



Feedback

Novatech’s primary form of feedback is through their website. Although each advertisement includes social media icons to represent their online 

presence, none of them include links or usernames to their accounts. Their general expectation for feedback is to generate a call to action by visiting there site. Visiting 

their site is a good way to not only engage the consumer, but also measure the intensity of an advertisement by measuring the response. Having said that, it would be 

beneficial to increase consumer point of contact by embedding scannable mobile codes and links within each message. 

Novatech newspaper banner – Meridian Star



Noise

A certain amount of noise is always to be expected anytime an advertiser choses a 

newspaper to deliver the message. In the example to the right, we can see all the surrounding 

environmental distractions going on. Novatech did a great job here by using the deep red color to 

stand out amongst all the noise. In fact, it would be difficult to focus on any of the surrounding 

content without be drawn to Novatech’s advertisement. A significant portion of the media creation 

process must anticipate competing with noise when designing any campaign. Just by observing how 

Novatech’s advertisements stand out amongst the noise, we can see how the marketing team 

performed a very effective media mix plan when encoding the message. Having said that, not all 

noise can be anticipated or controlled by the marketing team. Sometimes drowning out all the noise 

happens by luck or chance. With no way to control external factors or predict the news, the advertiser 

has to rely on consistency and resilience to continually promote their product above the rest. 

EXAMPLE OF NOISE

NOVATECH ADVERTISMENT FOR MERIDIAN STAR



Conclusion

The marketing communications process is more than a theory, it’s a journey. Every message, advertisement, promotion, and campaign takes on a life of 

it’s own when following the path from conception to reception. Beginning with the sender, Novatech, we see their business has a mission statement of delivering quality 

equipment and service. They state their objectives that are consistent with and indicate the priorities of the organization. These objectives consist of providing the finest 

office equipment, cloud services, network monitoring, installation, and support services attainable in the industry (Novatech, 2019). We then see how they use the IMC 

concept to integrate this message into their promotional mix strategy. Beginning with encoding, we see how Novatech translated their ideas into the advertising 

message. With strategical use of color, images, icons, and words; Novatech created a campaign of promotional advertisements capable of transcending noise across the 

process. We then see how Novatech matched their target market with a medium channel that provided a similar target audience. The Meridian Star proved to be an 

effective paid media vehicle for local businesses, entrepreneurs, and potential clients looking for customized solutions. Finally we see how the communication process 

establishes a feedback loop with the consumer. By including a call to action in each message, Novatech is able to measure the effectiveness of their campaign by the 

amount of response received by the consumer. Some messages included their phone number and others included a linked to their website (owned media). Although I 

would have liked to see more options or opportunities for engagement, such as mobile interactive qr codes or social media links, I have to say they still did a great job. 

Overall, Novatech proved to be very effective in establishing an integrated media campaign when using the marketing communications process theory for both 

traditional media channel platforms– the Magazine and the Newspaper.  
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