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II 

Sammanfattning 
I dagens globala samhälle ställs marknadsförare inför den svåra uppgiften att bli mer effektiva 
med sin marknads kommunikation, samtidigt som de får mindre pengar till sitt förfogande. 
Det blir dessutom svårare för företagen att nå sin målgrupp på grund av den teknologiska 
utvecklingen och på grund av ökningen av konkurrenter på marknaden, vilket tvingar företag 
att bli ännu mer effektiva. För att klara av effektiviseringen måste företagen nischa sig själva 
och Integrerad Marknads Kommunikation (IMC) är ett sätt. IMC går ut på att integrera alla 
marknadsförings verktyg med varandra, där företagen har ett kundperspektiv där man anser 
att alla budskap från företaget påverkar kundernas intryck, oavsett om budskapet kommer från 
reklam eller något annat verktyg. Syftet med vår studie var att få en djupare förståelse för hur 
Integrerad Marknads Kommunikation används strategiskt inom den svenska 
dagligvaruhandeln. För att kunna besvara syftet använde vi oss av en fallstudie - Kappahl, 
vilka vi intervjuade via telefon, där vi tittade närmare på IMC processen, de icke-personliga 
marknadsföringsverktygen och på hur fördelarna med IMC kan bli beskrivna. Det vi kom 
fram till i vår studie var att IMC processen inte används på det sätt som teorin föreslår, 
dessutom såg vi att vissa marknadsföringsverktyg var favoriserade. Sammanfattningsvis anser 
vi dock att Kappahl är mycket framgångsrika med sin IMC användning. 

 
 
 
 
 
 
  
 



 

III 

Abstract 
In today�s global society, marketers are faced with the difficult task of becoming more 
effective with their promotion and at the same time they have less money at their disposal. 
Moreover, it is also more difficult for companies to reach their target group due to the 
technology advancements and due to the increased number of competitors at the market, 
therefore, companies are forced to become even more effective. In order for companies to 
manage the increased effectiveness, they need to find their own specific niche and Integrated 
Marketing Communication (IMC) is one way. The purpose with IMC is to integrate all 
promotional tools and have a client perspective where companies recognize the fact that all 
messages have impact on customer�s overall impression of the company. Nevertheless, it does 
not matter if the message originates from an advertisement or any other promotional tool. The 
purpose of this study was to gain a deeper understanding of how Integrated Marketing 
Communication is used strategically within the Swedish retail industry. To be able to answer 
this research purpose we made us of a case study- Kappahl, where we conducted a telephone 
interview were we looked into the IMC process, the non-personal promotional tools and on 
how the benefits of IMC can be described. We found that the IMC process is not utilized in 
the way that theory suggests, additionally, we also discovered that some promotional tools 
were favored. All things considered, we believe that Kappahl is very successful in their IMC 
implementation.         
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1 Introduction 
The first chapter will introduce the study and give a background to the thesis. First, the 
background will discuss the concepts promotion, marketing communication and the retail 
industry, leading to the phenomenon Integrated Marketing Communication (IMC) in the 
problem discussion. The problem discussion will be the base for the development of an 
overall research purpose and research questions. The chapter will end with the demarcations 
and an outline of the entire thesis.      

1.1  Background 
Today, marketers worldwide are faced with the decision regarding the choice of the 
promotional blend needed in order to communicate with the target audience (Jobber, 2001).  
Shimp (2000) states that all types of companies utilize promotional incentives on occasion, 
among them retailers who regularly offer rebates and special offers to woo and attract an 
immediate purchase. The marketplace consists of an increasingly complex world of 
competitors together with a rapid changing environment, where new companies are created on 
a daily base (Clow & Baack, 2002). Nichol (1994) agrees by stating that it is more difficult 
than ever to reach consumers due to the explosion of advanced technology.  
 
The trend for successful companies according to Czinkota & Ronkainen (2004) is that they 
need to have an effective implementation of the promotional mix that have a harmonized 
approach. Involving coordination of messages and copy points across all sorts of 
communication is today known as Integrated Marketing Communication (IMC) where a clear, 
concise message to customers and other prospects reduces transaction costs to the customer 
(Schultz, 1994). The message which companies send and receive together with the media they 
use to send them is known as marketing communication (Duncan, 2002). He further discusses 
the issue by stating that it is about perceptions: every message that people come across 
contributes to their impression of the brand or company in question.  

Promotion 
Duncan and Moriarty (1998) argue that all 4-Ps are somewhat persuasive or at least designed 
to be, nevertheless, promotion is a common denominator of the product and therefore seen as 
the main communicative P. According to Czinkota & Ronkainen (2004) effective and 
efficient communication is needed for two reasons: first, as an informative media to inform 
prospective customer about the availability of products and services, and second, as 
persuading customers that they are meeting and exceeding customer needs better than the 
competitors. To be able to stay at the front position in today�s business environment it is 
important for marketing managers to accept changes, strive for lifelong learning and 
continually update and improve themselves  with new insights, new skills and even more 
important make use of tools in a new approach (Smith, 1998). Jobber (2001) identifies six 
major components within the promotional mix: advertising, personal selling, direct marketing, 
Internet and on-line marketing, sales promotion and publicity. Additionally, exhibitions and 
sponsorships can be used to communicate with the target audience (ibid). According to 
Czinkota & Ronkainen (2004) the use of the tools can vary depending on the company and 
situation. However, Jobber (2001) also pinpoints that the major promotional tools have both 
its strengths and weaknesses.  
 
Therefore marketers must carefully weigh the pros and cons of each promotional tool against 
the promotional objectives and thereby decide on how much resources they are willing to 
channel into each tool (ibid). Moreover, depending on the choice of promotional tools either a 
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push or a pull emphasis in communication will be utilized (ibid). However, company leaders 
understand that they cannot spend unlimited money on promotion programs, instead the funds 
needs to be spent wisely (Clow & Baack, 2002). 

Marketing Communication 
Marketing communication can be seen as an activity that is universal and an essential feature 
for many organizations worldwide (Smith, Berry & Pulford, 1998). Different communications 
tools will also be diverse and in order to succeed with making the public aware, a blend of the 
marketing communication mix will be required for a specific strategy (ibid). Smith (1998) 
discusses that marketing communication is a science of transmitting information to the 
consumer where successful communication, message rejection and misinterpretation may 
occur. In more detail the process of communicating a message via various media sent from a 
source to a receiver is known as the marketing communication process (see figure 1.1) 
(Shimp, 2000).  
 
 

 
Figure 1.1: Elements in the Marketing Communication Process 
Source: Adapted from Shimp, 2000, p.118 
 
This process suggests that by being aware of noise the feedback becomes more reliable and 
companies become more effective in their use of promotional tools (ibid). Today, many 
companies and media planners are eager to learn more about the qualitative side of the target 
audience and their preferences, with the goal of creating a long-term relationship (Smith, 
1998). It is therefore important for a company to integrate its employees, business partners, 
customers, databases, corporate learning, the corporate culture and finally the corporate 
mission in order to have a maximum impact regarding its communication messages (Duncan, 
2002). If not, the message can be interrupted or disturbed by unplanned static or distortion 
and as a result the receiver will get a different message than the source intended (ibid). In the 
21st century new opportunities, new challenges, new marketing communication tools and new 
insights are emerging for companies (Smith, 1998). Especially within the retail industry who 
are in need of strategies to keep companies at the forefront since the market is considered as 
tough and competitive (Boys, 2003). 

Retail Industry 
Companies not only differ in their resources, they also differ in their type of business 
(Duncan, 2002). According to Kim (2001) several factors can make retailers integrate their 
marketing communications and retail advertisers need more sophisticated and cost-effective 
strategies to reach their consumers.  Jobber (2001) claims that retailing is an important service 
industry: �it is the activity involved in the sale of products to the ultimate consumer� (p.705). 
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Retailers are today encouraged to integrate their marketing communication to take advantage 
of the combined effects (Kim, 2001). Moreover, the international nature of retailing is 
increasing despite many laws which restrict retail developments above certain sizes (Jobber, 
2001).  In order to prosper in today�s competitive climate it is vital to anticipate and adapt to 
changing environmental circumstances (ibid).  Czinkota & Ronkainen (2004) state that the 
number of European retailers has decreased during the last two decades due to increased 
competition and joined forces, such as buying groups. The positioning within the retail 
industry involves the choice of target market and differential advantage (Jobber, 2001). In 
order to create awareness and build images retailers design promotion for their present and 
prospective customers, often for purposes such as increase store traffic, or offer shoppers 
attractive discounts or deals (Shimp, 2000). Since consumers can purchase goods from 
anywhere in the world due to the new technology, retailers need to coordinate all promotion 
activities so that they can become even more competitive (Clow & Baack, 2002).  
 
An issue which retailers also must be aware of regarding promotional tools is that the tools do 
not move simultaneously through each stage, different tools are accepted differently 
depending on the consumer (Smith, 1998). To make consumers come to the retailer store and 
take the products off the shelves, a pull strategy needs to be utilized (ibid). Many trade buyers 
can estimate how much demand that will follow from certain types of promotions and the 
source of a message benefit from that (Duncan, 2002). In order for retailers to maintain 
customer loyalty and to maintain positive relationships with the stakeholders they must focus 
on marketing communication efforts to end with an understanding of quality programs 
throughout the marketing chain (ibid). Additionally, communication for retail companies is a 
creative form of differentiation, always competitive, seeking to persuade customers, 
shareholders and employees that their market offerings are the best choice (ibid). Finally, 
IMC can be compared to an orchestra because: �Like IMC�s various marketing 
communication functions and all the different media, an orchestra has many different 
instruments, each of which produces a different sound. If the sounds of these instruments are 
not coordinated according to a plan, the orchestra produces noise rather than music.� 
(Duncan, 2002, p.193).    

1.2  Problem Discussion 
The ever-increasing competition in the marketplace forces companies to become more and 
more effective and also to do promotion with less money at their disposal (Incentive, 2004). 
The source, often a company, frequently invests too much money on the wrong campaign 
components which in turn leads to smaller return on that specific investment (Naik, Raman & 
Hoeffler, 2003). Another interesting issue which the authors pinpoint is that companies tend 
to overspend, especially concerning advertising and other non-personal tools. Due to the fact 
that overspending often occurs for retail companies it is according to Naik et al. (2003) vital 
to integrate their promotion tools. Duncan (2002) defines the integration phenomenon IMC 
as: �a cross-functional process for creating and nourishing profitable relationships with 
customers and other stakeholders by strategically controlling or influencing all messages sent 
to these groups and encouraging data-driven, purposeful dialogue with them� (p.8). Schultz 
& Kitchen (1999) defines IMC as being: � a concept of marketing communication planning 
that recognizes the added value of a comprehensive plan that evaluates the strategic roles of 
a variety of communications disciplines (e.g., general advertising, direct response, sales 
promotion, and public relations)� and combines these disciplines to provide clarity, 
consistency, and maximum communication impact.�. Due to the fact that marketers need to 
develop a strategy for the market and for the brand, consequently, to observe and measure 
brand activities, certain processes needs to be applied (Smith, Berry & Pulford, 1998). Smith 
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(1998) argues that each element within the communication mix should be integrated with 
other tools so that a unified message is constantly reinforced. Shimp (2000) agrees with the 
quota: �The marketer who succeeds in the new environment will be the one who coordinates 
the communications mix so tightly that you can look from (Advertising) medium to medium, 
from program event to program event and instantly see that the brand is speaking with one 
voice.� (p.17).  
 
By utilizing the concept of IMC and coordinating the company marketing communication 
tools they need to have a clear and consist message that have a competitive edge regarding the 
corporate messages and identity, but also for companies to build strong brand identities as a 
whole (Lindell, 1997). IMC delivers many benefits so that companies can create competitive 
advantages, boost their sales and profits, while saving time money and stress (Smith, 1998). 
By sending out clear and consistent messages through all of the components of the 
promotional mix companies make sure that the promotional tools reinforce one another 
(Jobber, 2001). Czinkota & Ronkainen (2004) agrees with Jobber and states that no 
promotional tool should be used in isolation or without regards to the others. Especially due to 
the fast development of new media, companies ought to start coordinating their messages 
(Jobber, 2001).  
 
According to Lindell (1997) companies taking advantage of the IMC strategy build strong 
brand identity in the marketplace and by tying together all company messages and images, 
money will be saved. By repeating images and icons across all promotional tools ensures 
campaign continuity (ibid). In the past marketing communication was considered as a one-
way contact [non-personal], however, IMC employs all sorts of communication tools both 
one-way as well as two-way contact [personal] or a mix of them both (Duncan, 2002). In IMC 
the challenge is to integrate trade and consumer promotion both in time and in theme (ibid). 
The result of integrating the non-personal communication mix is that they acquire more 
power than their individual impact (Naik et al, 2003). 

1.3  Purpose and Research Questions 
Based on the problem discussion, the purpose of this study is to gain a deeper understanding 
of how Integrated Marketing Communication is used strategically within the Swedish retail 
industry. 
 
In order to reach the purpose of the study the following research questions were developed. 
 
RQ1 How can the IMC process be described?  
RQ2 How can the use of promotional tools within IMC be described?  
RQ3 How can the benefits of IMC be described?  
 

Demarcations 
The thesis is written from retailer point of view and will more closely look in to the 
strategically issues concerning integrated marketing communication which companies must 
decide on. In the marketing communication process (figure 1.1) we will study IMC from two 
aspects, the source (a retail company) and the channel (non-personal promotional tools). 
Consequently the message and the receiver will be excluded in this study, as will noise and 
feedback since our study has limited resources and time available.  
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1.4  Outline 
The first chapter presented has introduced several promotional concepts which affect the retail 
industry. The problem discussion concerns many issues; based on those the purpose and 
research questions were developed. Chapter two will present the proper theories connected to 
each specific research question and also the development of the thesis�s conceptual 
framework will be illustrated. The methodology chapter, chapter three will provide the reader 
with a roadmap on how the research has been conducted and also how the reliability and 
validity have been dealt with. Chapter four will see to the presentation of data that have been 
collected for the thesis, followed by chapter five that will in more detail analyze the data. 
Additionally, the final chapter will present the study�s findings together with the conclusions 
and also incitements for future research within the area of IMC will be stated. Figure 1.2 
visually illustrates the outline of the entire thesis.  
 
 

 
  Figure 1.2: Thesis Outline  
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2 Literature Review 
This part of the thesis consists of two main sections, where the first section will deal with 
earlier studies connected to each research question and the second section will present the 
thesis�s conceptual framework. First, in section one will be studies related to research 
question number one, which will deal with how the processes of IMC can be described. 
Following that will be literature regarding research question number two dealing with how 
the promotional tools can be described. Finally, part one will look at previous studies 
connected to research question number three- how the benefits from IMC can be described, 
leading to the thesis conceptual framework which also is this chapter�s second part. 

2.1  The IMC Process 
According to Hansted & Hemanth (1999-2000), the level to which companies are forced to 
think out-of-the-box requires a lot of homework. Since IMC is considered both as a concept 
and a process, the degree of integration also may vary (Duncan & Everett, 1993). Gonring 
(1994) continues by stating that steps need to be taken into consideration in order for 
companies to make the integration work. Consequently, three theories regarding the IMC 
process will be presented.        

2.1.1  The Eight Step Integrated Marketing Communication Process 
 

 
 
Initially, when a company is considering IMC they need to develop a logical approach that 
leads the planner through various steps involved in developing a successful communication 
program (Schultz & Kitchen, 2000). As a result, the eight-step planning process (see figure 
2.1) were developed as a good tool for companies and has been successfully implemented by 
companies all around the world (ibid). The model is not considered as a fill-in-the-blanks 
tool; instead, it is a model that should lead to logical outcomes and successful programs 
through a thinking process (ibid). Depending on which company and industry that utilizes the 
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model some steps needs to be added and some removed (ibid). One can therefore claim that a 
great deal depends on the circumstances for which the communication program is being 
planned and the specific organization (ibid). Moreover, the model illustrates a closed-loop 
planning system, meaning that the data from the previous step provides a base for the next 
step, more specifically companies continuously learn from their market experience and try to 
become even better (ibid). 
 
