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ABSTRACT

Modern brand management represents the integrated management of all contacts of the brand with the
consumer. Brand is also an instrument and a subject of market communications. In this respect, it is necessary to
KDUPRQL]H WKH GLIIHUHQW IRUPV RI FRPPXQLFDWLRQ ZLWK WKH FRPSD(
the hypothesis that the appropriate choice of the communication resources and the message sent to consumer
are in direct positive correlation with effects that can be produced to existing and potential customers in order to
stimulate the purchase. The ultimate goal is to devise a communication method (message) which would be
adequately understood and received in the appropriate environment and that would produce the desired effects
for the advertisers.

Contents
Introduction - brand's communication mix 25
The development of integrated marketing communications as a function of branding 27
Conclusion 28
! Corresponding author:
bobanm@ac.me (Melovic Boban, Ph.D., Associate Professor)
2 mslavica@uns.ac.rs (Mitrovic Slavica, Ph.D., Associate Professor)
3 artonigj@hotmail.com (Djokaj Arton, B.Sc., Assistant)
4 nesic.ana.88@gmail.com (Nesic Ana, M.Sc., Post-graduate Student)
5

m.lekovic@kg.ac.rs (Miljan Lekovic, M.Sc., Assistant)



