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ABSTRACT  
In today's fragmented media landscape it has become increasingly important for companies to 

differentiate their message from all the other competitors’ messages. Another challenge for 

companies is to find ways to strategically communicate their corporate values, both internally 

and externally, so that the values are perceived unitary by companies and their stakeholders. 

Furthermore, it can be said that countless media options are competing for people's attention; 

thus it is imperative for companies´ to find optimal channels to their target audience and keep 

a “red thread” throughout the diversity of channels to obtain a coherent brand perception. 

Hence, the purpose of this study is to gain a deeper understanding of how companies can 

integrate their marketing communication and how they manage the communication towards 

the external markets (according to the concept of IMC). Furthermore, a qualitative case study 

with the communication bureau Yours in Luleå was conducted to reach the purpose. 

 

The findings from this thesis show that in order for companies to be successful in their 

external IMC, they have to identify long-term customers which in turn will ensure wealth 

contribution to the companies. In summary, IMC can serve as a base to help companies make 

the correct strategic choices and managing business processes to a high standard, which will 

lead to success.  



SAMMANFATTNING  
I dagens fragmenterade medielandskap har det blivit allt viktigare för företag att differentiera 

sitt budskap från alla andra konkurrenters budskap. En annan utmaning för företag är att hitta 

sätt att strategiskt kommunicera sina kärnvärden, både internt och externt, så att värdena 

upplevs enhetligt av både företag och deras intressenter. Vidare kan det sägas att otaliga 

media-alternativ konkurrerar om människors uppmärksamhet; således är det viktigt för 

företag att hitta optimala kanaler till sin målgrupp och hålla en "röd tråd" genom hela paletten 

av kanaler för att få en sammanhängande syn på hur varumärket uppfattas. Därför är syftet 

med denna studie att få en djupare förståelse för hur företag kan integrera sin 

marknadskommunikation och hur de hanterar kommunikationen gentemot de externa 

marknaderna (enligt konceptet IMC). Vidare genomfördes en kvalitativ fallstudie med 

kommunikationsbyrån Yours i Luleå för att uppnå syftet. 

 

Resultaten från denna studie visar att för att företag ska lyckas med sin externa IMC måste de 

identifiera långsiktiga kunder som i sin tur bidrar till företagens välstånd. Sammanfattningsvis 

kan IMC sägas fungera som en stödjepunkt för att hjälpa företag att fatta de rätta strategiska 

valen och leda affärsprocesser till en hög standardnivå, vilket kommer att leda till framgång. 
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1. INTRODUCTION  
In this first chapter, a topic background and a problem discussion is introduced. It follows by 

a description of the purpose for this research, which leads to the research questions. Finally, 

the outline of the study will be displayed.  

1.1. BACKGROUND  
A challenge for organizations is to strategically communicate their corporate values, both 

internally and externally, so that the messenger and the receiver perceive the values unitary. 

Balmer and Greyser (2006) describe organizational values in terms of their connection to 

organizational culture, i.e. values are what build culture and they can be derived from beliefs 

about the company and its historical background and legacy. Bharadwaj, Varadarajan and 

Fahy (1993) share this view of organizational values being linked to organizational culture, 

and mentions that “strong culture hypothesis suggests that firms that have strong distinctive 

traits, values and shared belief patterns will outperform organizations that are weak on these 

dimensions” (p. 92). As described above, strategic communication is a wide term and the 

limited scope of this thesis demands delimitations. This thesis will focus on company´s 

external communication, since it is of interest to learn more about how companies manage the 

communication towards the external markets. Therefore, the pertinent factor to look for is the 

message to the company's stakeholders, more specifically, the customers. Hence, one of this 

thesis´ essential areas of interest can be referred to the Marketing Communication Process 

(Czinkota & Ronkainen, 2013), which is presented in Figure 1 below. 

 

Figure 1: The Marketing Communication Process 

SOURCE: Adapted from Czinkota and Ronkainen (2013) p. 424 



2 
 

The model presents the process and the elements when a marketing message is being sent. 

The elements most important to this thesis are as follow: 

 The sender of the message, which is the company itself,  

 the message, which is the core value(s) that the company want to get across through its 

marketing campaign(s), 

 the message channel, and  

 the receiver of the message, which are the customers to that particular company. (ibid) 

 

Additionally, when the receiver interprets the message it leads to communication outcome 

(e.g. higher brand awareness, increase in positive customer attitude, and increased sales) and 

the collection of feedback (e.g. via tracking Internet traffic flow) by the sender. Moreover, 

noise (e.g. language barriers and other cultural interferences) is in the middle of the model and 

affects all the other elements. (ibid) 

 

Another essential area of interest is Integrated Marketing Communication (hereafter, the 

concept will be referred to as IMC). The choice to delimit the thesis by focusing on IMC is 

natural, since integration of marketing communication is of high importance when delivering 

information about a company’s core values to external stakeholders. Hence, it is interesting to 

investigate how companies act to keep the essentials of the company in all parts of the 

communication path. Christensen, Firat, and Torp (2008) define integrated communications 

“as the notion and the practice of aligning symbols, messages, procedures and behaviours in 

order for an organisation to communicate with clarity, consistency and continuity within and 

across formal organisational boundaries” (p. 424). Jobber and Fahy (2009), state that the use 

of IMC can provide companies with a concordant corporate image, and position the brand in 

the consumer’s mind. Argenti, Howell, and Beck (2005) describe that many companies tend 

to think tactical and short-term, when communicating with key stakeholders, and that it is 

needed to add an integrated, strategic focus to the tactical performance to be able to compete 

successfully. However, it is not always an easy task to fully integrate communications. 

Christensen et al. (2008) mentions several problems, with the lack of horizontal 

communication (i.e. information interchange between organizational units regarding 

coordination of actions) as the most common issue. When different functions within an 

organization do not communicate properly, it makes it hard for employees to exchange crucial 

information regarding the organization´s target audiences. The hierarchical structures and 
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various groups of specialists (e.g. in the field of advertising), are also mentioned as inhibitory 

elements, when managers of marketing and communications are trying to generate horizontal 

communication. (ibid) Furthermore, it is suggested that organizations focus on the mechanics 

instead of processes when integrating communication functions, which signals that companies 

have a tendency to view integration as “a matter of structural organisation rather than a 

process through which the organisation and its members exchange and share experiences” 

(Christensen et al. (2008), p. 430). 

1.2 PROBLEM DISCUSSION  
When sending out a message, it can be done through different channels (e.g. radio, TV). The 

genesis of the concept of integration is to keep a “red thread” throughout the diversity of 

channels so that the audience of the advertisement receive and get a coherent perception of the 

message. Groom (2011) describes integration as a tactical conciliation of the demands from 

companies trying to attract their audiences, which is possible through a broader span of 

communication channels than in traditional advertising and public relations. It would be 

intriguing to find out what the communication channels are today and how the concept of 

IMC has further developed the range of channels throughout the past decades. Also, find 

objectives in IMC for the usage of these channels. Objectives can be defined as ‘targets’ or 

‘goals’ in a specific area. When a determination of specific objectives is made, it would be 

significant to investigate if the objectives achieved what they originally intended to. This 

leads the research towards the fact that companies strive for success, and in order “to be 

successful, a company needs to be more than just efficient, it needs to be effective as well” 

(Jobber & Fahy, 2009, p. 12). Jobber and Fahy (2009, p. 19) defines effectiveness as: “doing 

the right thing, making the correct strategic choice” and efficiency as: “a way of managing 

business processes to a high standard, usually concerned with cost reduction; also called 

‘doing things right’”. If a company is being efficient and effective at the same time, the 

company does well and it possesses prosperity, which is the optimal state for a corporation.  

1.3 RESEARCH PURPOSE  
To gain a deeper understanding of how companies can integrate their marketing 

communication and how they manage the communication towards the external markets 

(according to the concept of IMC). 

1.4 RESEARCH QUESTIONS  
RQ1: How can organizations´ external IMC be described?  

RQ2: How can the success of organizations´ external IMC be described?  
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1.5 OUTLINE OF STUDY  
The thesis consists of six chapters: introduction, literature review, methodology, empirical 

data, data analysis and lastly, findings and conclusions (as in Figure 2).  

Figure 2: Outline of study 

The introduction contains a background to the chosen area for this thesis, as well as a problem 

discussion of the thesis topic, which together form the purpose and lead to the research 

questions. In the literature review, previously conducted studies related to the research 

questions will be examined and a selection among these studies will constitute this thesis´ 

conceptual framework. Chapter three, methodology, will provide the reader with what type of 

research method that is being used, in the collection of data for this thesis. In chapter four and 

five, the data will be presented and analyzed. The final chapter displays findings and 

conclusions regarding the research questions. 

  

INTRODUCTION 
LITERATURE 

REVIEW 
METHODOLOGY 

EMPIRICAL 
DATA 

DATA ANALYSIS 
FINDINGS AND 
CONCLUSIONS 
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2. LITERATURE REVIEW  
The previous chapter examined factors important to the research area resulting in a research 

purpose and research questions. This chapter contains a review of pertinent studies related to 

the research area and the research questions. The Marketing Communication Process 

(Czinkota & Ronkainen, 2013) will serve as a supporting mean of presenting underlying 

factors regarding the use of strategic communication, and more specifically, as a mean to 

present theory regarding the area for the research questions, i.e. IMC. Finally, this literature 

review will be synthesized into a conceptual framework. 

2.1 The objectives of strategic communication (IMC) 
According to Schultz (2002) organizations “spend money on sales, marketing or 

communication, for only four reasons: (a) to acquire new customers, (b) to retain present 

customers, (c) to grow present customers and (d) to migrate those customers through the 

product portfolio” (p. 354). However, there are also other objectives for strategic 

communication. Andriopoulos and Gotsi (2000), describes how informal, internal 

mechanisms can strengthen the process of brand management in the creative industry (e.g. 

advertising agencies). They state that senior management more and more are faced “with the 

challenge to clearly define and communicate the brand values internally, to encourage 

employee identification with the corporate identity and enhance commitment, enthusiasm and 

consistent staff behaviour in delivering the core values and organisational objectives” (p. 

362). Furthermore, communication is suggested as one of the internal mechanisms that can 

enhance organizational creativity and help building a strong brand and a favorable corporate 

reputation. (ibid) 

2.2 RQ1: How can organizations´ external IMC be described?  

2.2.1 Sender and Receiver of IMC 

Stuart (1999) mentions corporate communication and integrated communication as important 

variables when handling the corporate identity management process. Stuart created a model 

that depicts the flow of communication between the internal entities of corporate personality, 

corporate strategy and corporate identity (these entities can be summarized and defined as the 

corporate core values). Subsequently, all these internal actions end with a message being sent 

to the corporation's stakeholders. Additionally, the model shows how feedback from external 

constituents affects the above-mentioned internal entities. (ibid) Andriopoulos and Gotsi 

(2000), and Stuart (1999) clearly have an internal focus on their research. Nevertheless, even 

if this thesis has its focus on the external communication it is of importance to mention the 
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internal communication as well, to provide the reader with a general understanding of how the 

internal and external communications goes hand-in-hand and affect each other. Stuart´s 

(1999) model is presented in Figure 3 below. 

 

 
 

Figure 3: Stuart´s model of the corporate identity management process 

SOURCE: Stuart (1999) p. 206 

 

The model shows the internal and external communication processes and the implications 

(e.g. feedback) when sending a corporate message (based on company values) to the 

stakeholders. The elements important to this thesis are as follow:  

 

Interpersonal, marketing and management communications are employed to convert the 

reality of the corporate core values into corporate images possessed by the diverse 

stakeholder groups (Stuart, 1999). Stuart (1998) defines corporate image as the accumulated 

perceptions by which a company is recognized. If the communication towards stakeholders is 

done in a cohesive manner, the corporate image should display the core values, i.e. the image 

will be perceived by stakeholders as a clear projection of the core values. (ibid) Cornelissen 

(2000) discusses the traditional model of corporate communication (e.g. Stuart, 1999) and 
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states that it postulates a linear connection between the corporate core values and the 

corporate image, i.e. it usually portrays corporate communication as organization-centered 

and from a sender perspective. Additionally, the traditional model ignores the fact that 

stakeholders can receive messages about the company from other sources than the company 

itself (ibid). Cornelissen´s research has a receiver perspective and hence, he defines corporate 

image as “a product of a multiple variable impression formation process located in the 

interaction of the stakeholder with messages from the organisation and related businesses, 

from various news media, and from other stakeholders through WOM [word-of-mouth]” 

(2000, p. 122). Balmer (2001) has with other members (identity scholars and practitioners) of 

the International Corporate Identity Group (ICIG) made a statement on the objectives of 

corporate identity management. ICIG mentions corporate values as one of the elements that 

can give a competitive advantage. Values are a part of the corporate identity and if the identity 

is well managed it enables coherence for the total corporate communication, thus giving an 

organization “an ability to attract and retain customers, achieve strategic alliances, gain the 

support of financial markets and generate a sense of direction and purpose” (Balmer, 2001, p. 

291). ICIG´s statement gives reason to believe that IMC can underpin or even constitute a tool 

for organizations´ identity building and ultimately, that it can help building strong bridges 

towards their stakeholders (ibid). Furthermore, Illia and Lurati´s (2006) research about 

stakeholder perspective on organizational identity finds organizations to “compare themselves 

with others whose feedback is integrated to decrease the discrepancy perceived between what 

the organization is and how it is perceived externally” (pp. 294-295).  