Step 1: Database 
In order for companies to develop an effective marketing communication program, they need 
to have an updated knowledge of the customers and the prospects, either electronically or 
through hard copies (Schultz & Kitchen, 2000). Consequently, databases which contain 
details such as age, sex and income needs to be used so that the most accurate information is 
collected (ibid). Duncan (2002) agrees that databases provides the base for companies that 
wants to become effective and pinpoint towards the importance of the response to different 
kinds of promotions. Today, one of the major challenges for companies is to collect reliable 
information and according to Schultz & Kitchen (2000), there is clear evidence that databases 
is a key ingredient to develop a successful IMC program. 
 
Step 2: Customer/Prospect Valuation 
Step two values the customers and prospects, due to the fact that the companies wants to find 
the best customers and prospects (ibid). Schultz & Kitchen (2000) states that the best way of 
value the customers and the prospects is to look more into detail at the �income flows�, 
meaning that the companies then can determine how much to invest to either retain, grow or 
transfer the customers to specific products/services within their portfolio. Additionally, when 
the companies knows details such as how much a group/person might generate in the future 
they can decide how much they are willing to spend on that prospect and turn them into a 
customer (ibid). Past experience also shows that the customers and prospects will differ when 
considering their current value or future value to the firm, as a result the companies have to 
differentiate one customer or group of customers from another when communicating (ibid).  
  
Step 3: Contact Points/Preferences 
By tradition: �marketing communication managers have made the decisions as to how and 
when and under what circumstances customers and prospects were contacted, or at least 
exposed to the organization�s marketing messages� (Schultz & Kitchen, 2000, p.79). 
Traditionally, companies have tried to get their messages and incentives in front of the 
customers and prospects, only taken the effectiveness into consideration such as the cost per 
thousand, total audience, gross impressions and return on investment (ibid). However, a large 
problem arises due to the fact that both the customers and prospects come in contact with the 
company in multiple ways in the marketplace (ibid). Powerful messages or relationships that 
are delivered to the customer and which can be even more powerful than the ones the 
companies deliver can occur from employees, channel partners, service groups or non-
marketing people (ibid). Consequently, companies today need to decide what communication 
approaches customers and prospects prefer and respond to their preferences (ibid). One can 
therefore claim that it is the customers which decide how the companies communicates and 
plays a critical role within the process of IMC (ibid). 
 
Step 4: Brand Relationships 
Today, major differences exist on how companies communicate with their customers, 
however, for many companies worldwide all customers are treated the same (ibid). 
Especially, concerning companies� communication activities, all customers are treated the 
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same, no matter if they are customers, prospects, suspects or not even interested (ibid). In 
order for companies to develop an effective marketing communication program, they need to 
understand the relationship customers believe they have to them (ibid). Numerous customers 
have more of a relationship to a specific brand, more than the company that produces it (ibid). 
As Schultz & Kitchen (2000) states: �Customers buy brands, Customers trust brands, 
Customers rely on brands, but most of all Customers have relationships with brands� (p.81). 
As a result the companies need to know what type of relationship the customers have with the 
brand, in order to build effective communication programs (ibid).  
 
Step 5: Message Development & Delivery 
For many companies the development of a message and incentives within the IMC program is 
unfortunately forgotten (ibid). Far too often companies believe that they have created a good 
idea, without considering the people they are communicating with (ibid). As Schultz & 
Kitchen (2000) states: �Creative is important, but it must be controlled creative that reaches 
and impacts customers and prospects, not creative that is simply unique and different for its 
own sake� (p. 82). Together with the development of a message are the delivery systems 
which include whenever and wherever a customer or prospect comes into contact with the 
brand or the organization (ibid). Today, in the 21st century the delivery systems are regarded 
as even more important than the actual message because as Schultz & Kitchen (2000, p.83) 
states: �If the message or incentive can�t be delivered to the intended customer or prospect, it 
really doesn�t matter what the message is or was�.  
 
Step 6: Estimate of Return on Customer Investment 
The next step for the companies is to estimate the return and response from the marketing 
activities which according to Schultz & Kitchen, (2000) defined as return on customer 
investment (ROCI). The return from the customers and prospects for the companies will vary 
since they are the ones producing the income for the company (ibid). As a result, the better 
the customer and prospects the company chose to invest in the better the returns will be (ibid). 
In order to estimate any kind of return from the customer, knowledge of the current value of 
each specific customer is necessary, consequently, the company needs to know the current 
value of the customer in order to estimate the level of investment in the future (ibid). When 
conducting an IMC program companies will rely on estimates of return, they will only assume 
what might come back (ibid). However, if a closed-loop has been made and followed the 
companies are more likely to be able to measure the actual result of the investment (ibid). 
 
Step 7: Investment and Allocation 
This step is to actually decide on the financial investment which primarily is a process of 
mixing and matching different marketing communication activities and testing them to 
estimated returns (ibid). In this step a lot of decisions need to be made together with the 
information and material that is contained in the company databases or in their actual 
marketplace experience (ibid). Naturally, the choice should be on the activity which provides 
the best return of investment, however, there should be no fixed conditions or media or 
delivery choices (ibid). Hence, allocation of resources to messages and incentives is one of 
testing and evaluation of alternatives (ibid). As Schultz & Kitchen (2000) also argues: �Each 
decision should be made independently, allowing for interaction among the various programs 
being planned and executed.�, they continues by discussing that: �decisions will be based on 
what will provide the best return to the organization, not on which medium is most attractive 
to the planner or what might be considered the �sexiest� allocation decision.� (p.85). 
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Step 8: Marketplace Measurement 
The last step of the closed-loop is to launch a system of measurement to see what the outcome 
was in the marketplace (ibid). What really happened and what the company got out of the 
investment and how long it took to achieve those returns are the marketplace results (ibid). 
The marketplace measurement forms the base for all companies� evaluations since it sums up 
the marketing communication program (ibid). Even though this is the last step of the eight-
step process, it is in fact just the beginning and an ongoing process and companies should 
remember that they can not succeed unless they close the loop (ibid).     

2.1.2  The Zero-Based Planning Process 
Due to the fact that the prominent responsibilities of IMC is to help companies acquire, 
preserve and grow customers and because the conditions for the market are changing, Zero-
based planning should be used by IMC planners in order to meet the challenges (Duncan & 
Moriarty, 1998). Duncan (2002) defines Zero-based planning as containing of: �determining 
objectives and strategies based on current brand and marketplace conditions� (p.202). This 
means not to repeat previous years plan but to start at the present and construct a plan on what 
needs to be done, not on what always have been done (Duncan, 1998). Duncan & Moriarty 
(1998), states that Zero-based planning helps to identify marketing communication functions 
that are the most effective ways to control critical strengths and opportunities and to deal with 
key weaknesses and threats. Moriarty (1994) discusses the Zero-based planning process, 
however, the model is developed by Duncan (2002) who pedagogically divides it into eight 
steps (see figure 2.2). The model is also equally valid for Business to Business as well as to 
Business to Consumer (ibid). Moreover, the model can be utilized by companies of all sizes 
as well as to service providers and non-profit organizations (ibid). Duncan (2002) further 
states that the heart of Zero-based planning is for companies to be neutral in selecting 
marketing communication functions and media, more specific letting the SWOT analysis and 
chosen objectives decide the best suited marketing communication mix and media mix.    
 

 
 
Step 1: Analyzing SWOTs 
According to Jobber (2001) a SWOT analysis is: �a structured approach to evaluating the 
strategic position of a business by identifying its strengths, weaknesses, opportunities and 
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threats. It provides a simple method of synthesizing the results of the marketing audit.� (p.42). 
Duncan (2002) continues the discussion by stating that strengths and weaknesses are internal 
factors while opportunities and threats are considered as external factors. Based on the SWOT 
analysis the companies should be able to pinpoint towards important strengths and 
opportunities that should be utilized, on the other hand the key weaknesses and threats should 
also be identified and undermined (ibid). Since it is vital for companies to attract customers 
they also need to take an outside-in perspective, meaning that the perspective of the SWOT 
analysis should be from the customers� point of view (ibid).  
 
Step 2: Analyzing Targets and Relationships 
According to Duncan (2002) step two of the Zero-based planning process recognizes the key 
customers and prospect segments together with the brand�s relationship with all the important 
segments. This step including segmenting and targeting also must be completed before the 
development of objectives (ibid). When companies send out brand messages much money 
will be involved, as a result it is of great importance for companies to precise their targeting 
so that less money is spent on media waste and only by knowing who to target certain 
objectives and strategies can be utilized in order to be persuasive (ibid). Additionally, 
companies need to continually take into consideration customer feedback which also will 
strengthen the relationships to the customers (ibid). Duncan (2002) sums the second step by 
stating that: �an effective IMC program seeks to use communication opportunities to 
strengthen relationships. A smart company makes sure that customers see such opportunities 
as a benefit of having a relationship with the company.� (p.213).  
 
Step 3: Determining MC Objectives  
In order to be able to address and utilize on important SWOT findings, companies need to set 
objectives (ibid). It first identifies the communication objectives and then matches those 
objectives to the communication area that can best deliver success (Moriarty, 1994). Duncan 
(2002) states that the objectives will be of two types since IMC is about building and 
managing brand relationships, the two types are: communicational and behavioral. The 
communicational objectives can be found within the AIDA model which stands for 
awareness, interest, desire and action (ibid). On the other hand, action is the part from the 
AIDA model which can be seen as more of a behavioral objective (ibid). The first three steps 
in the AIDA model suggests that a brand have communication objectives in order to reach 
specific levels of brand awareness, brand interest and brand desire (ibid). The behavioral 
objective involves the customers taking action (AIDA-action) (ibid). Moreover, it is more 
difficult for the companies to make people buy their product or persuade them to some other 
kind of action compared to just make the people aware of the product (ibid).   
 
Step 4: Developing Strategies and Rationales       
According to Duncan (2002) developing strategies mostly involves choosing the best suited 
marketing communication mix in order to reach the objectives and see the big picture leading 
to the choice of the best media mix. The difficult part of planning a marketing communication 
mix is to choose the most suitable mix in order to get maximum efficiency and impact (ibid). 
However, this could be avoided if companies think about what each function does best and 
how it suits them (ibid). The big picture provides a single focus which the creatives develop 
in order to solve the biggest issues and to anchor all marketing efforts (ibid). Duncan (2002) 
also claims that the development of the big picture must be carefully managed, if not separate 
ideas may be produced which leads to inconsistency, therefore there need to be a fit between 
the brand and the offering (ibid). Duncan (2002) defines the media mix as: �a plan that 
identifies the most effective ways to create positive contacts that cost effectively deliver brand 
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messages.� (p.220). Moreover, it is suggested that the media can be used at various times and 
various levels of, aimed at delivering specific types of messages (ibid). Stating the rationale is 
to explain why the chosen strategy ideas are the right one, this is important in order to allocate 
the necessary resources from the responsible parties (ibid).  
 
Step 5: Budgeting           
When companies are facing the difficult task of setting the budget they need to choose the 
most important areas to spend money on because they can not do everything that needs to be 
done, even if they want to (ibid). It is hard for companies to predict the return of the 
marketing expenditures because the results affect several variables which Duncan (2002) 
defines as: �competitors constantly changing their offerings and promotions and customers� 
needs and wants constantly changing.�(p.221).             
 
Step 6: Timing and Scheduling 
According to Moriarty (1994) and Duncan (2002) step six deals with determining when 
specific activities should be launched where each product has its own seasonal pattern (ibid). 
Naturally, timing and coordination are depending on one another and the best way to have the 
right timing is to let everyone in a company know what is done and what and when they are 
planning to do it (ibid).  
 
Step 7: Test Marketing MC Mixes    
Since the environment including competitors, customers and other stakeholders are constantly 
changing, the only way to know if something works is to test it (ibid). It is also important to 
test the level of media spending to see what is too much and what is to little and to find the 
minimal level of spending that is required in order for companies to keep their market share 
(ibid). 
 
Step 8: Evaluating Effectiveness 
Evaluating effectiveness involves seeing how well the marketing efforts meet its stated 
objectives (ibid). Companies need to listen to customers and take their opinions seriously and 
use the result for discussion and also change what parts that might bee wrong (ibid). In IMC 
continuous feedback is vital leading to that companies must become learning organizations 
(ibid).     
 

2.1.3  Gonring´s IMC Process 
Gonring (1994) suggests an IMC process outline including ten steps which will help 
companies to look at communication in the way that customers sees it- as a flow of 
information from indistinguishable sources.  
 
! Audit the pockets of communications- related spending throughout the 

organization. This step suggests that the companies should put together a detailed list 
of the budgets and tasks and consolidate these into a single budgeting process. The 
companies should also have another look at the communications expenditures within 
this stage, such as looking at the product, promotional tools, stage of life cycle and the 
observed effect, all this to improve the future use of the tools.      

 
! Create shared performance measures. In this step companies should develop 

systems in order to evaluate their communication activities. The reason for developing 
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such systems is because IMC attempts to change consumer purchase behavior where 
this behavior must be measured consecutively to demonstrate communications impact. 

 
! Use database development and issues management to understand your 

stakeholders. At every stage of companies� communication plan�s all sorts of 
stakeholders should be involved.  

 
! Identify all contact points for the company and its products. Use this audit to 

determine where communications can best be used to reinforce the company�s 
messages. Evaluate communications� ability to do so at each contact point. Also, make 
sure your communication efforts are occurring when, where and how your customers 
want them to occur.  

 
! Analyze trends- internal and external- that can affect your company�s ability to 

do business. Search for areas where communications can help the most. Additionally, 
the companies need to find out the strengths and weaknesses of each communications 
functions and then develop a combination of promotional tactics and use this mix to 
meet marketing goals.  

 
! Create business and communication plans for each local market. Integrate these 

into a global communications strategy.  
 
! Appoint a director responsible for the company�s persuasive communications 

efforts. This stage encourages efficiency by centralizing planning and creating shared 
performance measures.  

 
! Create compatible themes, tones and quality across all communications media. 

By having such a consistency companies achieve greater impact and prevents 
unnecessary duplication of work across functions. When creating materials the 
companies should keep in mind where they can be used for a range of audiences and 
also make sure that each material carries the company�s unique primary message and 
key selling points.  

 
! Hire only team players. Employees trained in IMC will not be locked into functional 

silos rather they will thrive on group work and accountability and has the customer as 
an end focus.  

 
! Link IMC with management process, such as participatory management. This 

creates a completely integrated management effort aimed at meeting corporate goals. 
An integrated strategy should permit efficiency in each communication function 
contributing to the success of the corporate mission.       

 

2.2  Non-Personal Promotional Tools  
Traditionally the promotional tools have been used independently but in today�s business 
environment it is more important than ever to gain a competitive edge via integrating the 
promotional tools (Fitzgerald & Arnott, 2000). Non-personal communication tools have been 
used in ages and are also a vital part of IMC where the most common non-personal tools (see 
figure 2.3) have specific characteristics and are used during specific circumstances (Duncan, 
2002). However, they also have its pros and cons which companies need to look at in 
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beforehand, this in order to avoid pitfalls and to make sure that they are inline with their IMC 
strategy (ibid).  

 
 
Mass media Advertising 
Duncan (2002) states that there is no doubt that mass media advertising is the most everyday 
and most visible communication tool, taken all tools into consideration. Duncan & Everett 
(1993) agree that looking historically mass media advertising is often the most used 
promotional tool and often used together with sales promotion. Moreover, Duncan (2002) 
defines mass media advertising as consistent of: �non-personal, one-way, planned messages 
paid for buy an identified sponsor and disseminated to a broad audience in order to influence 
their attitude and behavior� (p.507). Shimp (2000) tables the major mediums in mass media 
advertising as follows: television, newspapers, magazines, radio and out-of-home such as 
billboards, which Kaplan (2003) supports and further develops by claiming that a small 
percent of the population is cynical about advertising across all mainstream media. Often 
advertising planners involved in IMC are faced with planning and managing a brand�s total 
communication strategy (ibid). Duncan (2002) continues by stating that advertising is a very 
broad tool primarily used to reach large audiences, create brand awareness, help brand�s to 
positioning and build brand images. The mass media advertising is also adjustable depending 
on the target audience, the type of media used and where it is geographically situated (ibid).   
 
