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The Background of Integrated Marketing Commu-
nication Paradigm Development

Nino Dgvepadze, Phd of Gtu
Summary

Traditional Marketing paradigm shift research, IMC
concept development and its transformation are among one
of the main themes for the Marketing sphere researched
from over the world. IMC concept development and its’
constant change is due to the breakthrough techinological
innovation, new communication channel development and
its fragmentation. Digitalization and informational links
transform the nature of communication itself that connect
consumers and brands. Media digitalization is the transfor-
mation phase in communication history (1) and this trans-
formation phase makes IMC interesting for the Marketing
researchers from all over the world.

Keywords: Integrated Marketing Communications, me-
dia fragmentation, digitalization, tecnological innovations,
marketing evolution.
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