 

The corporate value/corporate image interface is explained by Stuart (1998) as the stage in 

the communication process where the core values transforms into the corporate image. If 

there is coherence between core values and image at this stage, it will allow and provide 

effectiveness when communicating the core values to stakeholders. Stuart describes what 

effective communication can look like and as examples of this she mentions a marketing 

communications strategy that has communication of the core values as its key focus. (ibid) 

The corporate value/corporate image interface is marked with a dotted line which is explained 

by Stuart (1999) with reference to previous studies indicating that the border to the interface is 

breaking down. 
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The corporate images are finally turned into a corporate reputation for the company which 

directs organizational performance and business survival (Stuart, 1999). Balmer and Greyser 

(2006) describe corporate reputation as customers´ perceptions of the corporate brand. 

 

Environmental forces have an impact on all areas of the model. Examples of this can be 

competitors´ actions and political, economic and legal influences (Stuart, 1999). The authors 

of this thesis concur with Stuart´s view regarding that the stated environmental forces affect 

the whole process. However, the main environmental forces of interest for this thesis are those 

that are referred to as ‘noise’ in the earlier presented Marketing Communication Process 

(Czinkota & Ronkainen, 2013). 

2.2.2 The beginnings of IMC 

During the process of creating the model of corporate identity management process, Stuart 

(1999) realized that marketing communication is in a state of change. She envisioned its 

development into integrated marketing communication since she saw “a growing awareness 

that marketing communication has not been sufficiently integrated with management and 

organizational communication, causing inconsistencies in perceptions of corporate identity” 

(p. 205). Stuart (1999) also noticed the favorable synergetic and economical aspects of such 

integration with the total corporate communication; marketing communication activities are 

usually extensive with a hefty budget and hence, it is important to make good use of its size 

and the invested money.  

 

Other researchers have continued where Stuart left off in 1999. Balmer (2001), talks about 

salient concepts when reviewing organizational matters concerning corporate core values. 

Balmer refers to corporate communication as such a concept. He states that a key question is 

to see if management, organizational and marketing communications (i.e. the total corporate 

communication) are integrated with each other and, furthermore, to see if they are integrated 

with regard to management, philosophy and process. He also talks about reviewing the 

organization to see if the total corporate communication coincides vertically and horizontally 

within and outside the organization. (ibid) With vertical communication Balmer (2001) 

includes the importance of congruence between corporate communication, corporate actions, 

performance and behaviors, and between third parties (i.e. stakeholders). The horizontal 

communication addresses the same functions as above, but Balmer adds that there also should 

be congruence over time (ibid). 
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2.2.3 The four pillars of IMC 

The integration-focused communication research of Stuart (1998) and Balmer (2001) can also 

be found in research conducted by Kliatchko. Kliatchko (2008) describes how the traditional, 

intrinsic-looking marketing communication approach has changed in the last couple of years 

and how it is substituted by the extrinsic-looking business process of IMC and its audience-

driven approach towards known prospects and consumers. Not reaching for the masses, the 

consumer focus of IMC can be characterized by its intention to reach individuals by relational 

marketing and consumer dialogue. The old-fashioned marketing view of reaching everyone is 

being replaced by targeted communications and IMCs adoption of marketing strategies based 

on differences in consumer behavior. Thus, IMC gives rise to more soft outcomes, indicating 

a shift from a materialistic marketing view (e.g. when marketers stress product features), to a 

process where marketers give prominence to psychological factors to provide customer 

solutions and consumer benefits. By its focus on solutions and benefits, IMC can be said to be 

more preoccupied with customer retention than customer acquisition, that is, IMC is all about 

building relationships and giving customers EVP (extra value proposition). IMC is fact-based 

marketing where the traditional 4Ps (product, price, place, promotion) have given way to the 

4Cs (consumer, consumer costs, convenience, communication). Another difference, from 

traditional marketing, is that the market research methods tend to concern behavioral and 

accountable measures compared to traditional market research which is usually based on 

attitudes (e.g. brand recall). Moreover, the discipline of IMC is keen to use new contact 

channels with consumers, e.g. digital and interactive media. (ibid) Furthermore, in 2005 

Kliatchko defined IMC as: "the concept and process of strategically managing audience-

focused, channel-centered, and results-driven brand communication programs over time" 

(Kliatchko, 2008, p. 140). However, Kliatchko proposes an improvement on the original 

definition because of the impact that digital technology recently made in the field of 

marketing communications. Therefore, the never, revised definition states that: "IMC is an 

audience-driven business process of channels, and results of brand communication programs". 

(Kliatchko, 2008, p. 140).  

 

In the following paragraphs a presentation of Kliatchko´s work will be presented in greater 

detail. Kliatchko (2008) suggests that IMC is compiled of two primary elements: a business 

process that is audience-driven and the four pillars of IMC. The business process is displayed 

in Figure 4 below, followed by the display of the four pillars (in Figure 5 further below). 
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Figure 4: The four pillars and the business process of IMC 

SOURCE: Adapted from Kliatchko (2008) p. 145 

 

The four pillars of IMC that Kliatchko (2008) declares are: Stakeholders, Content, Channels, 

and Results. Below (in Figure 5), these pillars are shown together with the underlying 

elements of each pillar.  

 

 

Figure 5: Elements of IMC pillars 

SOURCE: Adapted from Kliatchko (2008) p. 152 
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A presentation of each pillar and its elements will be made in the following subchapters, 

followed by a presentation of the interplay between the four pillars of IMC (along with a 

description of the four levels of IMC).  

2.2.4 Stakeholders (Receiver) 

An organization and all of its relevant publics or multiple markets, that influence each other, 

are referred to as the company's stakeholders. The relevant publics can be audiences internally 

as well as externally, where the external audiences could refer to customers, consumers, and a 

diversity of units that are outside of the organization. Internal audiences on the other hand, are 

the units within the organization, for example employees and managers. In order to establish 

long-term relationships with the external audiences, and therefore receive profitability, 

companies have to effectively speak to the needs of the target markets. It is suggested that this 

could be done by the development of an integrated brand communication program, which 

would put the target market as the essential factor in the business process, which is a 

presumption for how external markets in IMC are being managed. (Kliatchko, 2008) An IMC 

brand communication program reaches successfulness if a veracious identification of 

customers and prospects are made. Kliatchko (ibid) refers to this as the term aggregation in 

IMC, which analyzes the corporate brand and its competitive environment along with the 

problems within that area. As mentioned above, an establishment of the IMC planning process 

is feasible by a thorough acknowledgement of customer-needs. Target markets or the 

collected targets (i.e. aggregates) are addressed through the help of a database containing 

customers’ demographics and transactional data, e.g. the purchase behavior of customers. A 

database management assists the company, to gain a profitable relationship with customers 

since they understand their specific needs, wants, behavior and values. It is important to point 

out that, managing stakeholders in IMC means to be responsive, listen and be keen on 

providing customers with their needs, rather than forcing or manipulating customers. In the 

long term, this will create a value for customers and therefore a value for the company as 

well. Companies also have to acknowledge stakeholders’ (e.g. customers’) dignity and moral 

standards when using IMC programs, since moral values affect the behavior of consumers. 

(Kliatchko, 2008) Groom (2011) also emphasizes the human aspect when he states that IMC 

is shifting “away from a toolbox approach toward an interpretive framework” (p. 148), 

suggesting that corporations´ need to obtain a more philosophical view when interpreting 

global communication contexts and processes (e.g. identity and brand development). Groom 

(2011), continues with an extensive description of this phenomenon: “Rather than just 
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providing tools for executing functional and consistent messaging, IMC becomes a necessary 

mode of engagement for companies who desire to remain nimble, agile, and responsive in 

crisis moments, as well as in the everyday campaign or strategy development processes.” (p. 

149). Groom continues with describing the essence of marketing as persuasion, and that 

communication can be seen as the overall area of persuasion in action. All this gives the 

assumption that communication, and therefore persuasion, will end up helping the core idea of 

integration. “To begin, it is helpful to note that the areas of emphasis covered by the umbrella 

term of ‘‘integration’’ (i.e. advertising, public relations, interactive marketing, direct 

marketing, etc.), have been studied in a number of different disciplines (e.g. business, 

journalism, mass communication, and corporate communication).” (Groom, 2011, p. 151). 

According to this fact, the work of IMC have to take into consideration all of these 

perspectives along with their limitations, which makes it challenging. As well, the 

persuasiveness in theory is not allied with the general emphasis on business fundamentally. 

The communicational and rhetorical aspect, along with the work of IMC, together binds a 

physical and philosophical relationship between the two. This provides IMC with the need to 

address social and ethical phenomenon, so the theoretical praxis of humanity will have a role 

in this as well. Meaning that, the mentality of a “greater way of thinking” will be functional if 

a consideration of the public presence of others takes place. (Groom, 2011) 

 

Furthermore, Groom (2011) states that human communication and action are frequently 

established by rival demands. In practice, this means that a story will provide people with the 

coordinates for a gathering of essential demands, in a particular time. The use of narratives in 

IMC enables a comprehension of the target audience, but it also serves as a tool for reducing 

the gap between theory and practice. (ibid) Groom (2011) suggests that “narrative 

understanding improves the possibility of truly integrated experiences because it privileges 

knowing from within communication and not from an abstract vantage point.” (p. 154). By 

using narratives, Groom (2011) suggests that IMC will constitute a philanthropic way of 

marketing, replacing the conservative “push-pull” way of marketing execution. The needs of 

clients, as well as the needs of clients´ audience, will be fulfilled by both organizations and 

clients gaining a worldly understanding through reason, reflection and action (Groom, 2011, 

pp. 157-158).  
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2.2.5 Content (Message) 

As previous paragraph incessantly indicates, an IMC program’s main objective is to create a 

content based on deep knowledge and understanding of aggregates (i.e. collected targets). The 

content has to be based on more than traditional marketing descriptors (e.g. data regarding 

demographics and psychographics), so managers have to find the consumer ‘sweet spot’ in 

order to define the customer’s connection to the brand, and therefore gain an understanding of 

which content would appeal to the customer. (Kliatchko, 2008) Kliatchko (ibid) inform about 

two different contents in IMC: messages and incentives, where messages are a brand’s 

value(s) that are sent out to customers, and incentives “are short-term offers or rewards to 

consumers for having done something of value to both the firm and the consumer” (Schultz & 

Schultz 2004, cited in Kliatchko 2008, p. 147). Managers and marketers in IMC have to 

understand the dispersal of new media and channels in marketing communications (along 

with the decrease of the traditional ones), which contributes to the fact that consumers today 

have a choice in what they are exposed to (Misloski 2005). Audiences’ possess the control 

over which content they like to get, and are in charge of where and when they like to receive 

it. Jim Stengel (2004), states that traditional media are getting less response from consumers 

today than it did a few years ago, because of the usage of new technologies that give 

consumers more control over how and what they are exposed to. Kliatchko (2008) made a 

sectioning of content, as controlled or uncontrolled. “Controlled messages and incentives are 

planned and deliberated upon by the marketer and its communication agency, while 

uncontrolled ones are unpredictable and unplanned, such as those messages emanating from 

competition” (Kliatchko, 2008, p. 148). A content that is controlled has to be consistent and 

relevant in order to pursue a particular aggregate, moreover it has to “be creative, persuasive, 

respectful of the human person’s dignity” (ibid). The link between communication channels 

and the creation of messages (i.e. content) is that channels make consumers come across and 

recognize the brand, while content makes consumers purchase the brand (Chattopadhyay & 

Laborie, 2005). New phenomenon has developed, such as ‘participatory media’ or ‘citizen 

media’, which persistently reminds us of the importance of IMCs customer-centricity. ”In this 

era of personal media, audiences are no longer just receivers of media content but are 

simultaneously creators of their own content through texts, pictures, videos, music, and so 

on.” (Kliatchko, 2008, p. 148). Since personal media and user-generated content emerged 

(through e.g. blogs, podcasts, Facebook, YouTube, Twitter), the audiences are becoming 

younger and younger. Audiences today are enthusiastic about using these unorthodox 

channels (since they fit each individual’s personal need), and marketers utilize them 
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aggressively to get the content across. Therefore, marketers have to consider the ethical 

aspects and also handle problems with creating content in these media channels, e.g. 

proprietary, good taste, piracy and copyright, and trustworthiness of content. There is a 

difference in creating content today, compared to doing it the traditional way, as Figure 6 

displays. (Kliatchko, 2008) 

 

Figure 6: Content creation model 

SOURCE: Adapted from Kliatchko (2008) p. 149 

As shown in Figure 6 above, the media and marketer no longer have the linear paradigm of 

creating content and sending it out to the audience (i.e. the receivers). The unorthodox 

paradigm consists of an interaction of content from the media and marketer as well as from 

the audience, which both are functioning as creators and receivers at the same time. (ibid) 

2.2.6 Channels (Message Channel) 

Schultz & Schultz (1998) conclude that the IMC approach makes good use of our modern 

era´s expanded possibilities to communicate via multiple channels, i.e. marketing 

communications channels are no longer limited to merely include radio, TV and print. In fact, 

all channels are good channels, as long as they constitute potential contact points to customers 

and prospects (Kliatchko, 2008) and are relevant to and preferred by the target audience 

(Schultz & Schultz, 2004). Kliatchko (2008), states that IMC planning adopts a consumer 

perspective in order to choose the most effective (high relevance and preference) marketing 

channels when creating an integrated media plan. This is done by performing a brand contact 

audit in combination with reviewing the consumer´s ‘path to purchase’, which gives 

marketers an idea of which channels that are relevant and from which channels consumers 

prefer to retrieve firm- and brand specific information. Additionally, the audit can provide 

intelligence about how consumers wish to interact with the firm. Moreover, the discipline of 

IMC emphasizes the importance of accuracy when trying to reach audiences. Hence, the 

marketer’s initial move should be to discover customers´ preferred channels and secondly, 
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develop the content of the message (and not the other way around). IMC advocates media 

neutrality, meaning that advertising agencies are increasingly more neutral in their 

suggestions about media options for their clients and that they are more open to advertising 

solutions beyond the traditional toolbox, i.e. radio, TV and print. It is necessary to be media 

neutral considering today's fragmented media surroundings with heaps of media options all 

competing for people's attention, i.e. advertising agencies use IMC to find optimal channels to 

their target audience, despite the overall abundance of messages being sent in various media. 