There are mainly three strengths in favor of mass media advertising: adds value to the brand, 
cost effective in terms of impressions and it offers control over what is said, where it is said 
and when it will be said (ibid). Regarding adding value to the brand, mass media advertising 
do so by creating awareness and helping to build, position and reposition brands (ibid). 
Awareness can be considered as important in the information seeking process and is also the 
first step within the AIDA process. The easier it is for a prospect to learn how a specific brand 
can take care of certain problems the more likely it is that the prospects will buy the brand or 
at least be kept as a brand top-of-mind. Meaning that, the brand will be the first brand they 
think of when they have a need of a product in that category (ibid). Mass media advertising is 
able to build awareness due to the power of its creative ideas and also because it allows to 
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develop the big idea that function as a central focus for all marketing communication 
messages (ibid). Additionally, mass media advertising is a great choice since it adds value via 
its communicative way of informing about the brand�s features, benefits and location of sale, 
especially when a message is simple - the more complex a brand or an offer is, the less role 
there is for mass media advertising (ibid). Duncan (2002) states that: �Advertising has the 
power to create a psychological relationship between a brand and its users.� (p.512), he 
continues by stating that: �advertising can create a brand personality, deliver a brand 
promise, and anchor a brand position in a creative and compelling manner.� (p.512). Those 
who have the best selling brands are often also the ones with the best advertisements (ibid). 
Mass media advertising is in the total bill expensive, nevertheless, when looking at the big 
picture and observing how many people that are reached it can be seen as cost effective. For 
example TV advertisements is expensive in absolute terms but a large portion of a population 
do watch TV and therefore TV is relatively cost effective compared to other forms of 
marketing communication (ibid). Due to the fact that time and space are paid for by a 
company for a specific advertisement, the company will have complete control over the 
advertisements (ibid). Two other strengths are identified by Duncan (2002), where the first 
one deals with mass media advertising in the way to motivate those in a mass who are 
interested in the brand to �show themselves�, meaning that the prospects self select 
themselves for future brand communication. The second strength is that mass media 
advertising are seen by others than just customers, such as: employees, investors and the local 
community (ibid). The strength is hard to measure but is an important side benefit and 
research has for example shown that employees are more encouraged to work hard and 
produce higher levels of quality when they see advertising for their company (ibid).  
 
Mass media advertising bears distinct disadvantages such as high levels of waste, meaning 
that the message reaches large number of people who are not interested in the brand (ibid). 
Another disadvantage is that it is limited since it does not allow for a two-way dialogue (ibid). 
Mass media advertising also suffers from low credibility since the companies are self-serving 
and paying for the messages that are delivered (ibid). Clutter is another major limitation of 
mass media advertising due to the fact that advertising exists in a very wide extent across all 
media; consequently people become somewhat blind to many of the commercial messages 
which reduce the effectiveness (ibid).  
 
Specialty advertising 
Duncan (2002) defines specialty advertising as: �incentives given to customers to reward 
behaviors and keep the brand name visible.� (p.20), where its primary use is to serve as 
reminder advertising and to motivate the customers. Moreover, specialty advertising makes 
use of the same pros and cons as mass media advertising (ibid).     
 
Public Relations 
Public relations (PR) are considered as a very broad area, including a wide variety of 
activities aiming at affecting both the public opinion and the opinion of specific stakeholders 
who have conjoined interests with a company (Duncan, 2002). PR is the job to nurture the 
relationships between a company, its customer, its stakeholders, its community and its 
government (Galloway, 2004). As Konig (2003) states: �If only you could be famous- or at 
least get your name in the newspapers once in a while. In today�s  media- obsessed culture, 
where fame can be an express ticket to fortune, attracting attention from the media can 
increase your visibility and improve your business� (p.51). Corporate communication 
involves managing corporate and brand images as well as its identities (Duncan, 2002). PR 
programs are mostly responsible for managing the corporate image whiles marketing 
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generally are responsible for managing the image of product brands, the two should reflect 
and also reinforce one another (ibid). PR are today a communication function within IMC 
which is one of the fastest growing functions and much of the growth is due to the fact that 
PR has the ability to deliver messages that contain credibility (ibid). Additionally, gaining the 
credibility via PR also strengthen the medium in which it appears and makes the message 
more powerful in its influence (Konig, 2003). A statement by Philip Kotler in Duncan (2002) 
agrees that PR is a growing phenomenon: �Public relations can account for its growth by its 
great versatility, its aptitude for drama, and its capacity to break through the information 
clutter and capture attention and interest.� (p.533). PR spending are relatively low, the cost 
of doing PR includes staff time and personnel and department management as well as 
production of newsletters, annual reports, brochures and corporate advertising (ibid). To be 
more specific the corporate advertising are advertisements intended for the employees 
designed to build awareness of the company and to explain what its missions and visions are 
(ibid).  In order to keep good relationships with all important stakeholders, companies 
undertake a variety of areas of practice (ibid). The areas are corporate relations including 
issues management, community relations, public affairs and industry relations (ibid). Other 
areas are crisis management, marketing public relations, media relations, employee relations 
and finally financial or investor relations (ibid). The primary uses of PR are to manage 
relationships with various publics in order to create and maintain goodwill and also to monitor 
public opinions and counsel top management (ibid).           
       
Marketing Public Relations 
The definition of marketing public relations (MPR) is according to Duncan (2002): �the use of 
non paid media to deliver positive brand information designed to positively influence 
customers and prospects.� (p.543). MPR is somewhat different from PR, it focuses more on 
customers and prospects alongside complementing other marketing efforts, it is used to build 
brand credibility, announce news regarding products and contact difficult-to-reach target 
audiences (ibid). MPR can be as creative as advertising in its strive for building brand 
relationships and positive brand images, it is especially effective when launching new 
products (ibid). In an IMC strategy MPR can complement the brand message strategy by 
increasing brand message credibility, provide specific messages to niche demographics, 
psychographic, ethnic or regional audiences, influence those in charge in various areas and 
finally increase stakeholders� involvement through special events (ibid). There are a variety of 
media or programs which MPR can use which are illustrated in figure 2.4 (see next page). 
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Duncan (2002) states that the types of IMC objectives that MPR is especially good at helping 
to meet are as follows: to build a climate of acceptance, to increase brand awareness, to 
increase the credibility and believability of brand claims and moreover, to use news and 
human interest to break through commercial message clutter, to reach difficult-to-reach 
audiences, to reach other stakeholder groups and finally to do all this in a cost effective way 
(ibid). A limitation of MPR is that companies have much less control over it, consequently, 
because the messages are filtered through media gatekeepers such as decision makers who 
decides whether to run the story or not (ibid). Another limitation of MPR is that it is hard to 
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measure the impact that it has on attitudes and opinions (ibid). Additionally, MPR can only be 
used so many times, it is hard to get a frequency of mention because editors will not run 
stories about the same company or brand regularly (ibid).  
 
Sales Promotion 
Sales promotion (SP) is according to Duncan (2002): �a marketing communication function 
that encourages action by adding tangible value to a brand offering. More specifically, it is a 
short-term, added-value offer designed to encourage and accelerate a response.� (p.569). 
Adding value is a key concept in SP since it is the focus (ibid). Srini and Anderson (1998) 
describe sales promotion as an action-focused marketing event whose purpose is to have a 
direct impact on the behavior of a company�s customers. They divide sales promotion 
activities into three categories: consumer promotions, trade promotions and retailer 
promotions. There are several ways of adding value for example: win a price!, a reduction in 
price, extra product, free samples and premiums (Duncan, 2002). SP are often used by 
retailing companies to reward customers for their loyalty, for example: retail stores often have 
exclusive showings and sales for their credit-card customers (ibid). SP are used for mainly 
two reasons: first, to provide incentives to motivate customers to take action in such a way 
that it will lead to a sale, second, to push customers forward in the decision process, such as 
desire and take action (ibid). In other words, SP can act as a stimulating tool for companies so 
that their customers take some form of action (ibid).  
 
As with many other promotional tools, SP has its own medias such as; coupons, a certificate 
with a specific stated value for a price reduction on a specific item, price reductions, time 
limited price reductions on specific items or reduced or extended credits often on high priced 
items (ibid). Moreover, rebates are used which are commonly offered on items such as 
clothing and house holding equipment (ibid). Premiums are also an alternative for companies 
and it is an item offered for free or/at a very low price in order to encourage some sort of 
response (ibid). Commonly used premiums are caps and t-shirts; furthermore the word free is 
powerful and has a magical influence since it indicates that one does not need to pay for the 
product in question (ibid). Duncan (2002) claims that specialties are like premiums: 
�incentives given free to customers and other stakeholders to help keep a brand�s name top-
of-mind.� (p.575). Most of the times specialties are low-cost items but the category as a whole 
is definitely growing (ibid). Sampling is offering prospects the opportunity to try a product 
before making a buying decision and is an especially powerful pull strategy (ibid). Moreover, 
sampling is the most effective of all sales promotions but it is at the same time expensive, the 
notion is that once the consumer have tried the product/brand it is so good that they will buy it 
(ibid). Another way of using SP is to have a contest which Duncan (2002) defines as: �a 
brand-sponsored competition that involves some form of skill or effort.� (p.576), where the 
contests are used to increase the store traffic. A tie-in promotion are two or more products 
advertised together where the customers need to buy all products that are advertised together 
in order to obtain the offered savings (ibid). Finally, Duncan (2002) discusses the so called 
loyalty promotions which occur when a company offers premiums or other incentives when a 
customer makes several purchases over time (ibid).  
 
Sales promotion programs are designed to increase distribution, balance demand, control 
inventory levels and finally respond to competitive programs, however, companies also use 
SP to achieve certain marketing communication objectives (ibid). In the consumer case, SP 
are designed to encourage trial, increase frequency and/or quantity of purchase, build 
customer databases and relationships, reward and retain customers, cross-sell, extend the use 
of a brand and finally reinforce the brand image (ibid). The limitation of consumer SP is that 
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the company still has a questionable image in a way companies �buy sales� (ibid). 
Unfortunately, SP has a problem with attracting long-term brand relationships, this since SP 
mostly attracts people who are looking for the best deal and therefore it is also difficult to 
reach the target audience, consequently, SP are not necessarily cost effective (ibid). Another 
concern is that an overuse of SP offers can negatively reposition the brand and an overbalance 
of SP has a negative impact on the brand (ibid).            
 
Merchandising and point-of-purchase materials 
Duncan (2002) describes merchandising as: �extending a brand image through promotional 
activities at the retail level.� (p.518). Its primary use is to promote in-store and to create 
promotional atmosphere (ibid). According to Duncan (2002) merchandising is concerned with 
how a brand is displayed and arranged, for example: �in the men�s section of department 
stores, ties are generally displayed next to dress shirts.� (p.518). It has also come to the 
companies attention that if in-store merchandising is to have a big affect on sales, the 
materials needs to be planned extremely well (ibid). Lisanti (2001) agrees and states that the 
retailers must develop aggressive multibrand strategies to gain market share that goes far 
beyond the principle of discount retailing. Point-of-purchase materials are the main part of 
merchandising, which can be described as in-store display materials, created to get attention 
to a brand and the more in-store exposure a brand has, the better (Gabrielsson & Johansson, 
2002).Common merchandising and point-of-purchase materials are banners, signs, window 
posters, counter stands, floor stands, TV monitors, audio tapes, shelf signs, end-of-isle 
displays and special display rackets (ibid). Duncan (2002) specifically claims that retail 
chains mostly make their own merchandising materials. 
 
Concerning the strengths of merchandising and point-of-purchase materials are that they draw 
attention to a brand or a specific product offering which in turn leads to an increase in the 
level of customer considerations which positively affect sales (ibid). Merchandising can also 
push customers forward in the decision process and getting them to take action (ibid). 
Another important benefit of merchandising is that they can act as a link between the out-of-
store brand communication and the in-store shopping experience (ibid). When the 
construction of merchandising is done correctly it can also then reinforce the creative design 
and theme (ibid). The limitations of merchandising are that retailers have a resistance to use 
merchandising and that the sales people sometimes fail to promote their use where point-of-
purchase is acceptable (ibid). Another limitation is that customers must actively walk pass the 
location of the merchandising and at the same time see through the clutter of all other 
merchandising (ibid).  
 
Packaging 
A package is mainly a container, however, it also delivers a message about the product and 
the brand�s selling points, as well as showing the brand identity and image (ibid). 
Additionally, packaging is the last advertisement which the customers see before buying it 
and it can also serve as a reminder and linkage of the message which the company wants to 
deliver (Duncan & Everett, 1993). According to Duncan (2002), numerous of people walk 
down mass merchandiser isles everyday, many more than those who watch any prime-time 
TV show, meaning that a brand�s package is exposed to thousands of potential exposures 
everyday (ibid). Consequently, companies that fail to be attention getting and appealing let 
pass the opportunities to communicate with their customers (ibid).  
 
The most obvious strength of packaging is that it protects a product but can also be used to 
make a visual statement that brings the brand personality to life (ibid). Other strengths are that 
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packaging ties in with other promotion efforts, deliver low-cost brand information and 
reminders since the package already exists (ibid). Furthermore, a package continues to 
communicate with the customer after the sale is done and can also inform about important 
things such as nutrition information (ibid). The final strength according to Duncan (2002) is 
that packaging itself can sometimes be an added value, such as the bottles that have become 
collector items. The main limitation for packaging is that it can take up more space than the 
product itself would, together with that packaging often can be seen as unnecessary and not 
environmental friendly (ibid).            
 
Licensing 
Duncan (2002) states that, licensing is when a company sells some kind of right to a licensee, 
as a result the licensee are given the right to use some processes, trademarks or patents. This 
is done in order to increase a brand�s visibility and to enter new markets (ibid). However, the 
licensor looses control of production and the reputation of the company can be jeopardized 
(Jobber, 2001). Another aspect Jobber (2001) pinpoints towards as a limitation is that the 
licensor and the licensee becomes competitors.          

2.2.1  Tactical Timing of Different Communication Tools 
Smith (1998) states that a strategy summarizes �how we get there� and how the objectives will 
be achieved, such as choosing the most appropriate communication tool. Shultz & Kitchen 
(1999) agrees with Smith (1998) and pinpoints towards the importance of having the 
appropriate tactical timing. According to Smith (1998) tools are also used in different ways, 
depending on issues such as time or depending on the stage. It is therefore important for the 
companies to create tactics, which can be seen as a more detailed strategy illustrated in a 
communication plan that presents what happens at what time (see table 2.1).  
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When companies have used a figure like the one on the previous page, which in more detail 
describes their tactics, they will be more likely to succeed with integrating their promotional 
tools (ibid). Succeeding with integrating their promotional tools also shows the companies 
what benefits that may occur through IMC (ibid).  

2.3  The Benefits of IMC 
Smith (1998) states that: IMC delivers many benefits to the companies but on the other hand 
requires a lot of effort and planning. To be more specific he discusses three main benefits 
concerning IMC where each benefit also has its sub benefits: 
 
! Creates a competitive advantage 
! Saves time, money and stress 
! Boosts sales and profits 

 
When looking more into detail on the first benefit Smith (1998), claims that IMC creates 
competitive advantages since IMC combines companies image, starts a dialogue/relationship 
with its customers and at the same time nurture that specific relationship. IMC also creates the 
opportunity to keep the customers for life, to be more specific this loyalty relationship in turn 
protects customers from competitors clutter (ibid).  
 
The second benefit regarding the time, money and stress issue, IMC increases the profits 
through increased effectiveness (ibid). IMC saves money since it reduces a possible repetition 
in areas such as photography and graphics since they are shared and used through all 
promotional tools (ibid). Another way of reducing costs when using IMC is that one agency 
most of the time are doing all of a company's promotional activities, such as choosing the 
most appropriate tools (ibid). Nevertheless, if more than one promotional agency are 
involved, companies save time, money and stress by integrating them all and having all 
briefings, sessions and planning together (ibid).  
 