(ibid) Moreover, the fragmented media surroundings give rise to simultaneous media 

exposure and in the prolonging, this exposure brings about a change concerning the media 

consumption habits of audiences (Schultz & Pilotta 2004; Schultz et al. 2005). One example 

of this changed behavior is when consumers randomly interact with several different media at 

the same time (Schultz and Pilotta, 2004). The simultaneous media exposure and the media 

consumption habits can be described as either ‘foreground’ media (consumers´ first choice 

medium) or ‘background’ media (consumers´ second choice medium) (Schultz & Pilotta 

2004; Schultz et al. 2005).  

3. RQ2: How can the success of organizations´ external IMC be described? 

3.1 Results (Communication Outcome) 

Kliatchko (2008) includes results as an element in the model of IMC pillars in order to reflect 

corporations´ everlasting demand for results or effectiveness and also, to highlight the 

difficulties of measuring results in the complex milieu of marketing communications. 

Historically, business organizations have measured their communicational effectiveness in 

relation to set objectives regarding its attitudinal effects (e.g. brand awareness) and outputs 

(e.g. scope and locus of the chosen media vehicle). (ibid) IMC introduces another way of 

financial measurements, namely measurement of behavioral responses (e.g. customers´ 

factual purchases) and outcomes (i.e. financial returns derived from the income flows of 

consumers) (Schultz and Walters, 1997). Hence, the core of IMC is accountability towards 

commercial results. The method of measuring the accountability is twofold and concerns 

customer valuation and the estimation of ROCI (return-on-customer-investments). With 

reference to the common assumption of companies having limited resources, the process of 

customer valuation helps marketing managers to get best value of their customer investments. 

This is done by concluding the worth of customers (or markets), hence identifying which 

aggregates (lucrative customers) that are best suited to devote corporate resources to. ROCI 

deals with determination and evaluation of returns and wealth contribution that originate from 
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investments made in the targeted selection of customers. (Kliatchko, 2008) ROCI can also 

help spotting paths for plausible growth and aggrandizement (Kliatchko, 2005).  

 

In conclusion, the above described measurement method safeguards effectiveness (‘doing the 

right thing’) and efficiency (‘doing things right’), i.e. it helps IMC programs to (1) identify 

aggregates and (2) ensure that these aggregates contribute to the business process with 

positive income flows/returns (Kliatchko, 2008).  

3.1.2 Interaction between the four levels and four pillars of IMC  

Kliatchko (2008) combines his findings about the four IMC pillars with the findings by 

Schultz and Schultz (1998), whose research concerned the establishment of four levels of 

IMC. Schultz and Schultz (1998) study gives a description of the different phases that 

organizations may experience when exerting integration, but it is underlined that these levels 

are not stringent with fixed borders. Quite contrary, some practices of corporations may 

stretch over several levels at the same time. However, if full realization of IMC is going to 

happen, corporations need to have competencies in each and every one of the four levels. 

(ibid) Additionally, all four pillars are more or less present in each of the four levels, but one 

pillar is more salient than the others at each level (Kliatchko, 2008). The interaction between 

levels and pillars is presented in Figure 7 below.  

 

Figure 7: Interplay of levels and pillars of IMC 

SOURCE: Kliatchko (2008) p. 153 

 

The interplay of levels and pillars of IMC, as displayed in Figure 7 above, will be described 

in the following subchapters.  
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Level 1: tactical coordination (content)  

Schultz and Schultz (1998) explain that the first level aims to coordinate all the elements of 

marketing communications in order to attain synergy and congruity in organizations´ outgoing 

communication. Nevertheless, the end objective at this level is to ensure optimal delivery and 

reception, i.e. the message (content) should be as clear and consistent as possible to give 

maximal communication impact. If this is done correctly, the target audiences (stakeholders) 

should receive a unified message and hence, integration at this point may be described as 

effective (results). (Kliatchko, 2008) 

 

Level 2: redefining the scope of marketing communications (channels)  

IMC holds an expanded view, meaning that it includes all marketing activities that can 

provide plausible contact points (channels) with customers (stakeholders) or prospects. The 

way of choosing optimal channels is to adopt a consumer perspective in order to find those 

channels that are relevant to and preferred by customers. Taking the consumer perspective 

helps marketers to develop and deliver pertinent messages (content) that connect effectively 

with the chosen customers. The IMC effectiveness (results) at level 2 is determined by how 

well the organizations connect and interact with the chosen customers at their preferred 

contact points. (Kliatchko, 2008) 

 

Level 3: application of information technology (stakeholders)  

This level connects with the IMC pillar stakeholders in that IT gives corporations a tool to 

understand and identify lucrative and pertinent customers by using databases that comprise 

empirical data. Database management may lead to a greater understanding of customers 

which enable organizations to create messages (content) that are better targeted. (Kliatchko, 

2008) Furthermore, a greater knowledge allow marketers to determine customers´ preferred 

contact points (channels) and facilitate the use of valuation tools and techniques for 

determining which customer groups are profitable and where possible expansion can be made 

in the future (Schultz & Schultz 1998).  

 

Level 4: strategic and financial integration (results)  

One might say that those organizations that find their way up to level 4 not only completely 

understand the concept of IMC, but also know how to put it into thriving practice (Kliatchko, 

2008). Hence, senior management´s main task at this level is to deal with organizational 
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alignment and allocation of resources, e.g. by analyzing the relation between returns and 

marketing communication investments (Schultz & Schultz 1998). The most important IMC 

pillar at this level is measurement of results, because if organizations are able to measure, and 

presumably attain, favorable return on customer investments, it indicates an ability to 

precisely determine and comprehend its most lucrative target aggregates and significant 

multiple publics (stakeholders). Additionally, this suggests that IMC managers at level 4 

master the skill of identifying relevant and preferred contact points (channels) of their 

stakeholders and that the interchange of purposive messages (content) have lead to an 

successful interaction between the parts. (Kliatchko, 2008) 

 

In the literature review, previously conducted studies related to the research questions have 

been examined in order to get a better understanding of the thesis topic, but also to enable 

development of “sharper and more insightful questions about the topic” (Yin, 2009, p. 14). In 

the next chapter, a selection among these studies will be presented, and additionally, it will 

constitute this thesis´ conceptual framework.  

2.2 CONCEPTUAL FRAMEWORK  
In this section, the conceptual framework is presented. After an extensive search of 

appropriate literature it was discovered that the works of Kliatchko contain the theories best 

suited to form this thesis’ conceptual framework (together with sources supporting 

Kliatchko´s theories). Hence, the selection of theories will be made by choosing those 

concepts of the four IMC pillars that are most relevant to this thesis’ problem area. These 

selected elements (theories) will form the fundament regarding the objective of eventually 

answering the research questions. Miles and Huberman (1994) declare that the content of a 

conceptual framework should comprise the study's key factors and variables, and also, how 

these variables are connected to each other. Furthermore, the framework´s composition can be 

arranged via a narrative or a graphical theme (ibid). The chosen key concepts concerning IMC 

have been operationalized to enable a collection of empirical data (based on the concepts). A 

graphical theme was developed to provide the reader with a clear overview over this study´s 

key factors and how they relate to each other. The concepts of IMC, their reference, and the 

operationalization will be presented in four tables in the following subchapter.  
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2.2.1 Operationalizing the concepts of IMC  
The research questions in this thesis relate to the field of IMC and focus on the external 

communication, the objectives of it, and the effectiveness that thrives from it. The overall 

purpose of the research questions in this thesis is to gain a deeper understanding of how 

companies can integrate their marketing communication and how they manage the 

communication towards the external markets (according to the concept of IMC). To enable 

the collection of data, an operationalization of the key concepts of IMC was executed and is 

presented in Table 1-4 below.  

 

Concept Reference Operationalization 

Stakeholders Kliatchko (2008) An organization and all of its 

relevant publics or multiple 

markets, that influence each 

other, are referred to as the 

company´s stakeholders. 

Internal and external 

audiences 

Kliatchko (2008), Andriopoulos & 

Gotsi (2000), Balmer (2001), 

Christensen et al. (2008), Groom 

(2011), Illia & Lurati (2006), Stuart 

(1998; 1999) 

Audiences – all those who see a 

company’s advertisement(s). 

Which could be subjects within 

the company (e.g. managers, 

employees), or on the outside 

of the company (e.g. customers, 

consumers). 

Multiple markets Kliatchko (2008), Groom (2011) Aim to each specific target 

market’s needs. 

Aggregation Kliatchko (2008), Andriopoulos & 

Gotsi (2000), Balmer (2001), 

Groom (2011), Stuart (1999) 

Collected targets, i.e. linking 

customers with the same needs 

together (into a target market). 

Needs, wants, 

behavior, values 

Kliatchko (2008), Groom (2011) Listen to the consumers’ 

expectations (instead of forcing 

or manipulating them). 

Database 

management 

Kliatchko (2008) Collection of empirical data 

about customers (e.g. purchase 

patterns). 

Long-term 

profitable 

relationship 

Kliatchko (2008), Balmer (2001), 

Stuart (1998) 

Create a value for customers 

and therefore a value for the 

company as well. 

Dignity of the 

human person 

Kliatchko (2008), Groom (2011) A customer’s moral standards, 

values and personal beliefs. 

Important factors to 

acknowledge in IMC programs, 

since these factors affect the 

customer´s behavior towards 

the company. 

 

Table 1: Operationalizing the concepts of Stakeholders 
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Concept Reference Operationalization 

Content Kliatchko (2008), Chattopadhyay & 

Laborie (2005) 
Content is what makes the 

customers purchase the 

brand. 

Consumer insights Kliatchko (2008), Groom (2011), 

Stengel (2004) 

 

A deep knowledge and 

understanding of the 

consumer. Find the 

consumer’s ‘sweet spot’ and 

therefore gain an 

understanding of which 

content that would be 

appealing to the consumer. 

Messages and 

incentives 

Kliatchko (2008) (Schultz & Schultz 

2004, cited in Kliatchko 2008 p. 147) 

Messages: are a brand’s 

value(s) that are sent out to 

consumers. Incentives: “are 

short-term offers or rewards 

to consumers for having done 

something of value to both 

the firm and the consumer”. 

Controlled/ 

uncontrolled 

Kliatchko (2008), Cornelissen (2000), 

Stuart (1999) 

Controlled contents are 

planned in advanced by 

marketers, and uncontrolled 

contents are unplanned and 

unpredictable (e.g. originate 

from competition). 

Ethical 

considerations 

Kliatchko (2008), Groom (2011) Marketers are aggressive to 

get the content across, 

without thinking about e.g. 

the younger audiences that 

see it as well. Other problems 

(with creating contents) are 

proprietary, good taste, 

piracy and copyright, and 

trustworthiness of content. 

 

 

 

 

 

 

 

 

Table 2: Operationalizing the concepts of Content 
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Concept Reference Operationalization 

Channels Kliatchko (2008), 

Chattopadhyay & 

Laborie (2005) 

Channels are the way to make consumers 

come across and recognize the brand. 

Multiple channels Kliatchko (2008) Channels are no longer limited to merely 

include radio, TV, and print. 

Contact points/ 

expanded view 

Kliatchko (2008) Where customers get in touch with a brand. 

Relevance/ 

preference 

Kliatchko (2008) Relevance for the target audience as well as 

ascertain channel preference. 

Above-the-line/ 

below-the-line 

Kliatchko (2008) Above-the-line promotion is when you target 

the masses with your promotion, e.g. by TV-

commercials, and below-the-line promotion is 

when you target specific groups, e.g. by e-

mail. Below-the-line could therefore be seen 

as more efficient and cost-efficient than 

above-the-line promotion. 

Non-traditional 

channels 

Kliatchko (2008), 

Groom (2011) 

Taking an IMC approach means that 

marketing communications channels no longer 

are limited to merely include radio, TV, and 

print. 

New media/ 

digitization 

Kliatchko (2008) Marketing communications channels are no 

longer limited to radio, TV, and print, 

therefore IMC makes good use of new media/ 

digitization. 

Media neutrality/ 

synergy 

Kliatchko (2008) Neutral in their suggestions about media 

options for their clients, because the payment 

is a fixed fee instead of a commission. 

Therefore, advertising agencies are more open 

to advertising solutions beyond the traditional 

toolbox (i.e. radio, TV, and print). 

Fragmentation/ 

proliferation 

Kliatchko (2008) A lot of media options all compete for 

people´s attention. Advertising agencies use 

IMC to find the best way to send out messages 

to their target audiences, in order to get their 

message across among all the other messages 

sent out. 

 

 

 

 

 

 

Table 3: Operationalizing the concepts of Channels 
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Concept Reference Operationalization 

Results Kliatchko (2008) Results are included in the model to 

reflect corporations´ everlasting 

demand for results or effectiveness. 

Financial 

measurements  

Kliatchko (2008) Effectiveness according to the traditional 

model was based on seeing the effects of 

communication (e.g. brand awareness, 

brand recall). On the other hand, 

effectiveness according to IMC, consists 

of behavioral responses (e.g. what 

customers actually bought) and outcomes 

(i.e. income generated from consumers). 

Behavior-based 

measures 

Kliatchko (2008) Measurements in IMC consist of 

behavioral responses (e.g. what customers 

actually bought) and outcomes (i.e. 

income generated from consumers). 

Customer valuation Kliatchko (2008) Customer valuation is a way of seeing the 

worth of customers to know which 

customers are best to invest money in. 

ROCI: income 

flows/ returns 

Kliatchko (2008) ROCI (return-on-customer-investments) 

deals with deciding and then seeing if 

returns from customer investments are 

bigger than the money invested in it. 

Wealth contribution Kliatchko (2008) ROCI can help spotting paths to wealth 

for the organization. 

 

 

The key concepts of IMC are defined (based on the four pillars and their underlying 

elements), as displayed in Table 1-4 above. It is these concepts that will be the conceptual 

framework for this study and constitute a base for the interview guide in order to answer the 

research questions in the end of this thesis.  

 

In this chapter an examination of relevant literature for the thesis topic was made, leading to 

the construction of the conceptual framework and an operationalization of the key concepts of 

IMC. Essentially, this chapter provided the reader with information about what the authors of 

this thesis will collect data on. The next chapter, regarding methodology, will describe how 

the data will be collected. Moreover, the choices of relevant methods for this study will be 

motivated.  

Table 4: Operationalizing the concepts of Results 
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3. METHODOLOGY  
This chapter will provide the reader with what type of research method that is being used in 

the collection of data for this thesis. A description on each step of the research methodology 

will be given in the following subchapters: Research Purpose (3.1), Research Approach (3.2), 

Research Strategy (3.3), Data Collection (3.4), Sample Selection (3.5), Data Analysis (3.6), 

and Quality Standards - Validity and Reliability (3.7).  

3.1 RESEARCH PURPOSE  

Saunders, Lewis and Thornhill (2009) state that there are three ways to categorize the purpose 

of a research, namely exploratory, descriptive, and explanatory classifications.  

 

An exploratory study is especially beneficial when the researcher is uncertain of the 

investigated problem´s exact character, i.e. the researcher can use an exploratory study to gain 

a better understanding of a problem. There are three main ways of carrying out exploratory 

research: (1) conduct a literature review, (2) interview persons with expert competence in the 

chosen research topic, and (3) use focus groups to obtain information. (ibid)  

 

The intention of descriptive research is to render a precise image of individuals, occurrences 

or situations; this requires a good pre-understanding of the research subject before you do the 

data collection. One way to view descriptive research is to see it as an instrument to achieve 

something else, i.e. in the end, descriptive research helps a scientist to explain a phenomena. 

Studies that utilize both description and explanation are called descripto-explanatory studies. 

(ibid)  

 

The explanatory research is employed when a researcher wants to determine and explain 

causal relationships between the investigated variables of a situation or a problem. (ibid)  

 

Saunders et al. (2009) state that a research project may have several purposes. This fact can be 

noted in this thesis, since all viewpoints regarding research purpose will be utilized. The 

exploratory outlook is used when interviewing experts in marketing communication and by 

conducting a literature review regarding strategic communication (IMC). Furthermore, you 

may say that discussing this thesis´ contribution to theory (in chapter six) is an exploring 

activity. The explanatory aspect of this thesis is visible when answering the research 

questions. However, since the research questions are of a descriptive nature (as well as the 
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overall purpose) it is fair to say that the research focus for this thesis will be essentially 

descriptive with certain exploratory elements.  

3.2 RESEARCH APPROACH  

Eriksson and Wiedersheim-Paul (2006) state that the research work differs significantly 

depending on whether you use empirical data as a starting point (an inductive approach) or if 

you begin your work by utilizing existing concepts and theories (a deductive approach). The 

deductive process can be described as having a theory as origin, then a hypothesis or model is 

developed out of that theory. After that, the hypothesis are tested through studying empirical 

“realities” in order to, either confirm the hypothesis, or reject the hypothesis and then perform 

a revision of the theory. (ibid) In this thesis, a deductive approach will take place, because the 

research questions (and the questions in the interview guide) are based on existing theoretical 

concepts.  

 

Moreover, when approaching a research, it could be done in either a quantitative or a 

qualitative way. The following sections will describe the difference between the two, as well 

as declare which approach this research will have.  

 

The quantitative research approach provides the researcher with an objective and general 

knowledge (Eriksson and Wiedersheim-Paul, 2006). It is positivistic, meaning that it can be 

confirmed by our senses and that it produces numerical data. The qualitative research 

approach is the other one and it focuses on subjective terms (e.g. dilemmas and decisions). 

(ibid) Miles and Huberman (1994) describe how the qualitative approach produces data that 

can enable deep knowledge about a specific case. This gives the researcher a good possibility 

to understand ulterior factors in a narrow context, i.e. the richness and holism of qualitative 

data can facilitate the explanation of complex situations. Data collected in a qualitative way 

will have a focus on the meanings people put on the occurrences and processes within their 

lives. (ibid) 

 

Due to the fact that this research will explore a complex communication process, a qualitative 

research approach is best suited to support profound intelligence in order for this thesis to 

deliver deep knowledge about the concept of IMC.  
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3.3 RESEARCH STRATEGY  
According to Yin (2009) there exist six different research strategies to obtain data: 

experiment, survey, archival, analysis, history, and case study. Moreover, there are certain 

conditions that determine which method to employ. The three conditions are as follow: (1) 

“the type of research questions 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” (Yin, 2009, p. 8).  

 

Based on these three conditions, this thesis will implement a case study as a research strategy. 

Yin (2009) states that a case study will provide the researcher with answers to research 

questions containing “How?” and “Why?” which matches the intention of this thesis’ research 

questions. There is no demand of control over what is going on in a case study and its focus is 

based on occurrences in present times. Furthermore, a case study is satisfactory in a research 

with many variables and few data points. (ibid) Hence, the case study meets all three 

conditions to constitute this thesis´ research strategy.  

3.4 DATA COLLECTION  
Saunders, Lewis, and Thornhill (2009) state that there are two categories of data: Primary 

data and Secondary data. With primary data, the researchers of the study will go out and 

collect the data themselves first hand, for example through questionnaires, interviews or 

observations. Regarding secondary data, the collection has already been done by previous 

researchers for another purpose (e.g. annual reports, documentation from old projects). 

Secondary data is less costly than primary data, since the information already exists and 

usually is easy to get access to, for example in form of a company report or sheets of statistics 

that easily can be reached through the Internet. (ibid) This research will focus on the use of 

primary data and only use secondary data to a minor extent (e.g. the annual report of Yours 

communication bureau).  The primary data for this thesis will be collected in the form of 

interviews, which is one of the six different sources regarding data collection for case studies 

(Yin, 2009). The other five sources are: documentation, archival records, direct observations, 

participant-observation, and physical artifacts. None of the six sources hold a vantage ground 

over the others, one might even say that they are strongly complementary and can be 

combined to make the case study more persuasive and precise. (ibid) However, due to 

restricted time, this thesis will only rely on interviews for the data collection. The 

disadvantage of only using one source is counterbalanced by interviews´ strength to provide 
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evidence about human affairs or behavioral occurrences (Yin, 2009), which are major parts of 

IMC. Furthermore, the data will be collected through semi-structured interviews, which is a 

type of interview that makes it possible for the researcher to vary the list of themes and 

questions that are to be covered during the interview session. The characteristics of this 

interview technique gives that the conversations with the interviewees at the selected 

company will be audio-recorded and that notes will be taken during the interview. Moreover, 

open questions will be used as this gives the respondents space to express themselves freely. 

(Saunders et al., 2009) Furthermore, an interview guide founded on this thesis conceptual 

framework will be employed during the interviews and each respondent will be interviewed 

separately and face-to-face. 

3.5 CASE AND SAMPLE SELECTION  

In this section a presentation and justification of case and sample selection will be made.  

 

Yours communication bureau (Yours kommunikationsbyrå i Luleå AB) is the case chosen for 

this study’s data collection. The company's core business is consulting services in marketing 

communication and the company has its headquarters in Luleå and a branch in Haparanda 

(Yours´ annual report, 2011/2012). Yours is a full service bureau with a focus on idea-based 

communication, which means that they aim for optimal marketing solutions regardless 

channels, technique or prevailing conventions. Furthermore, Yours has about 20 employees 

and their customers can be found in Norrbotten, Stockholm, and Finland. In conclusion, the 

results of Yours´ marketing projects can be seen in Northern Europe. (Yours´ webpage) 

 

As mentioned earlier, the overall research purpose for this thesis is to gain a deeper 

understanding of how companies can integrate their marketing communication and how they 

manage the communication towards the external markets (according to the concept of IMC). 

The reason for choosing Yours can be derived to the fact that they are experts in the field of 

marketing communication, i.e. experts in helping organizations and businesses to reach out 

with their message and ensure that the message is consistent with their core strategy. In short, 

Yours communication bureau is primarily applied as an instrument for understanding 

companies´ external communication process.  

 

Bae, Yoo, and Sarkis (2010) define outsourcing as “delegating the responsibility of a specific 

project or process to an outside third-party entity, a sub-contractor, a specialized firm, or even 
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an overseas production development unit, whether it is a product or service” (p. 329). The 

selected case - Yours, act as an outsourced communication department to its customers. 

Because of that, this research will have access to all of these companies, and the generated 

information will be analyzed for an understanding of how companies in general manage 

external IMC.  

 

In order to select relevant samples within Yours, a Non-Probability Sampling will be 

conducted (Saunders, Lewis, and Thornhill, 2009). This type of sample-technique is used in 

this thesis based on the following benefits:  

 Good to utilize when having limited resources,  

 enables generalization about a population (but not on statistical grounds), and  

 is better when studying new phenomenon that is not yet well understood (ibid).  

 

The method for performing a Non-Probability Sample, relevant to this particular study, is 

Judgemental Sampling (Saunders et al., 2009). A Judgemental Sample is a method used when 

the researcher finds the unit that is best fitted to answer the research question(s) (ibid). For 

data collection in this study, the researchers will conduct a Judgement Sample and choose the 

CEO of Yours, with the motivation that the CEO most likely possesses the overall view of the 

company’s operations.  

 

In order to get more validity to the study, more samples has to be implemented in the 

research; therefore a Snowball Sampling will be made. The perception is that the CEO of 

Yours in turn will be able to guide the researchers to representative employees in each area 

interesting for the research questions, all according to the theory of Snowball Sampling. (ibid)  

3.6 DATA ANALYSIS  
According to Yin (2009), a choice between four general analytical strategies should be done, 

before analyzing the data from a case study. These strategies are known as Relying on 

theoretical propositions, Developing a case description, Using both qualitative and 

quantitative data, and Examining rival explanations.  

 

Relying on theoretical propositions is the strategy that is advised and it is also the most 

common one. Essentially, the strategy is employed when the objectives and design of the case 
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study are based on already existing theoretical ideas and concepts and the intention of the case 

study is to compare new findings to prevailing theory. (ibid) 

 

Developing a case description can be employed when there is a need to develop a descriptive 

framework (e.g. if the researcher has collected large amounts of data without an initial plan on 

how to actually use the data). (ibid) 

 

Using both qualitative and quantitative data can be utilized as the overall analytical strategy 

when both types of data are relevant to the case study. (ibid)  

 

Regarding the next step; analyzing the data from a case study, Miles and Huberman (1994) 

state two forms of analysis that are relevant to choose from. A Within-case analysis is 

implemented in a comparison between the collected data and the theory used. A Cross-case 

analysis is implemented when comparing data in one case against data in other cases. This 

research is only focused on one case (Yours communication bureau), therefore, a Within-case 

analysis will be actualized. Furthermore, the data analysis will be made through three stages: 

(1) data reduction, (2) data display, and (3) conclusion drawing/verification. (ibid) 

Data reduction concerns the process of selecting, highlighting, clarifying, and transcribing the 

raw data into a more comprehensible format. Data display facilitates the organization of the 

reduced data and makes it possible to discover patterns/draw conclusions. Common displays 

are matrices and charts. The last stage, conclusion drawing/verification, emerges from the two 

previous stages, i.e. at this stage the researcher can begin to determine the meaning of the 

reduced data. (ibid) 

 

The authors of this thesis are depending on the analytical strategy of Relying on theoretical 

propositions, because the case study is founded on existing theory (e.g. scientific articles 

about IMC). Furthermore, data reduction will be made in chapter four by simultaneously 

follow the outline of the interview guide and summarize the essentials from the conducted 

interviews according to the RQs and the conceptual framework. Moreover, data reduction 

will also take place in chapter five, where data display will be used in form of a table showing 

the utilized theory for this thesis, further reduced empirical data, and a coding regarding the 

level of accordance with theory. The objective of this stage will be to find patterns, i.e. to seek 

patterns, present them, and see if they fit with existing theory by conducting a within-case 

analysis, but not make any conclusions. Conclusion drawing/verification takes place in the 
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final chapter by commenting on the discovered patterns, i.e. conclusion drawing by answering 

the research questions. Additionally, the reader will in the last chapter be provided with 

implications for theory and management, implications for further research, and the limitations 

for this study. 