The last benefit, which Smith (1998) discusses concerns the improvement of sales and profits. 
IMC increases profits since it boost the overall effectiveness of doing promotional activities 
via a unified message (ibid). A unified message also has a greater impact in the promotional 
clutter which customers are faced with daily (ibid). As a result, a consistent, clear and 
integrated message will naturally become more effective (ibid). IMC can according to Smith 
(1998): �boost sales by stretching messages across several communications tools to create 
more avenues for customers to become aware, aroused and, ultimately, make a purchase.� 
(p.15). Messages which are carefully related can help customers by providing reminders, 
updated information and special offers which, when introduced in a planned series can help 
customers to move through the various stages of the buying process, which can reduce their 
choice problems (ibid). Finally, since IMC make use of consistent messages the companies� 
communication becomes much more credible (ibid). 
 
Duncan (2002) further discusses and develops the benefits of IMC by looking at seven main 
issues connected to a company�s costs and sales/profits.  
 

1. The first issue claims that �it costs less to sell to a current customer.� (p.69). 
Additionally, many researchers have studied the costs differential of acquiring versus 
retaining a customer where the findings actually shows that it costs more than twenty 
times more to acquire new customers than retaining old ones (ibid). As a result 
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companies must therefore continuously evaluate its relationships in order to see 
whether they are maximizing the sales potential of its current customers (ibid).  

2. According to Duncan (2002): �Relationships amortize acquisition cost.� (p.70), 
meaning that when customers stop buying a brand the company gets a lower return on 
the investment they made to acquire those customers (ibid).  

3. The third issue deals with that: �A small decrease in defections means a large increase 
in sales.� (p.70). A consulting company has found that decreasing customer defections 
by a few percent can boost profits per customer numerous percent over the average 
lifetime of a customer (ibid).  

4. �Lost customers can cause other customers to also leave� (p.71), consequently, a 
negative word of mouth can be very damaging for a company and such a negative 
message outweighs the impact of company made advertising (ibid).  

5. The fifth issue claims that: �relationships increase value of customer� (p.71).  
6. �The loyal customers are more profitable.� (p.71), meaning that the longer a customer 

stays with a brand the more willing they are to pay the normal price which in turn 
increases profits per customer (ibid). Loyal customers are also less costly to service 
since they know the company (ibid).  

7. The final issue is: �Capitalizing on advocates� (p.71), which in more detail claims that 
a good and long relationship between a company and its customers will provide 
customers with incentives to be referrals and use a positive word-of-mouth to potential 
new customers (ibid).    

 
Kim (2001) discusses some main benefits of IMC. He claims that IMC reduces media waste, 
provides a company with a competitive edge, creates consistency of messages, creative 
integrity, greater marketing precision, operation efficiency and successful savings. 
Additionally, successful IMC can produce better communications, consistency and greater 
sales impact across the whole company (ibid).     

2.3.1  Benefits of Evaluating IMC Programs 
For companies to be learning organizations and use IMC programs, they need to evaluate 
their communication outcome and by doing so companies will exploit certain benefits 
(Duncan, 2002). First of all, evaluation reduces risk since companies then have the 
opportunity to alter what might have been done poorly (ibid). Evaluation also enriches 
planning and managing because it is impossible to intelligently discuss decisions about 
planning and managing relationships, a simile: �Imagine trying to drive safely without a 
speedometer to show how fast you are driving� (p.755). Evaluation also provides control and 
by having that with customers and stakeholders a consistency of the brand will be maintained. 
Finally, Duncan (2002) states that it is necessary for companies to have valid and accurate 
measures that can be correlated to sales and profits, especially since much of what MC does 
can not be directly linked to the sales and profits. A good example by Duncan (2002) is: �by 
tracking increases in awareness and trial and showing a correlation with increases in sales� 
(p.755), a company can request budget increases because the budget has been allocated.  

2.4  Conceptualization and Frame of Reference  
This part will provide and explain how we have conceptualized the key factors, variables and 
the relationships among them that will help us answer this study�s three research questions, 
based on the literature previously reviewed. As a result of the conceptualization a frame of 
reference will be presented in order to guide the study�s data collection. Finally, a graphically 
illustrated frame of reference will be presented in order to show how the research questions fit 
together. 
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2.4.1  Conceptualization  
Conceptualization is a tool which is used in order to explain, either graphically or in narrative 
words the main dimensions to be studied (Miles & Huberman, 1994, Gabrielsson & 
Johansson, 2002). Moreover, Miles and Huberman (1994) claims that it is easier to generate a 
conceptual framework, if one presents the research questions, which also will be the case for 
this study.  
 
Conceptualization of Research Question One 
The first research question concerns the planning processes of IMC within the retail industry. 
The purpose of this question is to provide information on how the companies� IMC processes 
can be described. In order to be able to answer the first research question we have in previous 
section described three different theories dealing with processes in various ways.  
 
The three theories suggested for research question one all describes different steps of the 
planning process which companies ought to follow in order to utilize IMC. However, since 
the Zero-based planning process (Duncan, 2002) is the most recently introduced, often used 
and frequently mentioned academically (Moriarty, 2001 & Gabrielsson & Johansson, 2002) 
we will therefore base our work on this theory and complement some areas with the theory 
from Schultz & Kitchen (2000) and Gonring (1994), because they discuss some other 
elements of the IMC process. Duncan is the founder of the first MBA IMC program and 
before teaching he worked fifteen years both at the client and the agency sides (AD:TECH04). 
Duncan has also written numerous and extensive papers and presentations on IMC and is the 
co-author/author of several books. He is also often cited and used as a source by other authors 
such as Kim (2001) and Schultz & Kitchen (1999) (ibid). Duncan�s steps in the rather recent 
Zero-Based Planning Process (2002, p.202) with some additions from Gonring (1994) and 
Shultz & Kitchen (2000) are presented in the list below:  
 

• Appoint a director responsible for the company�s persuasive communication efforts 
• Hire only team players 
# Database 
! Analyzing SWOTs 
! Analyzing targets and relationships   
! Determining MC objectives 
! Developing strategies and rationales 
# Message development and delivery 
! Budgeting 
! Timing and scheduling 
! Test marketing MC mixes 
• Create shared performance measures 
! Evaluating effectiveness  
 
! = Duncan (2002) 
• = Gonring (1994) 
# = Shultz & Kitchen (2000) 

 
Conceptualization of Research Question Two  
The second research question deals with the non-personal promotional tools that are used by 
companies within the retail industry. The tools are discussed in a great extent by several 
authors such as Duncan (2002), Kaplan (2003), Srini & Andersson (1998), Gabrielsson & 
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Johansson (2002) Duncan & Everett (1993), however, we will base our theory on Duncan 
(2002) since he in more detail looks in to nine non-personal promotional tools and their 
various elements. Nevertheless, some of the descriptions that will be used will be based on 
some of the other authors mentioned above. To answer the research question the following 
non-personal promotional tools will be looked at: 
 
! Mass media Advertising:  

- TV, newspapers, magazines, radio, out of home (Kaplan, 2003) 
! Specialty Advertising:  

- TV, newspapers, magazines, radio, out of home (Kaplan, 2003) 
! Public relations:  

- Publicity, corporate advertising, seminars, publications, lobbying, charitable  
donations (Galloway, 2004, Duncan, 2002) 

! Marketing Public Relations:  
- News releases, publications, annual reports, corporate, issue, advocacy, film & 
videos, displays, public tours, press kit, press conference, media tour, media event, 
speeches, meeting and video conference, websites, e-mail (Duncan, 2002) 

! Sales promotion:  
- Money off, bonus packs, premiums, free samples, coupons, price promotions, price 
discounts, free goods, competitions, allowances, loyalty cards (Srini & Andersson, 
1998, Duncan, 2002) 

! Merchandizing  
! Point-of-Purchase materials:  

- Banners, signs, window posters, counter stands, floor stands, TV-monitors, 
audiotapes, shelf signs, end-of-isle displays, special display rackets (Gabrielsson & 
Johansson, 2002, Duncan, 2002) 

! Packaging 
! Licensing 

 
Besides the characteristics of the promotional tools we will also look at the tactical timing of 
how they are used in view of the fact that it is apart of the research question and since it is 
discussed as an important part when describing the promotional tools (Smith, 1998). 
 
Conceptualization of Research Question Three  
Many authors discuss different benefits when utilizing IMC, however, often from various 
stand points. Due to the fact that authors often pinpoint towards similar benefits, we will base 
our work on the IMC benefits presented by Smith (1998), due to the fact that he presents the 
most extensive discussion of benefits (1998). Moreover, Smith (1998) will be supported by 
Kim (2001) since he brings up additional benefits that need to be taken into consideration. 
When it comes to the benefits from having a relationship with its customers (Duncan, 2002), 
it will not be apart of this study, since it are more of general benefits about relationships than 
benefits of IMC. A list of benefits for companies stated by Smith (1998) and Kim (2001) are 
presented below: 
 
! Creates a competitive advantage 
# Consistency of messages  
# Creative integrity  
# Better communication 
! Saves time, money and stress 
# Reduced media waste  
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# Greater marketing precision  
! Boosts sales and profits 
# Operation efficiency and successful savings  
# Greater sales impact  
 
! = Smith (1998) 
# = Kim (2001) 

2.4.2 Frame of Reference 
The presented conceptualization is what will let us answer this thesis research questions and 
the presented strategies in this section will be used in order to create a frame of reference 
which in turn will help us construct a good and effective interview guide. All the concepts 
above and the research questions are schematically illustrated in figure 2.5 which provides an 
overview of how the research questions fit together. The figure will also serve as a base which 
will let us answer our purpose. 
 

 
 
The frame of reference figure graphically illustrates that a company who utilizes an IMC 
process also uses a number of non-personal promotional tools in various ways. Consequently, 
when a company uses the IMC process correctly and to its full extent, certain benefits will 
occur as a result. 
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3  Methodology  
In this methodology chapter the procedure of the study will be presented along with a 
description of the methods used, this in order to answer our research question. First the 
purpose of the research will be presented, followed by the research approach. Then, the 
research strategy will be examined, moving on to the data collection and the sample selection. 
Moreover, the methodology problems which occurred during the study will be reviewed and 
discussed, and last of all, a graphical illustration of the research process will be presented.  

3.1  Research Purpose 
Yin (2003) suggests three common purposes when carrying out research: exploratory, 
descriptive and explanatory. The aim of an exploratory research approach is to find out: �what 
is happening; to seek new insights; to ask questions and to assess phenomena in a new light.� 
(Saunders et al., 2003, p.96). This approach is especially useful when one want to clarify the 
understanding of a basic problem, through to three principal ways; a search of the literature, 
talking to experts in the subject and conducting focus group interviews (ibid). Eriksson & 
Wiedersheim-Paul (1997) also suggest that exploratory studies are most suitable when no 
clear theory exists, when the problem is hard to demarcate and when the important 
characteristics and relations are hard to determine.  
 
According to Saunders et al. (2003) the aim of descriptive research is: �to portray an accurate 
profile of persons, events or situations� (p.97). The authors continue by stating that 
descriptive studies are an extension of, or a predecessor to, a piece of exploratory research. At 
the same time Eriksson & Wiedersheim-Paul (1997) suggests that descriptive research is most 
suitable when the problem is clearly structured and when the researcher has no intention to 
find relationships between causes and symptoms. Moreover, the researcher does not know the 
answers but clearly knows what they want to investigate (ibid).  
 
Saunders et al (2003) suggest that �explanatory studies establish causal relationships between 
variables� (p.97) and where the emphasis is to study a situation or a problem and explain the 
relationships among them. Gabrielsson & Johansson (2002) also propose that the explanatory 
studies are used: �when researchers are identifying factors causing specific phenomena� 
(p.33). 
 
Due to the fact that our purpose is clearly structured in the problem discussion in chapter one, 
this thesis will mainly be descriptive. Additionally the purpose of this thesis is to: gain a 
deeper understanding of how Integrated Marketing Communication is used strategically 
within the Swedish retail industry, where the intention is not to find any connections between 
causes and symptoms. Nor is there a lack of theories concerning the subject in question, the 
problem is not hard to demarcate and the characteristics and the relations are not hard to 
determine. Our stated research questions which were based on the research problem also 
indicates a descriptive approach, since they were constructed to investigate specific issues 
which we in beforehand did not have the answer to. However, since it is our intention to 
answer the research questions, one can suggest that the research begins to be exploratory and 
explanatory since we tend to study situations and the relationships among them. 
Summarizing, this thesis�s research have a descriptive purpose, however with some influences 
of both exploratory and explanatory approaches, which guided us to the research approach. 
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3.2  Research Approach 
When conducting research there are different ways to address the matter (Saunders et al., 
2003). Yin (2003) claims, that two methods within social science can be used when 
conducting research, explicitly, the qualitative and the quantitative method. The qualitative 
and quantitative methods refer to the way that the researcher treats and analyzes the selected 
data (Denscombe, 1998). Both the qualitative and quantitative approaches are aimed at 
creating a better understanding of the society and to comprehend how individuals, groups and 
institutions act and influence each other (Holme and Solvang, 1997).  
 
Due to that qualitative data are associated with concepts such as elastic data and are 
characterized by their richness and fullness based on ones opportunity to explore a subject in 
as real a manner as possible, Saunders et al. (2003) state that the qualitative research approach 
is preferable. The qualitative research approach is most suitable for this study because the aim 
is to obtain a holistic view of IMC, its process, non-personal promotional tools and benefits as 
an outcome of using IMC. The study is also based on meanings expressed through words 
rather than numbers which according to Saunders et al. (2003), is a distinction between 
qualitative and quantitative data. Another distinction between the two approaches are that the 
qualitative data collection results in non-standardized data requiring classification into 
categories that have a tendency to be associated as mainly descriptive which are the case in 
our study (ibid). Furthermore the authors state that analysis within qualitative research is 
conducted through the use of conceptualization which also is more suitable in our study than 
analysis through the use of diagrams and statistics as in the quantitative research approach 
(ibid). Qualitative research tends to be associated with involvement from the researcher, this 
is also the case in our study since we are the main indicators and because we carry values, 
identities and convictions that can affect the data collection and its interpretations (ibid). 
Since our research problem is to gain a deeper understanding of how Integrated Marketing 
Communication is used strategically within the Swedish retail industry the qualitative 
research approach will bring value to this research and has therefore been selected.  

3.3  Research Strategy 
The research strategy will be a general plan with clear objectives of how we will go about 
answering the research questions in this study (Saunders et al., 2003). When selecting a 
qualitative research approach Denscombe (1998) states that there is no �right� strategy, but 
there are on the other hand strategies that are more suitable than others in order to be able to 
deal with specific questions. According to Denscombe (1998) there are five research 
strategies that one may employ when doing research. However Saunders et al. (2003) 
emphasizes that these strategies should not be thought of as being mutually exclusive. Yin 
(2003) further develops this statement and highlights three conditions that should determine 
which strategy to use. These three conditions are: 
 

1. The type of research question posed. 
2. The extent of control an investigator has over actual behavioral events. 
3. The degree of focus on contemporary as opposed to historical events. 

 
Regarding the first condition, our research questions are formulated as �how� questions. This 
indicates according to Saunders et al. (2003) that case studies can be an alternative. Yin 
(2003) agrees by claiming that �how� questions: �deal with operational links needing to be 
traced over time, rather than mere frequencies or incidence.� (p.6). He continues by stating 
that �how� questions favor the use of case studies, histories or experiments. Case studies, 
however, are not the only alternative, taken the first condition into consideration but dealing 
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with condition number two it becomes more clear that case studies is suitable in our case. 
Regarding the second condition the researcher�s control over behavioral events, excludes 
some of the strategies since we as researchers have no control over the events, we are merely 
interviewers and observers indicating case studies as the appropriate strategy. Finally when 
taking the last condition into consideration our study will focus on contemporary events 
which is typical for case studies and surveys. Table 3.1 shows how Yin (2003) relates the 
conditions with the five research strategies and also shows how we fulfill the requirements for 
choosing a case study- we have �how� questions, we do not require control over behavioral 
events and we do focus on contemporary events. 
 

 
 
There are also other aspects according to Denscombe (1998) that leads to case studies as an 
appropriate way of research strategy in our case. The author states that case studies represent 
investigations in which the interest is focused on detailed, in-depth descriptions and analyzes 
of a few units. Our study focuses on relations and processes that are existing in their natural 
environment, which also are common criteria for case studies. Denscombe (1998) also states 
that an important advantage offered by case studies is the possibility of gaining a holistic view 
which also is current in our case, detailed information also enables us to study many different 
aspects and how they relate to each other in a total environment.  
 
A study may contain more than one case study and when this occurs Yin (2003) refers to it as 
a multiple case study. This kind of case study has both advantages and disadvantages 
compared to a single case study (ibid). Yin (2003) further states that when conducting a 
multiple case study the evidence is more convincing. However, due to the fact that multiple 
case studies require more time and resources compared to single a single case study, we have 
chosen to conduct a single case study since it is more appropriate, taking our time and 
purpose into consideration. Another reason for choosing a single case study is that we want to 
confirm, challenge or extend the theories, which according to Yin (2003) is one of the 
rationales for choosing a single case study.   
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3.4  Data Collection 
According to Yin (2003) six different sources of information exist when conducting case 
studies; documentations, archival records, interviews, direct observations, participant-
observation and physical artifacts. Denscombe (1998) and Yin (2003) also states that the 
sources should be if possible combined, which Yin (2003) refers to as �triangulation�. By 
using triangulation in case studies, it allows the investigator to address a broader range of 
historical, attitudinal and behavioral issues (Yin, 2003).  Consequently, we will combine our 
sources of information so that we will be able to reach our goal and confirm the research 
results in a broader range.  
 
In order to be able to conduct the research in the area of IMC we first looked into secondary 
material. However, our main source of information in this study was primarily a semi-
structured telephone interview which was conducted within the retail industry in Sweden. The 
purpose of using a semi-structured telephone interview is according to Denscombe (1998) that 
it allows the interviewee to develop their ideas and to talk more detailed about the subject. 
The author further states that a semi-structured telephone interview is good in order to receive 
open answers were emphasize is on the interviewee�s ability to develop their own opinions. 
We chose to conduct a semi-structured interview since Denscombe (1998) recommend it and 
also because we believe that such an interview would provide the best data. Moreover, a 
telephone interview were best suited in this case, due to the fact that our limited resources did 
not allow us for an expedition to Gothenburg together with the respondent�s lack of time. 
Before the semi-structured telephone interview took place, an interview guide with pre 
determined topics were created, this in order to ensure that the interviews would suite our 
research problem and research questions. The interview guide was also pre-checked in order 
to ensure its suitability.  
 
The first contact with the company was made via e-mail where we introduced ourselves 
together with a brief explanation of our thesis and our errand, this to ease the localization of 
the right respondent within the business. When the interview took place a speaker-phone and 
a tape recorder was used, field notes were also taken to ensure that nothing was missed or 
misinterpreted. Moreover, since the interview were conducted via telephone only one of the 
researchers talked during the interview, this to reduce noise and to ease building a relationship 
with the respondent. During the interviews, observations were used as complementary data 
collection method to note reactions, language and attitudes of the respondents which also is 
important in in-depth interviews in order to get an overall feeling about the interview 
(Denscombe, 1998). All the field notes were rewritten directly after the interview and after the 
interviews the information required were compiled together and sent to the respondent in 
order for the company in question to provide feedback. If there were any questions or further 
information needed after the interview we used the telephone or e-mail to get in contact, this 
was in advance checked with our respondents so that it was acceptable. By using these 
complementary methods we made certain that the information was accurate and well 
formulated. 

3.5  Sample Selection 
The purpose of this part is to explain the way in which the company and the respondent 
within that company were chosen. As we stated earlier a single case study is our aim and due 
to that our sample selection will have the following criteria: 
 

• A business within Sweden 
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• A retail company 
• User of IMC 

 
At this point, the company included in this study should be selected in order be able to 
conduct the case study and answer our research problem and research questions. The 
company that was selected in this study was also chosen from the following criteria: 
willingness to participate; access; and that the company had the relevant evidence and 
knowledge of the studied area. After have been looking into these criteria, the retail clothing 
company Kappahl with the head-office in Gothenburg was selected. Kappahl were chosen 
since the authors knew that the company carries out integrated marketing communication 
activities, which were based on the authors past experience and knowledge. The researchers� 
knowledge and experience about Kappahl was before this study mainly concerned with, 
consumer impressions. To ensure this knowledge we searched Kappahl�s website to see 
whether they seemed to use IMC in their daily work and we also named and described the 
concept when we initiated contact. Holme & Solvang (1997) states that it is crucial to get in 
contact with the right respondent, if not the research might be useless. By sending an e-mail to 
Kappahl�s information address, stating our errand, they directed it to their Marketing & 
Concept department who in turn replied showing their interest and willingness to participate 
in an interview. At Kappahl�s Marketing & Concept department we interviewed Mr. Henrik 
Dahlin a marketing assistant who are well-informed in Kappahl�s IMC use. The respondent 
were chosen on the fact that the marketing manager and Mr. Dahlin believed that he could 
provide good and valid information to the subject. After the first e-mail contact we contacted 
him first via e-mail followed by a telephone contact, setting the time and date. The telephone 
interview took place on April 7th at 1pm and lasted for about one hour.    

3.6  Data Analysis Method 
According to Yin (2003), every case study should begin with an overall analytical strategy. 
The general analytical strategies will provide the researcher with regards to case studies, a 
system by which the researcher can set priorities for what they need to analyze and why 
(ibid). Moreover, the strategy will help the researcher deal with the evidence fairly, produce 
compelling analytic conclusions and also rule out any alternative interpretation (ibid). Yin 
(2003) provides three strategies: relying on theoretical propositions, thinking about rival 
explanations and developing a case description. The first one, also the most used one is to 
follow the theoretical propositions that led to the case study (ibid). The second one tries to 
define and test rival explanations and is also related to the first strategy in that the original 
theoretical propositions might have included rival hypothesis (ibid). The last one suggested by 
Yin (2003) states that one should develop a descriptive framework for organizing the 
framework. This strategy is also less preferable than the other two, however, it serves as an 
option when the researchers have difficulties making either one of the other two strategies 
work (ibid). The most appropriate strategy in our case and the one we will use is when 
researchers: relies on theoretical propositions, which will let us as researchers compare the 
collection of data based on previous studies to our research and findings.      
 
Miles and Huberman (1994) define data analysis: �as consisting of three current flows of 
activity: data reduction, data display, and conclusion drawing/verification� (p.10). The 
researcher uses data reduction in order to make the data sharp, focused and arranged so that it 
is available for making conclusions (ibid). Miles and Huberman (1994) describe the second 
activity which a researcher should go through as: taking the reduced data and display it in an 
organized way, which is done to prepare the data more for conclusion drawing. Moreover, as 
the name of the last stage indicates, the activity involves the researcher to start sorting out 
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what everything is about, which are done by noting regularities, patterns, explanations and 
casual flows (ibid). To fulfill the three current flows of activities we have reduced the data 
and displayed it in an organized way in chapter five and thereafter we draw conclusions in 
chapter five.    
 
Yin (2003) states that there are two main techniques in this analyzing process: within-case 
analyses and cross-case analyses. The first one compares data to the theories that are used, 
whereas the second one compares data in one case with another case (ibid). We implement 
within-case analyses to perform the research since we make a single case analysis, where we 
thereafter state our findings and drew our conclusions. 

3.7  Validity and Reliability 
Validity and the reliability are two useful measurements when defining the quality of the 
research. According to Saunders et al. (2003) validity is concerned with whether the findings 
are really about what they appear to be about. Yin (2003) continues by stating that there are 
four tests which are commonly used in order to establish quality of an empirical social 
research. Yin (2003) defines them as follows (p.34.):  
 
! Construct validity: establishing correct operational measures for the concepts being 

studied. 
! Internal validity (for explanatory or casual studies only and not for descriptive or 

exploratory studies): establishing a casual relationship, whereby certain conditions are 
shown to lead to other conditions, as distinguished from spurious relationships    

! External validity: establishing the domain to which a study�s findings can be 
generalized  

! Reliability: demonstrating the operations of a study- such as the data collection 
procedures- can be repeated, with the same result.  

 
The construct validity  
Construct validity tests is often problematic in case study research (Yin, 2003). There are 
three tactical available to increase the construct validity in case study research: multiple 
sources of evidence, which in our case have been fulfilled due to the fact that we used three 
sources of information; direct observations, interviews and documentations. The second 
tactic, change of evidence have been done via citations to all sources from which evidence 
was collected and we also strengthen the chain of evidence since we present the 
circumstances under which the data was collected. The final tactic, having key informants 
review draft of the study has also been fulfilled since our supervisor approved it and gave 
approval before the interview. To further strengthen the last tactic we had Mr. Henrik Dahlin, 
our interviewee, to review the data presentation to make sure that nothing was misunderstood 
or misinterpreted. Additionally, we also had fellow students review it to even further 
strengthen the last tactic.   
 
Internal validity 
This study is mainly descriptive; as a result we will not give any further consideration to 
internal validity, even though we are partly explanatory in our conclusion chapter.  
 
External Validity 
According to Yin (2003): �External validity deals with the problem of knowing whether a 
study�s findings are generalizable beyond the immediate case study.�(p.37). Meaning, that a 
study should be tested through replication in similar surroundings where the same result 
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should occur (ibid). Since we only conduct a single case study, the external validity is weak, 
however, we believe it is somewhat less weak since we have located the most appropriate 
respondent taken our research purpose into consideration.  
 
Reliability 
The reliability is defined as the measurement that demonstrates that the operations of a study 
have the ability to be repeated with the exact same method and investigates the same cases 
(Yin, 2003). The researcher should then come to the same results as in the first study. In order 
to increase our reliability we located a company within the retail industry that had the great 
knowledge and employs IMC and also located a person within that company which were up 
to date with the company�s uses of IMC. We contacted the respondent in advance by 
telephone and we also used a semi-structured telephone interview where a tape recorder was 
used along side that field notes were taken. We based the interview on a pre-constructed 
interview guide which also was pre-tested. Another thing we did to ensure our reliability was 
that we directly after the interviews compiled the information and sent it to the respondent to 
provide feedback and correct misunderstandings. One thing that could have reduced the 
reliability is our own final interpretation of the information; however we were aware of this 
phenomenon. 

3.8  Summary 
To visually illustrate the path of this study figure 3.1 summarizes the methodology chapter. 
This in order to help the reader to better comprehend the way in which we have gone about 
structuring our work, creating a believable foundation for the data presentation, its analysis 
and the final conclusions. 
   

 



Chapter 4     Data Presentation 
 

 32  

4  Data Presentation 
This chapter will present the empirical findings which have been collected from the interview 
with Henrik Dahlin- marketing assistant at Kappahl. Additional data from Kappahl´s website 
(www.kappahl.se), annual report and fact sheets are complementary information to the 
interview data. The chapter will begin by presenting a brief introduction to the case 
investigated, followed by the collected data connected to each research question. 

4.1  Case Presentation: Kappahl 
Kappahl is a clothing company within the retail industry that covers all three clothing areas, 
women, men and children, although they also hold cosmetics as a fourth business area. The 
founder of Kappahl, Per-Olof Ahl started the company in 1953 in Gothenburg, which became 
a huge success. The store then named Kappaffären was selling coats with the business idea of 
having good quality to low price, and it was the union with Mr. Ahl´s last name and the 
Swedish word for coat which later formed the name for the successful company� Kappahl. 
Since the start in 1953 the company has rapidly grown into becoming a concept accepted by 
the general public and a multi-national company located in Sweden, Norway, Finland and 
Poland. Today there are 240 stores, which employ more than 3000 people that together 
generate an annual turnover of more than 3.8 billion Swedish crowns.  
 
Kappahl´s vision is to become the leading chain of store in fashion in the Nordic countries, 
targeting women in the age of 30-50 years old who are married with children. The business 
concept is to provide clothes which are price-worthy for numerous people and at the same 
time make sure that everyone feels welcome no matter where you are. Their main competitor 
is Lindex due to the fact that they carry two of the three business areas and also is targeting 
women in the same age group. Moreover, Kappahl also consider H&M and MQ as secondary 
competitors and important to monitor. Kappahl is taking responsibility for the people and the 
environment in which the company works, they are also making sure that the produced 
clothes are designed in an ethical and environmental friendly way. Consequently, the code of 
ethics is important for Kappahl and is monitored both by themselves and by an outside part, 
making sure that it is utilized in all stages of the organization. The code of ethics has resulted 
in an award in the year 2000, giving the company, as the first fashion store of chain, the 
environment certification according to ISO 14001. Kappahl is not just successful in their 
code of ethics, they continually strive for an improvement in the interior design of the store, 
their products and in their marketing communicational efforts.  
 
At Kappahl we interviewed Mr. Henrik Dahlin who works as a marketing assistant at the 
Department of Marketing and Concept at the head office in Gothenburg. Mr. Dahlin has 
worked at the department for 1.5 years where he 70% of the time works with the production 
of women clothing and 30% with women promotional materials. During the interview Mr. 
Dahlin came across as talkative, friendly and very helpful. We also got the impression that he 
was interested of IMC and in our research.  

4.1.1  RQ1 How can the IMC process be described?  
Kappahl describes their IMC process as pipes, in layers downwards, meaning that they work 
in teams where each team is responsible for their specific area-they work horizontally. 
However, they integrate the process by also working vertically and keeping a constant flow 
of communication. To keep their IMC process working they have a person head of all 
communication efforts named Cathrine Simonsson, who is the marketing manager, in turn 
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there are also sub-responsible persons for each business area. Due to the fact that Kappahl is 
working in pipes, team players are necessary and of great importance and therefore Kappahl 
only hire team players. Another reason for why Kappahl only hire team players is that it in 
times can be very intensive work with a lot of external contacts, for example with their 
advertising agency-ANRBBDO and production agency-Rekyl. Kappahl describes themselves 
as a campaign intensive company, working in teams with short but hectic campaigns. It is 
during those hectic periods the team players are vital both for their communicational skills 
but also because they can work and interact well with each other. The teams consist of a 
marketer, a person responsible for the display-windows, a merchandiser, a person responsible 
for the concept of the campaign and a person head of production.  
 
Kappahl uses databases in a wide extent, both external and internal ones. Due to the fact that 
Kappahl is a subsidiary to Coop, they share the medmera kort which is the membership card 
that Kappahl uses. Due to the mutual cooperation between the two, Kappahl utilizes on 
Coop�s customer information database to collect and analyze customer behavior and vice 
versa. Kappahl not just use Coop�s database but they also buy database information with the 
help from an external bureau- Luntus. Kappahl is very successful when it comes to the use of 
databases and they are also far in their development of their own databases, so successful that 
Coop glance at them for help. When it comes to SWOT analyses, Kappahl employs a more 
advanced form of SWOTs, they feel that SWOTs are too basic and school-elementary. 
Kappahl´s more advanced SWOT analyses are the base for their strategic and tactical 
decisions. Kappahl conduct advanced SWOTs with extensive information, where they buy 
market-analyses, they also do tracking both on customers and competitors. The market-
analyses which they buy monthly and/or quarterly mostly come from Handels Utrednings 
Institutet (HUI) which provides information about the Swedish business climate. Another 
provider of data is GFK, which provides Kappahl with numbers on market share per business 
area, per product area and they also cross compare market share per product. For example 
trousers-lady with trouser-men and also age separates them, this to learn more about the 
market shares and also about customers shopping behavior. The knowledge which Kappahl 
gains from these analyses are tactically handled by each department and business area, 
however it is the management who strategically decides what should be done. Nevertheless, 
Kappahl both works tactically and strategically to gain market share on important customer 
or product groups.  
 
Linked to SWOTs is the evaluation of target groups and relations, where Kappahl employs 
both qualitative and quantitative research methods in a great extent. These evaluations and 
tests are furthermore the ground for Kappahl´s actions and their choice of media, for 
example, they evaluate how many membership card-customers that shop on specific offerings 
and from that form future communication efforts. Kappahl looks at the determination of 
marketing communication objectives as a natural part of the IMC process, without it they 
would not have focus on becoming better, objectives often involves gaining a specific market 
share within each business area. Kappahl develop strategies and rationales via their market-
plan and sales-plan which in turn are created both quarterly and yearly. The objectives set by 
Kappahl are followed through in the plans and are also tactically set and strategically 
implemented over the year depending on issues such as when the monthly salary is disbursed 
and customer needs of specific products. 
 