3.7 QUALITY STANDARDS - VALIDITY AND RELIABILITY  
Yin (2009) describes four tests that address validity and reliability in research design and that 

can be used to judge the quality of the design. These four tests are as follow:  

 

 Construct validity deals with finding correct operational measures for the concepts 

being investigated. This type of validity can be obtained in the data collection stage by 

using multiple sources of evidence to establish a chain of evidence. Also, to increase 

the construct validity the researcher can have key informants reviewing outlines of the 

case study. (ibid) 

 

 Internal validity (only relevant for explanatory or causal studies) concerns the 

establishment of causal relationships between the variables of a specific situation or a 

problem. In the data analysis, the internal validity can be strengthened by doing 

pattern matching and explanation building. (ibid) 

 

 External validity concerns determining the field within, and to what extent a study´s 

findings can be generalized. When doing the research design in single-cases studies, 

the researcher can improve the external validity by using theory. (ibid) 

 

 Reliability deals with proving that the procedures, the findings, and the conclusions of 

a study can be repeated with equal results as the initial study. The objective is to 

minimize errors and biases and the researcher can utilize a case study protocol and a 

case study database to increase the study's reliability. (ibid) 

 

Regarding construct validity, several interviews will be conducted at Yours which will add to 

the construct validity of the study, meaning that even if there are not different sources of 

evidence, there will be several different views on the research topic, and together with the 

selected theory it will establish a chain of evidence after having performed the data analysis. 

Moreover, an operationalization will be made of the key concepts of IMC, which ensures that 
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relevant issues will be addressed during the data collection. Additionally, during the whole 

time close contact will be kept with the supervisor which continuously will review the 

progression of this thesis. The internal validity will not be considered, since this thesis’ 

research purpose neither is explanatory nor causal. The external validity is enhanced by 

collecting data based on a theoretical framework and then comparing the data to the 

framework. Due to the choice of a single case study and a relatively small sample selection it 

is difficult to say to what extent the findings of this study can be generalized. The reliability 

of the study is achieved via careful descriptions throughout the thesis, i.e. the detailed 

description regarding this thesis’s methodology and content makes it possible to repeat the 

study with equal results. Moreover, this study´s distinct conceptual framework and clear 

interview guide increases reliability by making it easy to get into the topic area and, also, ask 

the same questions. Furthermore, the interviews at the selected company will be audio-

recorded and notes will be taken during the interviews. The notes main function is to serve as 

a supporting base when transcribing the audio-recordings, but they will also be a back-up 

information system if the recordings would fail. Regarding the selection of the Judgement 

Sample, it is believed that the education in marketing will provide the authors of this thesis 

with appropriate skills to do a relevant selection. 

 

After having discussed issues concerning how to collect data for this thesis, a presentation of 

the collected data will be made in the next chapter, empirical data. 
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4. EMPIRICAL DATA  
In this chapter the respondents from Yours communication bureau will be presented. 

Furthermore, the collected data from the interviews will be presented separately according to 

respondent, research questions and conceptual framework. 

4.1 PRESENTATION OF THE RESPONDENTS 

As presented and justified in the methodology chapter, Yours communication bureau is the 

case chosen for the collection of data. All of the respondents are project managers at Yours 

and they all have many years of experience in the field of marketing communications. In the 

following sub chapters, the data collection will be presented according to respondent 1 

(project manager/Web Developer), respondent 2 (project manager/CEO), and respondent 3 

(project manager). 

4.2 RESPONDENT 1 

4.2.1 RQ1: How can organizations´ external IMC be described? 

Stakeholders 

Regarding the concept of internal and external audiences, respondent 1 mentioned that Yours 

think long-term and constantly “talk the same language” to everyone (internally and 

externally), so that they perceive the brand the same way. Next, the concept of Multiple 

markets was addressed by asking how companies are targeting different target market’s needs.  

The respondent gave emphasis to the use of a broader range of channels in order to reach all 

the different target markets’ needs, but he also added that this requires a huge budget. When it 

comes to aggregation, the interviewee stated that you identify customers´ needs and prospects 

by listening, taking in and understanding the company and its activity. He further added that is 

important to believe in the company’s core values and idea. The next item on the interview 

guide concerned the concept of Needs, wants, behavior, values, i.e. how to understand 

customers´ needs and behaviors. The respondent stated that Yours use material that describe 

the consumers and that they also ask questions in order to get to know the customers. 

Furthermore, he added that it differs from customer to customer, but basically it is all about 

understanding customers through their attitudes. Concerning the concept of Database 

management, the respondent was asked how Yours collect information about their customers´ 

purchase patterns and, also, how they collect data of their customers. The interviewee 

explained that they use a database based on what kind of customer it is (e.g. media databases, 

social media, focus groups). Regarding the concept of Long-term profitable relationship, the 
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interviewee was asked how Yours are creating value for their customers and how they are 

creating long-term relationships with their customers. The respondent stated that value is 

created by treating each assignment equally, i.e. take every assignment seriously and see the 

customers and they will get value from that. He further stated that trust is important to achieve 

long-term relationships and that trust is built by having fun together, i.e. exerting customer 

care is important as it will lead to value for the customers. The next entry on the interview 

guide concerned dignity of the human person and the respondent was addressed about how he 

can find out customers´ moral standards, personal beliefs, and values. The interviewee 

explained that you discover this by doing activities together with the customers; hence, you 

get to know them better. 

Content 

Regarding the concept of Consumer insights, the interviewee was asked how they are making 

content appealing to a customer. His answer revealed the importance of being honest, stand 

for what you are saying and position yourself. This interviewee further added the significance 

of showing customers that Yours like what they are doing (which will shine through) and 

speak to peoples´ hearts. The next item on the interview guide dealt with the concept of 

Messages and incentives and the question concerned what the short-term offers and rewards 

to consumers are. The respondent gave an example of short-term offers by explaining how a 

customer of Yours (a local food company) used to have advices and offers about their 

products in the grocery stores and now they have moved these kinds of activities to Facebook. 

He also added that advices and offers are all about seizing the moment. Furthermore, an 

example on short-term rewards was given, i.e. when Yours collaborated with a local house 

construction company they came up with the idea for this company to reward their customers 

by giving them the mandatory down payment, which the customers usually have to pay by 

themselves. Concerning the concept of Controlled/ uncontrolled, a question was posed to the 

respondent about how Yours are pursuing consumers that have the same particular needs. The 

respondent stated that they are a little bit more attractive than competitors. Furthermore, they 

use price differentiation and give out rewards. He further added that is important to find those 

nuances that connect to the target market. The next entry on the interview guide concerned 

ethical considerations. The respondent was addressed about how they are avoiding offending 

people with the content and how they are creating contents that are trustworthy. Furthermore, 

he was asked about what problems they encounter and what they have to consider when 

creating contents. The interviewee stated that Yours always try to avoid offending anyone, 
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e.g. by considering cultural adjustments of the content, like color adaptations in different 

countries. Regarding the creation of trustworthy content, the respondent stated that this was 

done by always telling the truth and think long-term. Concerning what problems Yours 

encounter and what they have to consider when creating contents the interviewee explained 

that problems are different on different markets, but in general there are problems with 

linguistics, that the product does not hold, and international differences.  

Channels 

Next, the concept of Multiple channels was addressed by asking how Yours is managing 

traditional marketing and if there any “tools” that he can use to make consumers see and 

know their brand, and also, how they are getting their messages out to people. The respondent 

stated that it is important to stand out and distinguish yourself from the crowd by thinking 

broad in all aspects. Furthermore, he said that even if they have the knowledge to produce 

content and send it out the traditional way (through radio, TV, print), he has noticed that the 

traditional channels are fading to leave place for the non-traditional channels (e.g. Facebook), 

which also provide Yours with customer feedback (which is important in order to keep 

existing customers).The next item on the interview guide dealt with the concept of Contact 

points/expanded view and the question concerned where customers can get in touch with a 

brand. The interviewee explained that this can happen exactly everywhere. Subsequently, the 

concepts of Relevance/preference and Above-the-line/below-the-line were directed by asking 

the respondent how they are deciding which marketing channels to use and how they find the 

best channel for a specific audience, and also, how they are doing to get out the message in an 

efficient and cost-effective way. The respondent explained that the channel has to be relevant 

to the target audience. Furthermore, he said that they use relevant channels depending on the 

range of the target audience (e.g. consumer or B2B). If it is a smaller group, Yours has 

meetings with them. A medium sized group, then Yours uses digitalization on the right places. 

If it is a bigger group, they use traditional media. The next entries on the interview guide 

concerned Non-traditional channels and New media/digitization. The respondent was asked 

about how the range of communicational channels has changed over time, and also, how 

digitization has affected the ways to send out messages. The respondent explained that it 

started with the traditional channels. He further stated that fifteen years back it was all about 

the web, but since about five years back mobile services are the leading communicational 

channels. The respondent further added that digital solutions have less impact on the 

environment and they are cheaper to produce and use. Regarding the concept of Media 
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neutrality/synergy, the interviewee was asked if there is any difference of doing advertisement 

on a flat fee, compared to doing it on a commission. The respondent explained that since 

commission is a more difficult model (more risks), Yours would in that case become partners 

with the company that they do the advertisement for (in order to have control over the 

commission). The next entry on the interview guide concerned Fragmentation/proliferation. 

The interviewee was asked how they are differentiating their message among all the other 

competitors’ messages. The respondent stated that it is important to be creative. Moreover, he 

said if you give a lot of time to the actual idea, it will make the creative work easier. 

Furthermore, he added that it is important to have competent associates. 

4.2.2 RQ2: How can the success of organizations´ external IMC be described? 

Results 

The concept of Financial measurements was addressed by asking the respondent how Yours 

is evaluating the effects of a marketing campaign. Respondent 1 stated that traditional media 

can be measured precisely but not good and new media can be measured easily since it is 

based on feelings. Concerning Behavior-based measures and Customer valuation, these 

concepts were directed by asking the respondent how they know which customers/ markets to 

pursue and that are worth to invest on. The interviewee explained that they look at future 

markets and that it is about financial aspects. Regarding the concept of ROCI: income 

flows/returns, the interviewee was asked how Yours are measuring ROCI (return-on-

customer-investments). The respondent explained that they use financial tools to measure the 

return on relations and he further added that they exert customer care despite the size of the 

customer. The last entry on the interview guide concerned the concept of Wealth contribution. 

The respondent was asked how they are identifying opportunities for expansion, and also, 

how they are using ROCI to expand their market. He explained that this was done by looking 

at sales orders and also via the strength of the sales group. He further added that they use the 

money from customer returns to invest in their brand and in skilled personnel so the 

customers are satisfied. In conclusion, the return-on-investments goes to the development of 

the business. 
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4.3 RESPONDENT 2  

4.3.1 RQ1: How can organizations´ external IMC be described?  

Stakeholders 

According to respondent 2, ‘storytelling’ is the way to make internal and external audiences 

perceive the brand the same way, meaning that all activities create a coherent story. Next, the 

concept of Multiple markets was addressed by asking how companies are targeting different 

target market’s needs. The respondent said that this was accomplished by research and 

planning, which leads to an understanding of customers. Regarding the concept of 

Aggregation, the interviewee concluded that long-term strategy and doing an analysis of the 

market are important factors when identifying a company’s customers’ needs and prospects. 

He further explained that making money is the superior goal (the superior need) for 

customers, since we live in a consumption society. Hence, it is important for Yours to have a 

high grade of innovation and competent personnel in order to meet this superior need. He also 

added that it is important to be truthful to customers and facilitate the meeting of customers´ 

needs by making sure that the employees of Yours are finding their work interesting; thereby 

the employees can evolve in their profession and meet their customers´ needs in a better way. 

The next item on the interview guide concerned the concept of Needs, wants, behavior, 

values, i.e. how to understand customers´ needs and behaviors. The respondent said that is 

important to have the guts to make decisions based on your knowledge, i.e. the working 

process is to take in knowledge about customers (e.g. via SIFO) and interpret it based on each 

chosen target audience. Concerning the concept of Database management, the respondent was 

asked how Yours collect information about their customers´ purchase patterns and, also, how 

they collect data of their customers. The interviewee explained that they do an analysis of 

target audience. Regarding the concept of Long-term profitable relationship, the interviewee 

was asked how Yours are creating value for their customers and how they are creating long-

term relationships with their customers. The interviewee explained that is important to make 

sure the customers have use of what they are getting, i.e. enhanced communication and 

development from the product/ service they receive. He also stated that is important to be 

open and that trust is built through personal contact. The respondent further added that how 

you deliver the product is very important for customer relationships, e.g. do not show that you 

are tired even if you are tired. The next entry on the interview guide concerned dignity of the 

human person and the respondent was addressed about how he can find out customers´ moral 
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standards, personal beliefs, and values. The respondent stated that values are as important to 

think of as money is. 