When it comes to Kappahl´s way of forming their messages and the delivery of them, many 
issues are take in to consideration. They start the development of messages by discussing and 
planning with the purchasing department on issues such as trends and fashion where the 
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specific tactical offerings of that season are set. After that their external bureau is briefed and 
hired to develop 2-3 suggestions. The bureau presents their first choice and they together with 
Kappahl discusses which suggestion is the best, as a result of the set suggestion the entire 
campaign will have that theme. The budgeting within the IMC process is of great importance 
for Kappahl. The budgeting is set in the sales-plan where a media-budget also is set in 
accordance with Carat which is Kappahl´s media-bureau. The extent of the media-budget 
depends on the ideas that will be implemented during the year. If the idea is new at the 
market, Kappahl then sets of more money in the budget so that they can promote the idea to 
its fullest, however, if the idea has been used earlier, then less money is set of in the budget. 
Kappahl´s budget is therefore not fixed, since they monitor their competitors and customer 
regularly,  which might lead to that they notice that more money need to be spent on specific 
occasions in order for them to keep their position at the market. Consequently, it is for that 
reason Kappahl determines when certain activities should be placed in specific medias-timing 
and scheduling. Great influencers of when the activities should be in the media are depending 
on the money-out from customer, meaning when customer has the most money to spend or 
on the competitors� activities or on the present trends. However, Kappahl do not in advance 
test the message and the media activities, instead they evaluate and rely on previous 
promotional efforts.  
 
In Kappahl´s case they continually evaluate their communicational activities in the form of 
databases which act as the create shared performance measures. Kappahl, GFK and Carat 
conduct evaluations, which provide them with qualitative and quantitative analyses. Kappahl 
employs the databases and the analyses by Lentus to evaluate their effectiveness, these 
analyses play an important role, since they help Kappahl to measure money-value instead of 
soft-values. The membership cards provide Kappahl with money-value, where the barcodes 
are scanned and analyzed, which provides specific details on how successful a campaign has 
been. Moreover, soft-values in Kappahl´s case are often connected to how much attention 
specific campaigns get, for example, the ones in newspapers. Soft-values are often obtained 
via customer attitude analyses or attention-values, rather than money values. A general 
approach of the entire IMC process is to get a good blend of the communication tools and 
thereby create a separation with the tools from the competitors.  

4.1.2  RQ2 How can the use of promotional tools within IMC be described?  
Kappahl describes their mass media advertising as an important part of their communication 
mix and states that advertising in newspapers is their main tool and it plays a central role in 
their strategy. Kappahl use newspapers since they believe that its reach is wide and also 
reaches their specific target group well. Newspapers is also chosen on the ground that it is 
considered as fairly cheap and offers short delivery time compared to other non-promotional 
tools. For that reason Kappahl do not make use of magazines in a wide extent, because 
magazines have long delivery times and are therefore more complicated to use. The 
drawbacks with newspapers according to Kappahl are that it is shortly lived and is operating 
in a world with a lot of media clutter, meaning that the competition to reach the intended 
target group with a specific message can be difficult. When looking at TV and radio as non-
personal promotional tools, Kappahl has in the past used them but they do not use these at all 
for the moment since they according to themselves work with tools that are more tactic than 
strategic. However, they believe that they in the future will be forced to work more 
strategically and then also utilize TV and Radio as tools. When it comes to out of home 
advertising, it is something that Kappahl uses, though very little and not very strategically 
planned. The reason for this according to them, are that their competitors MQ and H&M 
have employed out of home advertising in Sweden as �their� medias, consequently, Kappahl 
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avoids this tool to avoid confusion at the Swedish market. Nevertheless, Kappahl employs 
out of home advertising extensively in Norway and Finland where the competitors act 
differently.    
 
Specialty advertising is something that Kappahl has not clearly defined in their strategies, 
however, it is used and seen as vital part of their mass media advertising. Different kind of 
contests can according to Kappahl be seen as incentives to reward the behavior of their 
customers and at the same time attract and lure customers in to the store, which creates the 
wanted traffic. A good example of specialty advertising is their Super Trooper contest for 
children, linked to channel 4s show with the same name where children compete in a song 
contest. Another example of specialty advertising is a contest where customers have the 
chance to win a motorcycle, mostly aimed at men. Specialty advertising is foremost used by 
Kappahl to woo and attract men and children due to the fact that they are more reluctant to 
visit stores. When it comes to women, Kappahl feels that they do not need to stimulate 
women in the same extent as men and children, since women often shop for the entire family.  
 
Public relations are something that Kappahl exploit, especially in the form of collaborations 
with organizations such as BRIS, Unicef and Erikshjälpen. Charitable donations is therefore 
something that Kappahl includes in their strategy, with the goal of helping children in the 
third world with education, water and overall improvements concerning their sanitary 
conditions. The collaborations generate publicity which in turn improves Kappahl´s 
reputation and the public awareness. Moreover, Kappahl´s collaborations give them the right 
to exploit the name of the collaborators, which in turn results in goodwill which betters the 
company�s value. 
 
Marketing Public Relations is extensively used by Kappahl. An agency named 
Presskontakterna from outside handles the contact with the press and is also responsible for 
the press kits and the showroom located in Stockholm. Kappahl also make use of a press 
show twice a year, which act as an informative communication tool where they introduce 
what is new within the company. Today, Kappahl has a website (www.kappahl.se) which 
serves as an informative service to the customer where they can contact the company with 
questions and feedback or find basic information. Consequently, e-commerce is not utilized, 
meaning that customers can not purchase online or find tactical e-marketing offerings. The 
use of the new technology advancement (e-mail, website) during the last decade have for 
Kappahl resulted in a faster communication both within the company and with outside 
contacts. 
 
Sales promotion together with advertising in newspapers can be seen as the most important 
tool for Kappahl. Their main focus in SP is on a membership card (medmera kortet) used in 
order to track customers and generate loyalty. The membership card is according to Kappahl 
crucial, especially to maintain old customers as well as to woo new ones. The main benefit 
with this card is that it allows for mass distribution of material such as coupons and special 
offerings. Additionally, money off, bonus packs and price discounts are used. The main 
drawback with SP as with advertising is that it has a relatively short perspective, meaning 
that it only work for a limited period of time from the arrival of the offering.  
 
When it comes to merchandizing it is not used, however, Kappahl extensively uses point-of-
purchase materials. Kappahl´s point-of-purchase material is crucial, without it, the store 
would loose its atmosphere and Kappahl´s image would be less clear. It is according to 
Kappahl seen as the most significant communication tool, which helps the company to keep a 
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constant flow of activities happening in the store, aimed at creating an interest among the 
customers. To create an easy access of products which are simple to grab as impulse 
purchase, they are strategically located all through out the store often changing day to day. 
Kappahl also states that the point-of-purchase material is developed in accordance with the 
rest of the advertising and the SP material, all pulling together which creates a unified 
message and image with an integrated approach.  
 
Packaging is not obvious for the customer in Kappahl´s case, this since their products do not 
have packaging in the same extent as other retail products. Kappahl´s packaging includes 
labels and bags which harmonize both externally and internally with the rest of the 
communication tools. Kappahl uses specific colors and themes in their packaging developed 
by an external advertising agency which together with Kappahl´s staff strive for unity in 
message and theme. 
 
In the autumn of 2003 Kappahl introduced their first licensing ever, U.S. Polo Association 
were brought in to the company. This first licensing agreement was a result of Kappahl´s 
needs to make their male customers recognize a specific brand and associate it with safety 
and high quality. Kappahl´s U.S. Polo Association is easy to associate with Ralph Lauren�s 
Polo line, which world wide is known for its quality and safety. This licensing line sold out 
very rapidly and generated publicity. Kappahl was very pleased with this new approach and 
its success, therefore licensing might in the future be used more.  
 
When it comes to the tactical timing of the communication tools, Kappahl claims that their 
main media-newspapers will act as the base within the integration process with support from 
SP in the form of the membership cards and point-of-purchase materials. Moreover, these 
tools all have the same characteristics and are developed to form a strong and recognizable 
message. Kappahl states that they do not divide the use of the tools or interaction of tools, 
depending on season, nevertheless, they do claim that the Christmas can be considered as the 
most important happening followed by other holidays such as Easter and school holidays. As 
a result, during the holidays more communicational tools are employed by Kappahl, this to 
create better impact which generate sales and create a superior communication to the target 
group, better than the competitors.  

4.1.3  RQ3 How can the benefits of IMC be described?  
Kappahl feels that competitive advantages will occur as a result of IMC. Especially the use of 
the membership card has given Kappahl the competitive advantage of knowing more about 
customers and their specific needs more than the competitors at the market. Due to the fact 
that Kappahl use newspapers as their main communicational tool, they thereby become 
special and unlike their competitors, resulting in a competitive advantage. When it comes to 
the consistency of messages, Kappahl claims that it is important, however, not so easy to 
create since they have three separate fashion areas, aiming at a very broad spectrum of 
customers. Kappahl feels that they provide clarity and consistency of their messages where 
they provide their image of being cozy and familiar. The creative integrity is also seen as a 
advantage by utilizing IMC, this since Kappahl feels it is of great importance and therefore 
buys the creative part from agencies outside the company, this to make sure that people with 
most knowledge within the creative area do what they do best, ensuring the clarity and 
consistency of the company image. A better communication is definitely a fact according to 
Kappahl when utilizing IMC and of great importance, especially since they are active in 
several countries. Consequently, Kappahl has good communication to the market in all 
countries through their integrated approach and by having this approach the stores no matter 
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where they are will become more effective in their communication. Since all employees and 
stores are informed about what is happening within the organization, time and money will be 
saved in accordance with a reduced level of stress. According to Kappahl, time is foremost 
saved due to that they by the help of IMC creates good strategies together with a good 
planning that will lead to time savings, which also in turn leads to reduced costs.  
 
Kappahl states that in today�s business environment it is necessary to match the 
communication mix to the preferences of the intended target group. Kappahl does this by 
conducting marketing research, both by themselves and by external agencies which will lead 
to the most effective mix for the intended target group. As a result the media waste will be 
reduced and an effective approach will be a fact. By reducing the media waste a greater 
marketing precision is obtained that in the long-run also will lead to a greater impact. IMC 
helps Kappahl to gain both soft and hard facts about their customers via interviews and 
membership card analyses, which in turn helps to boost sales and profits since they reduce 
time waste, because according to Kappahl: �time is money�. Operation efficiency and 
successful savings are a fact of IMC according to Kappahl, especially in the long-rung since 
IMC is a good means of control which in turn creates savings. The impact of sales is greater 
with IMC in the case of Kappahl, because they keep consistency of message, as well as time 
and money savings.  

4.2  Chapter Summary 
A general approach of the entire IMC process according to Kappahl is to get a good blend of 
the communication tools and thereby create a separation with the tools from the competitors. 
The main communicational tools used by Kappahl in IMC are mass media advertising, SP 
and point-of-purchase material, since they believe these tools best suits their target group. 
Kappahl also feels that there are many benefits of working with the IMC concept and they 
feel that their main benefits of IMC is that they save time and money, since they become 
more effective in their communication. They sum up the issue of IMC benefits by claiming 
that it is of great importance for companies to find the optimal mix for the target group, 
which in Kappahl´s case are done via their membership card. In general Kappahl feels that 
the issue of IMC is about gaining as much as possible of the money spent on communication 
activities.
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5  Data Analysis  
This chapter will analyze the data collected in order to be able to present findings and 
conclusions in the last chapter. We will analyze the collected data based on the order of the 
research questions and since a single case study was made, a within-case analysis will be the 
form. The empirical data will be compared to the theories presented in the conceptual 
framework to see whether the data collected coincide or not. The analysis will start with 
simplification and coding of the data collected in a data display and then a comparison will 
be made with the chosen theories.    

5.1  Within-Case Analysis of Kappahl�s IMC Process 
When discussing the definition of IMC as being: �a concept of marketing communication 
planning that recognizes the added value of a comprehensive plan that evaluates the strategic 
roles of a variety of communications disciplines (e.g., general advertising, direct response, 
sales promotion, and public relations)� and combines these disciplines to provide clarity, 
consistency, and maximum communication impact�, Kappahl agrees with the definition made 
by Schultz & Kitchen (1999), especially since they believe it is of great importance to have 
maximum impact with the marketing communication. From the conceptual framework, the 
IMC process consists of 13 steps that companies should take into consideration when 
utilizing IMC (Duncan, 2002, Schultz & Kitchen, 2000 and Gonring, 1994). In the case of 
Kappahl many of the steps from theory were a part of their IMC process, as shown in figure 
5.1. However, Kappahl does not really see the IMC process as a linear process, instead they 
see the process as a checklist consisting of important parts which are necessary to fulfill, this 
to have a successful communication.  
 

 
 
The first step according to Gonring (1994) is to appoint a director responsible for the 
company�s persuasive efforts which involves centralized planning and also creating shared 
performance measures. When looking into the case of Kappahl, this step is fulfilled due to the 
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fact that they have one person head of all communication efforts, Cathrine Simonsson. 
Kappahl also has sub-responsible persons for each business area which further develops the 
first part. The second step suggested by Gonring (1994) deals with the importance of hiring 
team players. This step suggests that team-players thrive on group work and have the 
customer as the end focus, which are two typical matters central to Kappahl which in turn 
supports the theory. Kappahl�s way of working in pipes also creates the necessity for the 
employees to be able to work in teams along with the high pace of the campaign projects, all 
to delight the customer in the end.  
 
The third step stated by Schultz & Kitchen (2000) involves the use of databases. According 
to Schultz & Kitchen (2000), companies need to have up to date information about their 
customers and prospects, either electronic information or hard copies containing detailed 
information such as income, age and sex. Kappahl employs databases in a great extent, both 
external and internal databases in order to gain updated knowledge about the customers. 
Kappahl�s use of databases is exactly in accordance with the theory which pinpoints towards 
the importance of having an up-to-date knowledge of the customers and finding the accurate 
information in the great amount of information available. Databases are not only used to 
collect information about customers, Kappahl also sees them as an important ingredient when 
they conduct SWOT analyses, which is the fourth step suggested by Duncan (2002). To be 
more specific the theory claims that when companies conduct SWOT analyses, they will be 
able to pinpoint towards important strengths and opportunities which should be utilized on 
and also undermine weaknesses and threats that are present. Kappahl discusses SWOT 
analyses from a different perspective, claiming that SWOT analyses are too basic and do not 
cover everything that needs to be covered, which in turn further develops the theory. Instead 
of utilizing SWOTs, Kappahl buy monthly or quarterly market analyses from HUI and GFK 
and they also continuously analyze data collected from the membership cards. The monthly 
and quarterly analyses from external and internal sources provide Kappahl with important 
information on key customer and prospect segments. Additionally, Duncan (2002) discusses 
the importance of knowing the segments and the targets so that the companies can reduce the 
media waste, which the fifth stage deals with- analyzing targets and relationships. Kappahl 
both employs qualitative and quantitative research methods in order to be able to analyze 
their target groups and their relationships, which is in accordance with the theory. These 
evaluations will also in Kappahl�s case act as the base for their future tactical decisions.  
 