Content 

Regarding the concept of Consumer insights, the interviewee was asked how they are making 

content appealing to a customer. The respondent explained that everything from research to 

channel to delivery will awaken an interest from customers. Moreover, he stated that Yours 

learn from experience what works and what might not work, i.e. they look at consumption 

behavior. The next item on the interview guide dealt with the concept of Messages and 

incentives and the question concerned what the short-term offers and rewards to consumers 

are. The respondent summarized short-term offers by stating that offers generally is about 

solving problems now in order to solve problems in the future. Regarding short-term rewards 

he said that the main issue is solving the problem with a reasonable over delivery, i.e. Yours 

give their customers a little bit more than they initially expected. He further concluded that it 

is all about doing things as easy as possible for the customer. Concerning the concept of 

Controlled/ uncontrolled, a question was posed to the respondent about how Yours are 

pursuing consumers that have the same particular needs. The interviewee explained that 

Yours make a generalization of the target group in order to adapt the information. An example 

that was given was if a hospital needs more nurses it should do an ad aimed to nurses in 

general (not the specific specialist nurses that it actually needs the most). The next entry on 

the interview guide concerned ethical considerations. The respondent was addressed about 

how they are avoiding offending people with the content and how they are creating contents 

that are trustworthy. Furthermore, he was asked about what problems they encounter and what 

they have to consider when creating contents. The interviewee explained that using social 

channels are one way to find what is right. He further added that they follow regulations and 

avoid making questionable content. 

Channels 

Next, the concept of Multiple channels was addressed by asking how Yours is managing 

traditional marketing and if there any “tools” that he can use to make consumers see and 

know their brand and, also, how they are getting their messages out to people. The respondent 

explained that Yours use traditional marketing as a complement to other channels. 

Furthermore, he said that all channels are good, but the content has to be clear and you have 

to identify the right time for the communication, so that people are open to receive it properly, 

e.g. when trying to sell cell phone subscriptions the right place to be is at trade shows and not 
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at supermarkets. Moreover, he explained that it is important to give attendance to consumers´ 

feeling about the brand, e.g. by packaging the offer right and have symbols and sounds that 

connect to the brand. The next item on the interview guide dealt with the concept of Contact 

points/expanded view and the question concerned where customers can get in touch with a 

brand. The respondent stated that it can happen everywhere and he added that it is about 

awakening people´s feelings. Subsequently, the concepts of Relevance/preference and Above-

the-line/below-the-line were directed by asking the respondent how they are deciding which 

marketing channels to use and how they find the best channel for a specific audience, and 

also, how they are doing to get out the message in an efficient and cost-effective way. The 

respondent answered that it is about awakening feelings in people. The next entries on the 

interview guide concerned Non-traditional channels and New media/digitization. The 

respondent was asked about how the range of communicational channels has changed over 

time, and also, how digitization has affected the ways to send out messages. The interviewee 

stated that we today use social media to get attention and that the range has changed from 

advertising papers to computers and the Internet, and further on to cellular phones and mobile 

services. Regarding the concept of Media neutrality/synergy, the interviewee was asked if 

there is any difference of doing advertisement on a flat fee, compared to doing it on a 

commission. The interviewee stated that the industry is heading towards commission and that 

there are risks with this solution. He further added that business ethics are especially 

important when it comes to commission based work. 

4.3.2 RQ2: How can the success of organizations´ external IMC be described? 

Results 

The concepts of Financial measurements and Customer valuation were addressed by asking 

the respondent how Yours is evaluating the effects of a marketing campaign and how they 

know which customers/ markets that are worth to invest on. Respondent 2 explained that 

standard measurements are the base/starting point and that they enable measurements of an 

objective. Regarding the concept of ROCI: income flows/returns, the interviewee was asked 

how Yours are measuring ROCI (return-on-customer-investments). The interviewee stated 

that they measure on both corporate and individual level. The last entry on the interview guide 

concerned the concept of Wealth contribution. The respondent was asked how they are 

identifying opportunities for expansion, and also, how they are using ROCI to expand their 

market. The interviewee explained that they measure on both corporate and individual level. 
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4.4 RESPONDENT 3 

4.4.1 RQ1: How can organizations´ external IMC be described?  

Stakeholders 

Respondent 3 stated that the employees of Yours “live the same way as you learn others to 

live” which creates consistency and make internal and external audiences perceive the brand 

the same way. Next, the concept of Multiple markets was addressed by asking how companies 

are targeting different target market’s needs. The respondent said that this was accomplished 

by doing research about customers and understanding the product that you want to mediate 

out to customers. Regarding the concept of Aggregation, the interviewee concluded that 

strategy and doing an analysis of the market are important factors when identifying a 

company’s customers’ needs and prospects. He further added size of market share, business 

climate, and ‘benchmarking’ (i.e. find best practices among competitors) as examples of how 

you can identify a company´s customers´ need and prospects. The next item on the interview 

guide concerned the concept of Needs, wants, behavior, values, i.e. how to understand 

customers´ needs and behaviors. The interviewee gave examples on this and he said it could 

be done via a market analysis or by using focus groups. He further added that they do not use 

databases. Concerning the concept of Database management, the respondent was asked how 

Yours collect information about their customers´ purchase patterns and, also, how they collect 

data of their customers. The interviewee said that they do not use databases and he further 

added that they instead do market analysis, or have focus groups. Regarding the concept of 

Long-term profitable relationship, the interviewee was asked how Yours are creating value 

for their customers and how they are creating long-term relationships with their customers. 

The respondent stated that value is generated by making it easy for the customers, i.e. provide 

them with the help they want and do so based on trust and with your professional expertise in 

the specific business area. He also mentioned delivering in time as a factor when creating 

long-term relationships and he concluded that Yours´ customer relations are like “a good 

relationship”. The next entry on the interview guide concerned dignity of the human person 

and the respondent was addressed about how he can find out customers´ moral standards, 

personal beliefs, and values. The interviewee said that Yours use customer surveys or have 

conversations with their customers. He further added that a dialog gives answers to where you 

have each other.  
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Content 

Regarding the concept of Consumer insights, the interviewee was asked how they are making 

content appealing to a customer. The interviewee said that they make content appealing by 

finding out what is important to the customer. This is achieved by doing your homework 

about the customers; hence you get to know your end customers. The next item on the 

interview guide dealt with the concept of Messages and incentives and the question concerned 

what the short-term offers and rewards to consumers are. The respondent exemplified offers 

by discussing how Yours helped a roofing company to get together with a construction 

company. Thereafter, Yours made it possible for the roofing company´s customers to get in 

touch with both companies by only using one telephone number. This short-term offer 

enabled an easier and faster way for the roofing company´s customers to get their new roof in 

place. Regarding short-term rewards he gave an example of how Yours developed a 

marketing campaign for a local bus company and the municipality of Luleå. This campaign 

was mainly aimed towards students of LTU, which could receive a free bus pass if they 

altered their registration of residence to Luleå. Concerning the concept of Controlled/ 

uncontrolled, a question was posed to the respondent about how Yours are pursuing 

consumers that have the same particular needs. The respondent stated that Yours are pursuing 

consumers with the same needs by keeping it relevant, e.g. they are using social media to 

connect with younger people and not with pensioners (since most of the pensioners do not use 

it, while younger people does). The next entry on the interview guide concerned ethical 

considerations. The respondent was addressed about how they are avoiding offending people 

with the content and how they are creating contents that are trustworthy. Furthermore, he was 

asked about what problems they encounter and what they have to consider when creating 

contents. The respondent said that content has to stand out, otherwise it will be missed and 

people do not know it exists. Therefore, content has to challenge its audience without being 

irresponsible, sexist, or offensive. The best campaigns are ambiguous, however you have to 

be open with customers and briefed about the industry. In order to avoid offending, Yours use 

a quality assurance called ARU (i.e. responsible advertisement publisher), which enables a 

double checking of contents before they are send out. He further added that they establish 

security by being open and knowledgeable about customers.  

Channels 

Next, the concept of Multiple channels was addressed by asking how Yours is managing 

traditional marketing and if there any “tools” that he can use to make consumers see and 
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know their brand, and also, how they are getting their messages out to people. The 

interviewee stated that print, radio, the traditional venues are dominant and that they have a 

clear strategy for traditional channels, web, and Facebook. Furthermore, he added that they 

profile themselves through their office´s interior and exterior milieu and clothes that stand out 

and have the company’s logo. However, he emphasized that a good reputation it the most 

important thing and that reputation travels through Word-of-mouth. The next item on the 

interview guide dealt with the concept of Contact points/expanded view and the question 

concerned where customers can get in touch with a brand. The interviewee stated that this 

happens on a wide basis, e.g. via newspapers. Subsequently, the concepts of 

Relevance/preference and Above-the-line/below-the-line were directed by asking the 

respondent how they are deciding which marketing channels to use and how they find the best 

channel for a specific audience, and also, how they are doing to get out the message in an 

efficient and cost-effective way. The interviewee said that Yours customizes the choice of 

marketing channel depending on the specific target audience, e.g. using a wide channel versus 

using a narrow channel. He further added that you hit the right target group by doing your 

homework about them, which makes you find the target groups´ meeting points and media 

habits. The next entries on the interview guide concerned Non-traditional channels and New 

media/digitization. The respondent was asked about how the range of communicational 

channels has changed over time, and also, how digitization has affected the ways to send out 

messages. The interviewee explained that how the media has changed depends on the target 

market: IT for younger people and printed magazines for the older people. Regarding the 

concept of Media neutrality/synergy, the interviewee was asked if there is any difference of 

doing advertisement on a flat fee, compared to doing it on a commission. The respondent said 

that if Yours were to use commission, they would demand a bigger influence in the company 

that the advertisement is for, than what they do now for a fixed fee. The next entry on the 

interview guide concerned Fragmentation/proliferation. The interviewee was asked how they 

are differentiating their message among all the other competitors’ messages. The interviewee 

explained that Yours build their business on good relationships, meaning that they are being 

humble and kind. He concluded that a message should be good and useful, but at the same 

time it has to catch people´s attention.  
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4.4.2 RQ2: How can the success of organizations´ external IMC be described? 

Results 

The concept of Financial measurements was addressed by asking the respondent how Yours 

is evaluating the effects of a marketing campaign. Respondent 3 said that evaluation depends 

on the type of campaign. Concerning Behavior-based measures and Customer valuation, 

these concepts were directed by asking the respondent how they know which customers/ 

markets to pursue and that are worth to invest on. The respondent said that they want 

customers that they can work with long-term and help them grow. Short-term customers or 

“one-time” customers are not paying off financially for the company. He further added that 

the attitude of a customer is of interest, since there are customers that are “time-thieves”, 

meaning that they complain or question everything all the time without paying for the extra 

time it takes for the company. Regarding the concept of ROCI: income flows/returns, the 

interviewee was asked how Yours are measuring ROCI (return-on-customer-investments). 

The respondent said that Yours measure the time that they have spent on the marketing 

assignment, per hour. The last entry on the interview guide concerned the concept of Wealth 

contribution. The respondent was asked how they are identifying opportunities for expansion, 

and also, how they are using ROCI to expand their market. He stated that they identify 

expansion through looking and brainstorming around new selling and that they seize every 

opportunity; they are proactive and show engagement. Furthermore, he added that they use 

the money from customer returns to hire new employments and process new customers. 

 

After having presented the empirical data, an analysis of it will be conducted in the next 

chapter. 
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5. DATA ANALYSIS  
In this chapter, four tables are presented with the selected IMC theory in combination with 

reduced data from the interviews. Thereafter, a within-case analysis will be conducted by 

comparing the collected data against the conceptual framework. Furthermore, the analysis 

will be presented according to respondent, research questions and conceptual framework. 

5.1 DISPLAY OF IMC THEORY AND INTERVIEWS  
The four tables below are displaying what theory and respondents’ state about the concepts of 

IMC. The tables also display to what level the collected data fits with theory. If two or all of 

the respondents’ answers agree with theory than data fits with theory. If at least one of the 

respondents’ answers agree with theory to some extent than data fits with theory to some 

extent. If none of the respondents’ answers agree with theory than data does not fit with 

theory. The coding regarding the level of accordance with theory is labeled as follows: 

●Data fits with theory 

◐Data fits with theory to some extent 

✖Data does not fit with theory 

 

Concept According 

to theory 

Respondent 1 Respondent 2 Respondent 3 Accord. 

Internal and 

external 

audiences 

The key 

thing in IMC 

is the 

implementati

on of a 

Brand 

communicati

on 

programs. 

The purpose 

is to get the 

company’s 

brand out to 

internal and 

external 

audiences, 

so everyone 

perceives the 

brand the 

same way. 

“Talk the 

same 

language” to 

everyone 

(internally and 

externally), so 

they perceive 

the brand the 

same way. 

Storytelling, a 

coherent story. 

“Live the same 

ways as you 

learn others to 

do”, so that 

everything is 

consistent. 

● 

Table 5: Data display of Stakeholders 
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Multiple 

markets 

Each 

specific 

target 

market’s 

need is 

important to 

address, 

since it 

provides the 

company 

with its 

profit. 

Use a broader 

range of 

channels in 

order to reach 

all the 

different 

target 

markets’ 

needs. 

Do research 

and planning, 

in order to 

understand the 

customers. 

Do research 

about 

customers, and 

understand the 

product that is 

mediated out 

to customers. 

● 

Aggregation Analyze the 

corporate 

brand and its 

competitive 

environment 

along with 

the problems 

within that 

area, in order 

to identify 

customers 

and 

prospects. 

Believe in the 

company’s 

core values 

and idea. 