Determining MC objectives is the sixth step in the process suggested by Duncan (2002) 
which pinpoint towards the importance of creating specific objectives, either behavioral or 
communicational. Both behavioral and communicational objectives can be found within the 
AIDA-model, however, the last step in AIDA, action is the hardest step to accomplish since 
people are difficult to persuade to take action. Kappahl states that marketing communication 
objectives are seen as a natural part of the IMC process and therefore agrees with the theory.  
However, their goals are often described in terms of reaching specific market shares on 
clothes, for example, to reach a specific market share of women trousers, which can be seen 
as behavioral, but not a part of the AIDA-model. When the MC objectives are set the seventh 
step suggests that the companies� needs to develop strategies and rationales (Duncan, 2002). 
This step involves choosing the best suited marketing communication mix in order to reach 
the objectives and see the big picture that will lead to choosing the best media mix. Kappahl´s 
way of dealing with this step agrees with theory since Kappahl via their market-plan and 
sales-plan develops strategies and rationales, both yearly and quarterly.   
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The message development and delivery is suggested as the eighth step by Schultz & Kitchen 
(2000) and is considered as important, however often forgotten. To be more specific the 
theory claims that companies to often believe that they have created a good idea, though 
without thinking of the people which they want to communicate with. Moreover, the theory 
claims that the creative part must be controlled so that customers and prospects are reached 
and influenced. Kappahl is in accordance with the theory due to the fact that they buy their 
creative part from an external bureau where they together with the bureau also discusses and 
design their final messages so that each campaign is in accordance with the company�s 
overall image and thereby controlled. Alongside the development of message is its delivery, 
including whenever and wherever customers come in contact with the company. Kappahl co-
decide with the external bureau what the best solution regarding the delivery of a message is, 
though Kappahl naturally has the final word in this issue.  Since Kappahl has plans regarding 
the delivery, the theory is supported.  
 
The ninth step according to Duncan (2002) involves the budgeting, which deals with 
choosing the most important areas to spend money on so that companies get the most in 
return. However, this step is very difficult since it often is hard to predict the return of the 
marketing expenditures. The budget is of great importance for Kappahl, however, it is not 
fixed. This means that depending on what and when specific activities should be done or 
what happens at the market, certain activities will require varying expenditures. 
Consequently, the theory is supported and even extended with more details. Following the 
budget process is the tenth step stated by Duncan (2002); timing and scheduling which in 
more detail determines when specific activities should be launched. In the case of Kappahl, 
scheduling and timing is important which therefore supports the theory. Especially important 
influencers for Kappahl of when activities are to be in the media are; competitors� activities, 
present trends, money-out from customers and holidays. The eleventh step suggested by 
Duncan (2002) concerns the test marketing of the MC mixes, that are important because many 
things in the overall environment are constantly changing, such as the; customers, 
stakeholders and competitors. Consequently, the only way to monitor the environment is to 
see if something works by testing it that also will lead to information of the minimal level of 
spending. In the case of Kappahl they do not work at all with pre-testing of the MC mixes, 
instead they only rely on past information. As a result this weakens the theory, because 
Kappahl has excluded this step.  
 
Create shared performance measures, is where companies should create systems in order to 
evaluate the communication activities (Gonring, 1994). The reason for these systems is due to 
the fact that IMC tries to alter consumer purchase behavior where this behavior must be 
measured repeatedly in order to show the impact of the communication efforts. These twelfth 
steps, Kappahl also fulfills and thereby strengthen theory since they work with databases to 
continually evaluate their communicational activities. Step thirteen is the final step and 
involves the evaluation of effectiveness suggested by Duncan (2002). This step involves 
looking at how well marketing efforts meet its stated objectives and also taking feedback 
from customers seriously so that the company becomes a learning organization. Due to the 
fact that Kappahl conduct these evaluations by themselves and with the help from GFK, 
Lentus and Carat which results in both soft-values and money-values, the theory is supported.    

5.2  Within-Case Analysis of Kappahl�s Non-Personal 
Communicational Tools 
The conceptual framework deals with the non-personal communicational tools that the 
authors; Kaplan (2003), Galloway (2004), Duncan (2002), Srini & Andersson (1998) and 
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Gabrielsson & Johansson (2002) discusses in more detail. Kappahl is aware of the 
importance of having a successful communication within the retail industry and as a result 
many of the non-personal communicational tools are utilized by them, however, sometimes 
in a diverse practice as shown in figure 5.2.      
 

 
 
Regarding Mass media advertising the theory by Kaplan (2003) claims that, it is often the 
most used promotional tool and also the most visible one. Moreover, the tool is broad, 
meaning that it is good to create brand awareness, reach large target audiences, help brands� 
to positioning and build brand images and finally it is also an adjustable tool. In the case of 
Kappahl they agree by stating that Mass media advertising is an important part in their 
communication mix and therefore plays a central role in their strategy as a whole. Kappahl 
especially apply newspapers since they believe that its reach is wide and also reaches their 
specific target group. Additionally, Kappahl employs newspapers since they feel that it is 
fairly cheap and has short delivery times. When it comes to the other parts within Mass media 
advertising, magazines are second-hand to Kappahl since magazines have quite long delivery 
times and are therefore more complicated to use than regular newspapers. TV and radio are 
rejected by Kappahl on the grounds that those tools are more strategic than tactical, which 
today is Kappahl�s focus. When it comes to the final tool within Mass media advertising, out 
of home advertising, Kappahl arbitrarily uses it. The limited extent for Kappahl concerning 
out of home advertising in Sweden is based on that their competitors employs the approach as 
their main tool. Overall, Kappahl supports the theory of Mass media advertising by 
employing newspapers, out of home advertising and magazines. However, Kappahl uses 
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Mass media advertising in a limited extent since they do not employ TV and radio as 
promotional tools.   
 
The theory by Kaplan (2003) states that Specialty advertising has the primary use to work as 
a reminder and to motivate customers, often by the use of newspapers, magazines, TV, radio 
and out of home advertising. However, Kappahl see specialty advertising from a different 
perspective than the theory. Instead of using the main tools from Mass media advertising to 
remind and motivate the customers, they employ contests to attract and lure customers into 
the store; as a result the wanted traffic in the store will appear but the theory is though 
weakened.    
 
Public Relations defined by Galloway (2004) and Duncan (2002) are considered as a very 
broad area aimed at affecting the opinion of the public and stakeholders. PR have the ability 
to deliver message credibility and it is also for that reason PR is considered as one of the 
fastest growing tool. The primary use of PR besides managing relationships with customers 
and stakeholders is to monitor public opinions and to create and maintain goodwill. Kappahl 
specifically focuses on two parts within PR, publicity and charitable donations which are 
aimed at improving Kappahl�s reputation and credibility. Additionally, publicity and 
charitable donations provides Kappahl with the right to use the name of collaborators which 
also generates goodwill. Consequently, the theory is supported but employed in a limited 
extent.   
 
Duncan (2002) claims that Marketing Public Relations focuses more on customers and 
prospects and on complementing other marketing efforts than PR. MPR is foremost used to 
build brand credibility, make announcements regarding products and also used to contact 
difficult-to-reach target audiences. Moreover, MPR is especially effective when launching 
new products. Kappahl uses MPR extensively and utilize on an outside agency which handles 
all press contacts and are also responsible for the press kits and showroom. Kappahl also has 
press shows and a website that act as informative parts. On the other hand, Kappahl�s website 
does not hold all technical features, such as supporting e-commerce, still, e-mail is seen as a 
very important part within MPR, with the purpose of speeding up all communication, both 
external and internal. Consequently, the theory is supported but employed to a restricted 
degree.   
 
Srini & Andersson (1998) and Duncan (2002) states that Sales Promotion encourages action 
by providing extra values to an offering aimed at gaining direct impact on customer behavior. 
SP is often used to reward customers for their loyalty and to push customers to take action. 
Kappahl acknowledges SP as one of their most vital communicational tools. In the case of 
Kappahl, SP are foremost used in the form of membership cards which allows for mass 
distribution of for example, coupons, special offerings, money off and price discounts.  
Additionally, bonus packs are also used to some extent with the purpose of rewarding their 
customers. Kappahl´s way of looking at SP supports the theory, however, they do not utilize 
on all of the elements included in SP.    
 
According to Gabrielsson & Johansson (2002) and Duncan (2002), merchandizing has the 
purpose to promote in-store and to create a promotional atmosphere. Kappahl states that they 
do not use merchandizing, nevertheless, they use point-of-purchase materials extensively. 
The point-of-purchase materials can be described as in-store display materials, created to be 
attention getting. Kappahl agrees with the theory and claims that the store would loose its 
atmosphere and their overall image would also be less clear for the customers. There are 
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many point-of-purchase materials used by Kappahl, which are developed in accordance with 
all advertising and SP materials. As a result the theory regarding merchandizing is weakened 
since Kappahl states that they do not utilize on it, however, the theory concerning point-of-
purchase is supported on the grounds that it is seen as a very important element and 
extensively used, though not all elements suggested by theory.    
 
According to Duncan (2002) packaging is most of the time seen as a container, however, it 
also brings out the message about the product and the brand�s selling points. Packaging also 
shows the brand�s identity and image and can bee seen as the last advertisement a customer 
come in contact with. Kappahl do not have containers on their products, however, they utilize 
packaging on their labels and bags, which harmonize and share the same characteristics with 
the other communicational tools. Consequently, the theory concerning packaging is 
supported but used from a retailer perspective.   
 
The last non-personal communication tool suggested by Duncan (2002), is licensing which 
deals with the sales of some kind of right to a licensee, this is done in order to increase 
brand�s visibility and to enter new markets. Kappahl has during the autumn of 2003 for the 
first time utilized licensing since they bought the right to sell U.S. Polo Association. The 
reason behind becoming a licensee is because Kappahl felt the need to make their male 
customers recognize a specific brand and also be associated with safety and high quality. Due 
to Kappahl�s utilization of licensing, the theory is supported.      
 
According to Smith (1998) tactical timing is about having a strategy to follow and utilizing 
tools at specific times in order to reach a company�s specific objectives. Kappahl states that 
they do not divide the use of tools depending on season, they continually over the year work 
with communication. However, they do acknowledge that they during big holidays such as 
Easter, Christmas, and school holidays put more emphasis on their communication in order to 
be more persuasive and be heard in the enormous amount of clutter which are apparent in 
those times. Consequently, since Kappahl take into consideration the tactical timing, the 
theory is supported which table 5.1 illustrates in more detail. 
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5.3  Within-Case Analysis of Kappahl�s IMC Benefits 
In the conceptual framework, specific benefits are presented in more detail and they are a 
result of employing IMC (Smith, 1998 and Kim, 2001). Kappahl states that they utilize on 
these IMC benefits (illustrated in figure 5.3), however, in various degrees.  
 

 
 
Smith (1998) states that, competitive advantages occur as a result of IMC, due to the fact that 
IMC combines the image of the company, starts a dialogue or relationship and also nurture 
existing relationships. Kappahl feels that they gain a competitive advantage by using IMC 
since they in their process work with membership cards and other market analyses, as a result 
they become knowledgeable regarding their customers. Moreover, Kappahl believes that they 
by having good knowledge about their customers they thereby can fulfill customer needs 
better and also build better relationships. Kim (2001) claims that IMC creates consistency of 
messages, however, Kappahl agrees but pinpoints that it is not so easy to create consistency 
of messages since they have three separate fashion areas which are aiming at a very broad 
spectrum of customers. Another benefit suggested by Kim (2001) is that companies will have 
creative integrity when performing IMC. In the case of Kappahl they believe that creative 
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integrity is important and also comes as a result of IMC, though, Kappahl buy the creative 
part from an outside agency because they want to ensure that clarity and consistency of the 
company image is maintained.  
 
Kim (2001) specifically pinpoints towards that better communication will arise from 
successful IMC which Kappahl definitely has witnessed through their successful IMC 
implementation all through their international locations. Connected to better communication 
through IMC is the benefit of saving time, money and stress, discussed by Smith (1998), 
which will come as a result of the increased effectiveness within an organization utilizing the 
concept. When Kappahl looks at these three suggested benefits, they claim that they foremost 
save time via their planning and development of strategies, which also in turn leads to less 
stress within the organization together with reduced costs. Another benefit suggested by Kim 
(2001) is the reduced media waste, which Kappahl have seen as an important benefit of IMC. 
Additionally, Kappahl believes that by matching the communication mix to the preferences 
of the target group, the media waste will be reduced and a greater marketing precision 
obtained. Moreover, IMC boosts sales and profits, increases operation efficiency and 
successful savings, together with a greater sales impact, will all come as a result of IMC, 
according to Smith (1998) and Kim (2001). Kappahl agrees by stating that they via their soft-
value and money-value knowledge about the customers along with reduction of time help to 
boost the sales and profits. Kappahl also feels that operation efficiency and successful 
savings are a fact, especially in the long-run since IMC is control which in turn means 
savings. Finally, Kappahl states that by having a consistency of message, time and money 
savings leads to greater impact of sales. Overall, Kappahl supports all theoretical benefits by 
utilizing them in various degrees.    
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6  Findings and Conclusions  
This final chapter will present the findings and conclusions, as a result, the answers to the 
earlier stated research questions in chapter one will be provided. For each research question 
the findings and conclusions will be answered in separate sections. The chapter ends with 
implications for management, followed by implications for existing theory and ending with 
implications for future research.   

6.1  Research Question One: How Can the IMC Process be 
Described?   
The most significant difference that we have found is that the IMC process is not a step-by-
step process.  Instead the process can be described as being more of a list of vital parts which 
does not follow any specific order. Additionally, the list is necessary to accomplish in order 
to be successful with the integrated marketing communication and overall business efforts. 
The most likely reason for why the IMC process is not a flow is because the IMC Process 
theories are fairly new, leading to that companies often have not completely included IMC in 
their daily work, though they are constantly learning and evolving from the market. 
 
When it comes to appointing a director responsible for the company�s persuasive efforts, we 
found that it is of great importance to have such a person in order accomplish stability within 
the organization, having centralized planning and shared performance measures. Regarding 
the hiring of team players, it is also of great importance, since companies often today work in 
projects, more specific in a high pace, which in turn leads to the significance of having 
people that likes to develop their ideas with others and share responsibilities.  
 
We discovered that databases also play a significant role on the IMC list due to the fact that 
databases provide important details on the market, the competitors and the customers. 
Databases in turn also create the base for SWOT analyses but we found that they are utilized 
in a greater extent and provide more details than the theoretical SWOTs. We also discovered 
that the more advanced SWOT analyses are often purchased from external agencies, monthly 
and quarterly. Regarding the analyzing of targets and relationships, we found that both 
qualitative and quantitative research methods are employed and which also act as the base for 
company�s future tactical decisions.   
 
Another finding is that determining MC objectives are considered as a natural part of the IMC 
list, often described in terms of statistics. Connected to MC objectives is another finding, 
which deals with the development of strategies and rationales. The finding is that strategies 
and rationales often are developed via market-plans and sales-plans, yearly and quarterly.  
 
When it comes to the message development and delivery, we found that the creative part is 
bought, nevertheless, the design and delivery are co-decided between the company and the 
creative external bureau. We also discovered that the message should be in accordance with 
the company�s image. Another issue is the budgeting, which we found not to be fixed due to 
the fact that alterations might be necessary, depending on what happens on the market and 
what activities that are current. Linked to the budgeting is the finding regarding timing and 
scheduling which we discovered to be of great importance within the IMC list, since 
companies� are influenced by trends, holidays, competitors activities and money-out from 
customers. A big difference which we have come across is that test marketing of the MC 
mixes are not employed at all, instead past information is what guides the company. 
Regarding the two last steps in the IMC list, create shared performance measures and 
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evaluation of effectiveness, we found that databases are of great importance and act as the 
system that they rely on. However, in the case of evaluation of effectiveness we also found 
that outside organizations provides both soft-values and money-values to the company in 
question.     
 
Based on the findings a new and improved IMC process evolves in the form of a checklist. 
This checklist should more specifically act as an important guiding tool when companies 
within the retail industry want to utilize IMC.    
 

 
 
After discussing how the IMC process can be described, the following specific 
conclusions emerge: 
 

! Our study found that the steps of the IMC process are not a linear process but are 
more of a checklist. 

! Our study found that SWOTs are more complex when IMC is implemented in the 
retail industry. 

! Our study found that test marketing of MC mixes is not used by the retail industry 
at all when utilizing IMC. 

6.2  Research Question Two: How Can the Use of Promotional 
Tools Within IMC be Described? 
Our study discovered that many of the non-personal promotional tools are utilized. Regarding 
the use of non-personal promotional tools our main discovery was that, mass media 
advertising is the tool that is considered as the base for all promotional activities. Concerning 
mass media advertising we found that especially newspapers were used in a great extent, 
since they are perceived as reaching many people, cheap and also has short delivery times. 
Additionally, we discovered that out of home advertising and magazines are used, though, 
not tactically and not with an integrated approach. Regarding out of home advertising we also 
found that it is used in a greater extent in Finland and Norway since the competitors in those 
countries focus on other promotional tools. We found that some mass media tools were 
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excluded: TV and Radio, on the ground that they are expensive, have long delivery times and 
are seen as strategic.  
 