Listen, take 

in, and 

understand the 

company and 

its activity.  

Do research 

and planning, 

in order to 

understand the 

customers. 

Innovation is 

important, also 

competent 

personnel, 

long-term 

strategy, truth, 

and developing 

employees. 

It is about 

strategy. 

Market share, 

market 

analysis, and 

business 

climate. 

Benchmarking, 

i.e. find best 

practices 

among 

competitors, 

and match. 

● 

Needs, wants, 

behavior, 

values 

Listen to the 

consumers’ 

expectations 

(instead of 

forcing or 

manipulating 

them). 

It differs from 

customer to 

customer. 

Understand 

through 

attitudes. Use 

material that 

describe the 

consumers 

and also ask 

questions in 

order to get to 

know them. 

Take in 

knowledge and 

interpret it 

based on each 

chosen target 

audience, then 

make decisions 

based on that 

knowledge. 

We do not use 

databases; 

instead we do 

market 

analysis, or 

have focus 

groups. 

● 

Database 

management 

In order to 

address 

target 

markets and 

gain a 

profitable 

relationship 

with 

customers by 

understandin

g their 

specific 

Use a 

database 

based on what 

kind of 

customer it is 

(e.g. media 

databases, 

social media, 

focus groups). 

Do an analysis 

of target 

audience. 

We do not use 

databases; 

instead we do 

market 

analysis, or 

have focus 

groups. 

◐ 
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needs, 

wants, 

behavior and 

values. 

Long-term 

profitable 

relationship 

Established 

by 

acknowledgi

ng customers 

and their 

needs as the 

essential 

factor in the 

business 

process. 

See the 

customers. 

Build trust by 

having fun 

together, it 

will lead to 

value for the 

customers. 

Give 

customers 

what they need 

(i.e. products 

they will use). 

Be open, and 

build trust 

through 

personal 

contact. 

Give 

customers 

what they want 

(do so based 

on trust, with 

professionalis

m and 

expertise in the 

specific 

business area). 

● 

Dignity of the 

human 

person 

A 

customer’s 

moral 

standards, 

values and 

personal 

beliefs. 

Important 

factors to 

acknowledge 

in IMC 

programs, 

since these 

factors affect 

the 

customer´s 

behavior 

towards the 

company. 

Get to know 

the customers 

by doing 

activities 

together with 

them. 

Values are as 

important to 

think of as 

money is. 

Make a survey 

or have a 

conversation 

with the 

customers, to 

know where 

the customers 

and the 

company have 

each other. 

● 

 

 

Concept According 

to theory 

Respondent 1 Respondent 2 Respondent 3 Accord. 

Consumer 

insights 

Important 

because 

consumers 

only want 

to see 

content that 

are of 

interest to 

them, 

otherwise, 

companies 

Be honest, and 

speak to 

peoples’ 

hearts. 

Learn from 

experience 

what will wake 

an interest to 

customers, 

regarding 

everything 

from 

consumption 

behavior, 

delivery, to 

Do research 

about 

customers, to 

know what 

customers find 

interesting. 

● 

Table 6: Data display of Content 
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will not 

have 

effectivenes

s and 

therefore 

not be 

successful 

(which 

means 

being 

effective 

and 

efficient at 

the same 

time). 

research, to 

channel. 

Messages and 

incentives 

Messages: 

are a 

brand’s 

value(s) that 

are sent out 

to 

consumers. 

Incentives: 

“are short-

term offers 

or rewards 

to 

consumers 

for having 

done 

something 

of value to 

both the 

firm and the 

consumer”. 

Example of 

offers: give the 

down payment 

to customers 

who buy a new 

house. 

Offers are 

generally 

about solving 

problems now 

in order to 

solve problems 

in the future. 

Example of 

short-term 

rewards: free 

bus tickets to 

university 

students 

(consumers) 

who altered 

their 

registration of 

residence. 

● 

Controlled/ 

uncontrolled 

Controlled 

contents 

have to be 

consistent 

and relevant 

in order to 

pursue a 

particular 

aggregate. 

Be more 

attractive than 

competitors; 

price 

differentiation, 

rewards, find 

news that 

connects to the 

target market. 

Generalization 

of the target 

group, adapt 

the 

information to 

the target 

group. 

Use content 

that is relevant 

to the target 

group. 

● 

Ethical 

consideration

s 

Marketers 

are 

aggressive 

to get the 

content 

across, 

Avoid making 

content that 

could offend 

anyone, e.g. by 

making 

cultural 

Use social 

channels to 

find what is 

right. Follow 

regulations, 

and avoid 

Content have 

to challenge its 

audience 

without being 

irresponsible, 

sexist, or 

✖ 
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without 

thinking 

about e.g. 

the younger 

audiences 

that see it as 

well. Other 

problems 

(with 

creating 

contents) 

are 

proprietary, 

good taste, 

piracy and 

copyright, 

and 

trustworthin

ess of 

content. 

adjustments as 

color 

adaptations. 

Tell the truth. 

making 

questionable 

contents. 

offensive. 

Establish 

security by 

being open and 

knowledgeable 

about 

customers. 

Double check 

contents with 

ARU 

(responsible 

advertisement 

publisher). 

 

 

Concept According to 

theory 

Respondent 1 Respondent 2 Respondent 3 Accord. 

Multiple 

channels 

Channels are the 

way to make 

consumers come 

across and 

recognize the 

brand. 

Marketing 

communications 

channels are no 

longer limited to 

merely include 

radio, TV, and 

print. 

Stand out; 

distinguish 

yourself from 

the crowd by 

thinking broad 

in all aspects. 

So even if we 

have the 

knowledge to 

produce 

content and 

send it out 

through 

traditional 

channels, the 

non-traditional 

channels (e.g. 

Facebook), 

provides us 

with customer 

feedback 

(keeping 

existing 

customers). 

Important is 

the consumers’ 

feeling about 

the brand, also 

packaging, 

symbols, and 

sounds that 

connects to the 

brand. Use 

traditional 

marketing as a 

complement to 

other channels, 

since all 

channels are 

good (if the 

content is clear 

and people are 

open to receive 

it properly). 

Have a clear 

strategy for 

the traditional 

channels, web 

and Facebook, 

also in the 

office, and 

with working 

clothes (which 

leads to a 

good 

reputation 

through Word-

of-mouth). 

● 

Table 7: Data display of Channels 
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Contact 

points/ 

expanded 

view 

There are now 

more places 

where customers 

can experience a 

brand, than in 

the traditional 

marketing 

channels that 

only had radio, 

TV, and print. 

All channels are 

good channels, 

as long as they 

constitute 

potential contact 

points to 

customers and 

prospects. 

Exactly 

everywhere! 

Everywhere. Widely. 

 
● 

Relevance/ 

preference 

IMC channel 

planning 

includes a brand 

contact audit in 

combination 

with reviewing 

the consumer´s 

‘path to 

purchase’, 

which gives 

marketers an 

idea of which 

channels that are 

relevant and 

from which 

channels 

consumers 

prefer to retrieve 

firm- and brand 

specific 

information. 

Relevance to 

the target 

audience. 

It is about 

wakening 

feelings in 

people. 

Tailor it to the 

specific target 

audience. 

 

 

● 

Above-the-

line/ 

below-the-

line 

Below-the-line 

could be seen as 

more efficient 

and cost-

efficient than 

above-the-line 

promotion. The 

consumer 

perspective of 

IMC gives that 

all promotion is 

Use relevant 

channels 

depending on 

the range of 

the target 

audience (e.g. 

meetings with 

small groups, 

digitization 

with medium 

sized groups, 

It is about 

wakening 

feelings in 

people. 

Finding the 

target groups’ 

meeting points 

and media 

habits. 

● 
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good promotion 

if it has 

relevance and 

preference by its 

target audience. 

and traditional 

media with 

large groups). 

Non-

traditional 

channels 

Taking an IMC 

approach means 

that marketing 

communications 

channels no 

longer are 

limited to 

merely include 

radio, TV and 

print. 

It started with 

the traditional 

channels, 

evolved to the 

web, and 

today, the 

mobile 

services. 

From 

advertising 

papers, to 

computers and 

the Internet, to 

cellular phones 

and its mobile 

services, (e.g. 

social media). 

From printed 

magazines to 

IT. 

● 

New 

media/ 

digitization 

Marketing 

communications 

channels are no 

longer limited to 

radio, TV and 

print, therefore 

IMC makes 

good use of new 

media/digitizatio

n. 

Less impact on 

the 

environment, 

cheaper to 

produce and 

use. 

From 

advertising 

papers, to 

computers and 

the Internet, to 

cellular phones 

and its mobile 

services, e.g. 

today we use 

social media to 

get attention. 

From printed 

magazines to 

IT, depending 

on the target 

market. 

● 

Media 

neutrality/ 

synergy 

Advertising 

agencies are 

increasingly 

more neutral in 

their suggestions 

about media 

options for their 

clients, because 

the payment is a 

fixed fee instead 

of a 

commission. 

Therefore, 

advertising 

agencies are 

more open to 

advertising 

solutions 

beyond the 

traditional 

toolbox (i.e. 

radio, TV and 

print). 

We would take 

more control 

over an 

advertisement 

based on a 

commission 

(because of the 

risks). 

Risks with 

commissions, 

business ethics 

comes in here. 

We would 

demand bigger 

influence over 

advertisement

s based on 

commissions. 

◐ 
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Fragmenta

tion/ 

proliferati

on 

There is a 

fragmentation in 

the media 

environment, 

meaning that a 

lot of media 

options all 

compete for 

people´s 

attention. 

 

Advertising 

agencies use 

IMC to find the 

best way to send 

out messages to 

their target 

audiences, in 

order to get their 

message across 

among all the 

other messages 

sent out. 

Important to be 

creative. 

Lack of data. A message 

should be 

good and 

useful, but at 

the same time 

it has to catch 

peoples’ 

attention. 

◐ 

 

 

Concept According 

to theory 

Respondent 1 Respondent 2 Respondent 3 Accord. 

Financial 

measuremen

ts  

Effectivenes

s according 

to the 

traditional 

model was 

based on 

seeing the 

effects of 

communicati

on (e.g. 

brand 

awareness, 

brand recall). 

On the other 

hand, 

effectiveness 

according to 

IMC, consist 

of behavioral 

responses 

(e.g. what 

Traditional 

media can be 

measured 

precisely but 

not good and 

new media can 

be measured 

easily since it 

is based on 

feelings. 

Standard 

measurements 

are the base/ 

starting point. 

Enables 

measurements 

of an 

objective. 

Depends on 

the type of 

campaign. 

◐ 

Table 8: Data display of Results 
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customers 

actually 

bought) and 

outcomes 

(i.e. income 

generated 

from 

consumers). 

Behavior-

based 

measures 

Measuremen

ts in IMC 

consist of 

behavioral 

responses 

(e.g. what 

customers 

actually 

bought) and 

outcomes 

(i.e. income 

generated 

from 

consumers). 

Look at future 

markets. 

Lack of data. Customers’ 

attitudes, since 

there are 

customers that 

are “time-

thieves”. We 

want long-term 

customers 

since short-

term and “one-

time” 

customers are 

not paying off 

financially for 

the company. 

◐ 

Customer 

valuation 

Customer 

valuation is a 

way of 

seeing the 

worth of 

customers to 

know which 

customers 

are best to 

invest 

money in. 

It is about 

financial 

aspects. 

Standard 

measurements 

are the base/ 

starting point. 

Enables 

measurements 

of an 

objective. 

Customers’ 

attitudes, since 

there are 

customers that 

are “time-

thieves”. We 

want long-term 

customers 

since short-

term and “one-

time” 

customers are 

not paying off 

financially for 

the company. 

● 

ROCI: 

income 

flows/ 

returns 

ROCI 

(return-on-

customer-

investments) 

deals with 

deciding and 

then seeing 

if returns 

from 

customer 

investments 

are bigger 

By financial 

tools; return on 

relations, 

customers care 

despite size. 

Measure on 

corporate level 

and individual 

level. 

Measure the 

time spent on 

it, per hour. 

● 
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than the 

money 

invested in 

it. 

Wealth 

contribution 

ROCI can 

help spotting 

paths to 

wealth for 

the 

organization. 

Through 

orders, via the 

strength of the 

sales group. 

Invest in the 

brand and 

skilled 

personnel so 

the customers 

are satisfied. 

The return-on-

investments 

goes to 

development 

of the 

business. 

Measure on 

corporate level 

and individual 

level. 

Through 

looking and 

brainstorming 

around new 

selling, use 

every 

opportunity, be 

proactive, and 

show 

engagement. 

Use money to 

hire new 

employments 

and process 

new 

customers. 

● 

 

5.2 RQ1: How can organizations´ external IMC be described?  
The within-case analysis regarding RQ1 is conducted with three key concepts of IMC, i.e. 

Stakeholders, Content, Channels, and also, their associated sub concepts (as presented in the 

previous section). In addition, the fourth IMC key concept, Results, will be used later on in 

the within-case analysis regarding RQ2. Moreover, Kliatchko (2008) is the main source for all 

references to theory in the within-case analysis. 

5.2.1 Within-case analysis – Respondent 1  

Stakeholders 

Kliatchko (2008) states that the key thing in IMC is the implementation of a Brand 

communication programs with the purpose to get the company´s brand out to internal and 

external audiences, so everyone perceives the brand in the same way. This is supported by 

respondent one´s answer that Yours think long-term and constantly “talk the same language” 

to everyone (internally and externally), so that they perceive the brand the same way. 