Besides advertising, SP and point-of-purchase materials are the other main non-personal 
promotional tools which are seen as reaching retail customers the best. We found that 
membership cards play a vital role in SP, this since it allow for mass distribution of offerings 
and thereby pushes customers forward to take action and also are able to reward them for 
their loyalty. Additionally, we discovered that mass distribution takes the form of special 
offerings, coupons, price discounts, money off and bonus packs.  When it comes to point-of-
purchase materials we found that they are used in order to create an overall atmosphere and 
image of the store and company as a whole. Moreover, we saw that point-of-purchase 
materials are developed in accordance with mass media advertising as well as with SP 
materials.  
 
We discovered that the remaining non-personal promotional tools are used as support to the 
favored tools: mass media advertising, SP materials and point-of-purchase materials. 
Specialty advertising we found to take the form of contests, utilized in order to remind, 
motivate, attract and lure customers into the store. Another interesting thing that we 
discovered were that PR are foremost used to monitor public opinions, managing 
relationships with customers and stakeholder, all aimed at creating goodwill. Additionally, 
we also found that publicity and charitable donations are the two parts within PR that mostly 
are used due to the fact that they create goodwill. Marketing public relations were found to 
be extensively used and often managed with the help from an outside agency. The most used 
features of MPR is press kits, showrooms, press shows, websites (though not e-commerce) 
and e-mail.  
 
Merchandizing as well as packaging and licensing were found to be used, however, in a 
limited extent. Additionally, we discovered that merchandizing are seen as point-of-purchase 
materials and that packaging only include labels and bags, though, they should harmonize 
and have the same features as the other non-personal promotional tools. When it comes to 
licensing, we found it to be a new phenomenon, used to make male customers familiar with 
the brand and also make them associate the specific brand with safety and quality.       
 
We discovered that the non-personal promotional tools are used trough out the year with 
emphasis on big holidays. This is done through monitoring, meaning that companies keep a 
close watch on their main competitors in order to be more persuasive and heard at the market 
through the clutter.    
 
After discussing how the use of the promotional tools within IMC can be described, the 
following specific conclusions emerge: 
 
! Our study found that the most important non-personal promotional tools within IMC 

are mass media advertising, SP and point-of purchase materials. 
! Our study discovered that TV and radio are not important parts of the promotional 

mix within the retail industry. 
! Our study found that the competition at the Swedish market affect the choice of mass 

media advertising elements. 
! Our study found that specialty advertising is used in the form of contests in order to 

generate store traffic. 



Chapter 6     Findings and Conclusions 
 

 49  

! Our study found that marketing public relations are extensively used and often 
administered with the help from an outside agency. 

! Our study found that point-of-purchase materials are not a part of merchandizing.   
! Our study found that licensing is a new occurrence, suitable when a desire of luring 

and wooing customers to have a positive image of the company exists. 
! Our study found that the tactical timing of the promotional tools is mostly seasonal.  

6.3  Research Question Three: How Can the Benefits of IMC be 
Described? 
We discovered that all benefits will occur as a result of IMC. Competitive advantages are a 
result of having membership cards and market analyses, providing good knowledge about 
customers, leading to that better relationships are built and that customer needs are better 
met. Another benefit we discovered to be present when utilizing IMC is that it creates 
consistency of messages, however, this benefit is difficult to accomplish due to the fact that 
companies often have a very broad spectrum of customers. We found that creative integrity is 
another existing benefit which is considered as very important; therefore companies buy the 
creative part to ensure that the integrity is acquired.  
 
We found that a better communication will become a fact of successful IMC since everyone 
within the company knows what is going on. Another benefit closely related to a better 
communication is that companies will save: time, money and stress based on improved 
effectiveness through IMC. Additionally, we discovered that time is considered as the most 
saved aspect, followed by money that will be saved through less time spent and finally stress. 
Two other benefits which we discovered to be apparent are that IMC reduces the media waste 
and through the matching of the communication mix to the target group a greater marketing 
precision is obtained. We found that the benefit of boosts sales and profits are a fact when 
soft-values and money-values are employed and when time cuts are carried out. The two final 
benefits we discovered are operation efficiency and successful savings along with greater 
sales impact. We found that these two benefits will come as a result of the control which 
IMC provides which together with having a consistency of message provides savings in time 
and money and a greater impact on sales. 
 
After discussing how the Benefits of IMC can be described, the following specific 
conclusions become a fact: 
 
! Our study discovered that the more integrated companies are, the more competitive 

advantages will occur. 
! Our study discovered that the more integrated companies are, the more concise the 

messages will be. 
! Our study discovered that the more integrated companies are, the more creative 

integrity will arise. 
! Our study discovered that the more integrated companies are, the better the 

communication will be. 
! Our study discovered that the more integrated companies are, the more time, money 

and stress will be saved. 
! Our study discovered that the more integrated companies are, the more the media 

waste will be reduced. 
! Our study discovered that the more integrated companies are, the greater the 

marketing precision will be. 
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! Our study discovered that the more integrated companies are, the more boost in sales 
and profits will occur. 

! Our study discovered that the more integrated companies are, the more operation 
efficiency and successful savings will take place. 

! Our study discovered that the more integrated companies are, the greater the impact in 
sales will be. 

! Our study found that all benefits generating from IMC will result in savings in time 
and money.  

6.4  Implications for Management 
Today Kappahl states that they utilize IMC, the process, the non-personal promotional tools 
and as a result they also acquire the IMC benefits. However, we discovered that their process 
is more of a checklist than a regular process. We therefore suggest that a clear stated IMC 
plan should be created, a plan similar to an extensive marketing-plan. This would ensure that 
everyone within the company have an understanding for IMC, follow the same procedures 
when implementing IMC and also so that continual evaluations are made. Moreover, all this 
would end up with better communication, both with customers and prospects, but also 
increased effectiveness in all stages of the company�s business efforts. 
 
When looking at the non-personal promotional tools we discovered that all tools were used in 
one way or another. We therefore propose a rationalization and reorganization of the tools 
within the company, this to create the best communication mix with a small amount of 
money. In order to be able to make the rationalization and reorganization we believe that 
great knowledge in the IMC area is necessary and therefore studies in IMC and its various 
promotional tools are important. We believe that Kappahl should make use of TV and radio, 
even though their competitors are strong in those areas. To be more specific TV and Radio 
would be great complementary media tools to their main one, mass media advertising via 
newspapers, as TV and radio have the ability to have moving pictures and sounds to evoke 
feelings. Moreover, our most important recommendation to Kappahl concerning their non-
personal promotional tools is that they should extend their presence at the Internet as their 
competitors have done. Today their presence is limited, only out of an e-commerce 
perspective not the informative one. We therefore suggest that Kappahl should employ a 
more advanced website that support e-commerce, because that part would in the long-run act 
as a great marketing tool, and especially a sales effective one. If not Kappahl will be behind 
out of a technological perspective, since Kappahl´s target group are educated, they are 
familiar with technology issues and finally today�s technology is a great way to cut time 
which customers realize every day.  
 
When it comes to the benefits, we would like to recommend the management to become 
more familiar with all the existing benefits that occur as a result of IMC. Doing so help 
companies to recognize when they are doing something right, which in turn is good for the 
company. To better utilize on the benefits of IMC, we again suggest that companies should 
have a clear IMC plan and also a great knowledge where they keep up to date with the latest 
issues regarding IMC.  

6.5  Implications for Theory 
The purpose of this study was to gain a deeper understanding of how Integrated Marketing 
Communication is used strategically within the Swedish retail industry. In order to be able to 
explore the stated research purpose, the IMC process, the non-personal promotional tools and 
the benefits of IMC have been described. Our findings and final conclusions also confirm and 
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strengthen the already existing theories, however, at times our findings also weaken the 
theory since we come to the conclusion that IMC is not a process, instead it is a checklist. 
What also weakens the theory is that we have come to the conclusion that point-of-purchase 
materials is not a part of merchandizing and that MC mixes are not tested in advance. The 
data analysis and the findings have therefore led to the answering of the research questions 
and consequently, let us to begin to explain.  

6.6 Implications for Future Research 
Integrated Marketing Communication is a very broad area covering entire businesses and 
their way of doing communication. As a consequence to the very broad area, we have only 
looked at a very narrow field and therefore we suggest some areas to be further studied:  
 
! Look into the message of the communication process in IMC, both the creative part 

and its impact. 
! Another aspect of interest in the communication process is to look at how the receiver 

(customers) perceive IMC. 
! One could investigate the effect of noise in IMC. 
! Investigations could be made on how feedback is dealt with by IMC users. 
! Look into how the personal tools of IMC can be described.  
! How the drawbacks of IMC can be described. 
! Conduct cross case analysis of how companies in different industries implement IMC. 
! Investigate whether a larger sample of cases would give the same findings and 

conclusions. 
! Test the specific conclusions at the end of each research question above as hypotheses 

on a much larger sample. 
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Intervjuguide- Svensk Version 
 
Bakgrunds Information 
 
A. Respondenten 
 

1. Namn? 
2. Befattning? 
3. Anställningstid i företaget? 

 
B. Företaget 
 

1. Historia? 
2. Antal anställda? 
3. Konkurrenter? 
4. Omsättning? 

 
 
IMC är ett marknadsförings kommunikations planerings concept som värdesätter det extra 
värdet av en utförlig plan som utvärderar den strategiska rollen av att ha  en mångsidig 
kommunikations mix (t.e.x. annonsering, direkt reklam, sales  promotion och PR)...och 
kombinerar dessa aktiviteter för att tillföra klarhet, överrenstämmelse och maximal 
kommunikations genomslagskraft.   
 

! Överrensstämmer denna definition med er IMC tolkning? 
 
 
IMC Processen 
 

1. Beskriv er Integrerad Marknads Kommunikations (IMC) process? 
 
! Har ni utsett en ansvarig person för företagets kommunikations satsningar? 
! Anställer ni endast �Team players�? 
! Använder ni er av databaser för att få fram information om kunder och prospekt? 
! Använder ni er av nulägesanalyser (SWOTs)? 
! Utvärderar ni olika målgrupper och relationer? 
! Sätter ni upp marknadskommunikations mål? 
! Utvecklar ni strategier och logiskt förankrar dem i era marknadskommunikations mål? 
! Hur utformar ni era budskap och hur framför ni dem? 
! Hur budgeterar ni inom IMC processen? 
! Hur bestämmer ni när specifika aktiviteter ska bli placerade i medierna? 
! Testar ni era marknadskommunikations blandningar? 
! Har ni system som utvärderar era kommunikations aktiviteter? 
! Hur utvärderar ni effektiviteten av kommunikations aktiviteterna?  

 
2. Är det något gällande IMC processen som du skulle vilja tillägga? 
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Kommunikations Verktyg 
 

3. Beskriv era icke personliga kommunikations verktyg, samt deras fördelar och 
nackdelar?  

 
! Mass media Reklam:  

- TV, tidningar, magasin, radio, utomhusreklam  
! Specialty Advertising: 

- TV, tidningar, magasin, radio, utomhusreklam  
! Public relations:  

- Publicitet, intern företagskommunikation, seminarium, publikationer, lobbying, och 
välgörenhets donationer. 

! Marketing Public Relations:  
- Press releaser, publikationer, årsredovisningar, företags frågor, rekommendationer, 
filmer & videos, skyltmaterial, allmänna rundvandringar, press kit, press konferenser, 
media turer, media event, tal, möten och video konferenser, hemsidor, e-mail 

! Sales promotion:  
- Rabatter, bonus material, premiums, gratisprover, kuponger, pris marknadsföring, 
pris reduceringar, varu prover, tävlingar, kompensationer, medlemskort 

! Merchandizing 
! Point-of-Purchase materials:  

- Banderoller, loggor, fönster affisher, disk stativ, golv stativ, TV-monitorer, ljudband, 
hyll märken, mittgångs material, andra skyltmaterial redskap 

! Förpackning 
! Licensiering  
 
4. Hur integrerar ni verktygen med varandra? 
 
! Vilka verktyg integreras med varandra? 
! När integreras verktygen med varandra? 

 
5. Är det något gällande kommunikations verktygen som du skulle vilja tillägga? 

 
 
IMC Fördelar 

 
6. Vilka fördelar anser ni att det finns med att tillämpa IMC? 

• Konkurrensfördelar 
• Konsekventa meddelanden 
• Kreativ integritet 
• Bättre kommunikation 
• Sparar tid, pengar och stress 
• Reducerar media spill 
• Bättre marknadsförings precision 
• Förbättrar försäljningen och lönsamheten  
• Projekteffektivtet och besparingar 
• Bättre försäljnings genomslagskraft  
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7. Är det något gällande IMCs fördelar som du skulle vilja tillägga? 
 
 
Öppen Diskussion 
 

8. Är det någonting annat som du skulle vilja tillägga? 
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Interview Guide- English Version 
 
Background Information 
 
A. The Respondent 
 

4. Name? 
5. Position in the company? 
6. Tenure? 

 
B. The Company 
 

5. History? 
6. Number of employees? 
7. Competition? 
8. Turnover? 

 
 
IMC is a concept of marketing communication planning that recognizes the added value of a 
comprehensive plan that evaluates the strategic roles of a variety of communications 
disciplines (e.g., general advertising, direct response, sales promotion, and public 
relations)� and combines these disciplines to provide clarity, consistency, and maximum 
communication impact. 
 

! Does this definition agree with your IMC interpretation?  
 
 
The IMC Process 
 

1. Describe your Integrated Marketing Communication (IMC) process? 
 
! Have you appointed a director responsible for the company�s persuasive 

communication effort?  
! Do you only hire team players? 
! Do you use databases in order to obtain information about your customers and 

prospects? 
! Do you use SWOT analyses? 
! Do you evaluate targets and relationships? 
! Do you determine marketing communication objectives?  
! Do you develop strategies and rationales?  
! How do you develop your messages and deliver them?  
! How do you budget within the IMC process? 
! How do you determine when specific activities should be placed in medias?  
! Do you test your marketing communication mixes? 
! Do you have systems that evaluates your communication activities? 
! How do you evaluate effectiveness of the communication activities?  
 
2. Is there anything you would like to add about the IMC process?  
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Communicational Tools 
 

3. Describe your non-personal communicational tools together with their pros and 
cons?  
 
! Mass media Advertising:  

-TV, newspapers, magazines, radio, out of home  
! Specialty Advertising:  

-TV, newspapers, magazines, radio, out of home  
! Public Relations:  

-Publicity, corporate advertising, seminars, publications, lobbying, charitable 
donations 

! Marketing Public Relations:  
-News releases, publications, annual reports, corporate issue, advocacy, film & videos, 
displays, public tours, press kit, press conference, media tour, media event, speeches, 
meeting and video conference, websites, e-mail 

! Sales Promotion:  
-Money off, bonus packs, premiums, free samples, coupons, price promotions, price 
discounts, free goods, competitions, allowances, loyalty cards 

! Merchandizing  
! Point-of-Purchase Materials:  

-Banners, signs, window posters, counter stands, floor stands, TV-monitors, 
audiotapes, shelf signs, end-of-isle displays, special display rackets 

! Packaging 
! Licensing 
 
7. How do you integrate (tactical timing) the communication tools with each other? 
  
! Which tools are integrated with each other? 
! When are the tools integrated with each other? 
 
8. Is there anything you would like to add about the communicational tools? 

 
 
IMC Benefits 

 
9. What benefits do you think there are when implementing IMC? 
• Competitive advantage 
• Consistency of message 
• Creative integrity 
• Better communication 
• Saves, time, money and stress 
• Reduce media waste 
• Greater marketing precision 
• Boosts sales and profits 
• Operation efficiency and successful savings 
• Greater sales impact 
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10. Is there anything you would like to add about the benefits of IMC? 
 

 
Open Discussion 
 

11. Is there anything else you would like to add? 
 

 