Furthermore, the empirical data confirms theory concerning attendance to multiple markets 

(i.e. the importance of addressing each specific target market’s needs) since the respondent 

gave emphasis to the use of a broader range of channels in order to reach all the different 

target markets’ needs. Moreover, the interviewee stated that Yours identify customers´ needs 

and prospects by listening, taking in, and understanding the company and its activity. This 
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finding regarding the identification of customers and prospects (i.e. aggregation) fits with 

previous findings, since theory states that this is achieved through analyzing the corporate 

brand and its competitive environment. Concerning the concept of Needs, wants, behavior, 

values, i.e. how to understand customers´ needs and behaviors, the respondent stated that 

Yours use material that describe the consumers and that they also ask questions in order to get 

to know the customers. Furthermore, he added that it differs from customer to customer, but 

basically it is all about understanding customers through their attitudes. All in all, this fits 

with theory stating that companies listen to consumers´ expectations. Concerning the concept 

of Database management, the interviewee explained that they use a database based on what 

kind of customer it is (e.g. media databases, social media, focus groups).The use of database 

management fits with theory to some degree, since the interviewee’s answer exhibits the use 

of media databases and social media to collect information about customers´ purchase 

patterns. However, it seems like companies do not use an outright database strategy since they 

also use focus groups to obtain information and understand their customers. Regarding the 

concept of Long-term profitable relationship, the respondent stated that value is created by 

treating each assignment equally, i.e. take every assignment seriously and see the customers 

and they will get value from that. He further stated that trust is important to achieve long-term 

relationships and that trust is built by having fun together, i.e. exerting customer care is 

important as it will lead to value for the customers. This corroborates theory stating that long-

term profitable relationships are established by acknowledging customers and their needs as 

the essential factor in the business process. However, the data collection puts forward 

something that theory did not, namely the significance of trust for creating long-term 

relationships with customers. Concerning dignity of the human person, the respondent 

explained that you discover customers´ moral standards, personal beliefs, and values by doing 

activities together with the customers; hence, you get to know them better. This fits with 

theory, since Yours acknowledge these factors in their contact with customers. 

Content 

Regarding the concept of Consumer insights, the interviewee said that in order to make 

content appealing to customers it is important to be honest, stand for what you are saying and 

position yourself. The interviewee further added the significance of showing customers that 

Yours like what they are doing (which will shine through) and speak to peoples´ hearts. All in 

all, this validates theory about creating deep knowledge and understanding of the consumer to 

make the content interesting. Concerning the concept of Messages and incentives, the 
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respondent gave an example on short-term rewards, i.e. when Yours collaborated with a local 

house construction company they came up with the idea for this company to reward their 

customers by giving them the mandatory down payment, which the customers usually have to 

pay by themselves. This supports theory stating that incentives are given to consumers for 

having done something of value to both the firm and the consumer. Concerning the concept of 

Controlled/ uncontrolled, the respondent stated that Yours are pursuing consumers that have 

the same particular needs by being a little bit more attractive than competitors. Furthermore, 

Yours use price differentiation and give out rewards. He further added that is important to 

find those nuances that connect to the target market. Thus, theory stating that companies use 

controlled messages to pursue consumers that have the same particular needs is validated by 

the empirical data, because companies are actively finding ways to reach particular target 

groups. Regarding ethical considerations, the interviewee stated that Yours always try to 

avoid offending anyone, e.g. by considering cultural adjustments of the content, like color 

adaptations in different countries. Regarding the creation of trustworthy content, the 

respondent stated that this was done by always telling the truth and think long-term. 

Concerning what problems Yours encounter and what they have to consider when creating 

contents the interviewee explained that problems are different on different markets, but in 

general there are problems with linguistics, that the product does not hold, and international 

differences. Theory about ethical considerations when creating content states that marketers 

are aggressive to get the content across without considering how different groups of 

individuals will perceive the content, e.g. the younger audiences. Respondent one´s answer 

contradicts theory, since it shows that companies are carefully developing the trustworthiness 

of content by avoiding offensive content, telling the truth, thinking long-term, and doing 

cultural adjustments depending on chosen target country. 

Channels 

Concerning the concepts of Multiple channels and Contact points/expanded view, the 

respondent stated that it is important to stand out and distinguish yourself from the crowd by 

thinking broad in all aspects in order to make consumers see and know the brand and get 

messages out to people. Furthermore, he said that even if they have the knowledge to produce 

content and send it out the traditional way (through radio, TV, print), he has noticed that the 

traditional channels are fading to leave place for the non-traditional channels (e.g. Facebook), 

which also provide Yours with customer feedback (which is important in order to keep 

existing customers). Concerning where customers can get in touch with a brand, the 
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interviewee explained that this can happen exactly everywhere. These findings fits with 

theory denoting that marketing communications channels no longer are limited to merely 

include radio, TV, and print, i.e. there are now more places where customers can experience a 

brand and also, that all channels are good channels, as long as they constitute potential contact 

points to customers and prospects. Regarding the concepts of Relevance/preference and 

Above-the-line/below-the-line, the respondent explained that they decide which marketing 

channels to use, and find the best channel for a specific audience, by making sure that the 

channel is relevant to the target audience. Furthermore, he said that they get out the message 

in an efficient and cost-effective way by using relevant channels depending on the range of 

the target audience (e.g. consumer or B2B). If it is a smaller group, Yours has meetings with 

them. A medium sized group, then Yours uses digitalization on the right places. If it is a 

bigger group, they use traditional media. This gives that it is not empirically verified that 

companies use the specific research tool of brand contact audit (i.e. method to measure the 

effectiveness of customer contacts) when channel planning, but data do show that relevance 

and size of the specific target audience are contemplated when determining customers´ 

preferred and relevant channels. This indicates concordance with theory, i.e. effectiveness 

(according to the concept of Relevance/preference) is contemplated when deciding which 

channels are relevant to customers. Also, the collection of data demonstrates that how to 

decide how to send the message in an efficient and cost-effective way is linked to the use of 

relevant channels depending on the range of the target audience. This fits well with theory 

about Above-the-line/below-the-line denoting that the consumer perspective of IMC makes all 

promotion good promotion if it has relevance and preference by its target audience. 

Concerning the concepts onion-traditional channels and New media/digitization, the 

respondent explained that the range of communicational channels has transformed from the 

use of traditional channels to the web, but since about five years back mobile services are the 

leading communicational channels. The respondent further added that digitization has affected 

the ways to send out messages, since it has less impact on the environment and it is cheaper to 

produce and use. This fits with theory stating that marketing communications channels no 

longer are limited to merely include radio, TV, and print and that IMC makes good use of new 

media/digitization. The concept of Media neutrality/synergy concerns the question whether 

there is any difference of doing advertisement on a flat fee, compared to doing it on a 

commission. The respondent explained that since commission is a more difficult model (more 

risks), Yours would in that case become partners with the company that they do the 

advertisement for (in order to have control over the commission). Theory states that 
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advertising agencies are increasingly more neutral in their suggestions about media options 

for their clients, because the payment is a fixed fee instead of a commission. Theory cannot be 

verified by empirical data regarding whether companies are increasingly more media neutral, 

but the respondent´s answer suggests that fixed fees are the preferred choice of payment 

(which confirms existing theory). Findings beyond existing theory display that there are 

bigger risks with commissions than fixed fees and that companies would demand partnership 

in the customers´ companies if to use commissions. Concerning the concept of 

Fragmentation/proliferation, the respondent stated that it is important to be creative in order 

to differentiate their message among all the other competitors’ messages. Moreover, he said 

that if you give a lot of time to the actual idea, it will make the creative work easier. 

Furthermore, he added that it is important to have competent associates. Hence, it is 

empirically verified that companies are aware and are acting according to a reality where of a 

lot of media options all compete for people´s attention. However, the collected data does not 

verify the part of theory stating that companies use IMC to differentiate their message among 

the competitors´ messages, instead they seem to rely on creative ideas and competent 

associates to get through the media noise. 

5.2.2 Within-case analysis – Respondent 2  

Stakeholders 

Kliatchko (2008) states that the key thing in IMC is the implementation of a Brand 

communication programs with the purpose to get the company´s brand out to internal and 

external audiences, so everyone perceives the brand in the same way. This is supported by 

respondent two´s answer that Yours uses ‘storytelling’ to make internal and external 

audiences perceive the brand the same way, meaning that all activities create a coherent story. 

Furthermore, the empirical data confirms theory concerning attendance to multiple markets 

(i.e. the importance of addressing each specific target market’s needs) since the respondent 

said that this was accomplished by research and planning, which leads to an understanding of 

customers. Moreover, the interviewee stated that Yours identify customers´ needs and 

prospects by using long-term strategy and doing an analysis of the market. He further 

explained that it is important for Yours to have a high grade of innovation and competent 

personnel. This finding regarding the identification of customers and prospects (i.e. 

aggregation) fits with previous findings, since theory states that this is achieved through 

analyzing the corporate brand and its competitive environment. Concerning the concept of 

Needs, wants, behavior, values, i.e. how to understand customers´ needs and behaviors, the 
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respondent stated that is important to have the guts to make decisions based on your 

knowledge, i.e. the working process is to take in knowledge about customers (e.g. via SIFO) 

and interpret it based on each chosen target audience. All in all, this fits with theory stating 

that companies listen to consumers´ expectations. Regarding the concept of Database 

management, the respondent explained that they do an analysis of the target audience, a 

process that can be supported by utilizing databases. This confirms theory stating that you can 

address target markets by database management. Concerning the concept of Long-term 

profitable relationship, the interviewee explained that is important to make sure the customers 

have use of what they are getting, i.e. enhanced communication and development from the 

product/ service they receive. He also stated that is important to be open and that trust is built 

through personal contact. The respondent further added that how you deliver the product is 

very important for customer relationships. All this corroborates theory stating that long-term 

profitable relationships are established by acknowledging customers and their needs as the 

essential factor in the business process. However, the data collection puts forward something 

that theory did not, namely the significance of trust for creating long-term relationships with 

customers. Regarding the concept of Dignity of the human person, the respondent stated that 

values are as important to think of as money is. This fits with theory stating that this type of 

factor is important to acknowledge, since it affects the customer´s behavior towards the 

company.  

Content 

Regarding the concept of Consumer insights, the interviewee said that that everything from 

research to channel to delivery will awaken an interest from customers and in order to make 

content appealing to customers Yours learn from experience what works and what might not 

work, i.e. they look at consumption behavior. All in all, this validates theory about creating 

deep knowledge and understanding of the consumer to make the content interesting. 

Concerning the concept of Messages and incentives, the respondent summarized short-term 

offers by stating that offers generally is about solving problems now in order to solve 

problems in the future. Regarding short-term rewards he said that the main issue is solving the 

problem with a reasonable over delivery, i.e. Yours give their customers a little bit more than 

they initially expected. He further concluded that it is all about doing things as easy as 

possible for the customer. This does not support theory stating that incentives are given to 

consumers for having done something of value to both the firm and the consumer. Concerning 

the concept of Controlled/ uncontrolled, the respondent stated that Yours are pursuing 
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consumers that have the same particular needs by making a generalization of the target group 

in order to adapt the information. This validates theory stating that companies aims for 

controlled contents that are consistent and relevant when pursuing consumers. Regarding 

ethical considerations, the interviewee explained that using social channels are one way for 

Yours to find what is right. He further added that they follow regulations and avoid making 

questionable content. Theory about ethical considerations when creating content states that 

marketers are aggressive to get the content across without considering how different groups of 

individuals will perceive the content, e.g. the younger audiences. Respondent two´s answer 

contradicts theory, since it shows that companies are carefully developing the trustworthiness 

of content by being up to date with society via social channels, following regulations, and 

basically avoiding questionable content. 

Channels 

Concerning the concept of Multiple channels (i.e. how to make consumers see and know the 

brand and get messages out to people), the respondent explained that Yours use traditional 

marketing as a complement to other channels. Furthermore, he said that all channels are good, 

but the content has to be clear and you have to identify the right time for the communication, 

so that people are open to receive it properly, e.g. when trying to sell cell phone subscriptions 

the right place to be is at trade shows and not at supermarkets. Moreover, he explained that it 

is important to give attendance to consumers´ feeling about the brand, e.g. by packaging the 

offer right and have symbols and sounds that connect to the brand. Concerning the concept of 

Contact points/expanded view (i.e. where customers can get in touch with a brand), the 

interviewee stated that it can happen everywhere and he added that it is about awakening 

people´s feelings. These findings fits with theory denoting that marketing communications 

channels no longer are limited to merely include radio, TV, and print, i.e. there are now more 

places where customers can experience a brand and also, that all channels are good channels, 

as long as they constitute potential contact points to customers and prospects. Regarding the 

concepts of Relevance/preference and Above-the-line/below-the-line, the respondent 

explained that they decide which marketing channels to use, and find the best channel for a 

specific audience, by making sure that the channel awakens feelings in people. Furthermore, 

he said that they get out the message in an efficient and cost-effective way by awakening 

feelings in people. This gives that it is not empirically verified that companies use the specific 

research tool of brand contact audit (i.e. method to measure the effectiveness of customer 

contacts) when channel planning, but data do show that relevance (i.e. awakening feelings in 
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people) is contemplated when determining customers´ preferred and relevant channels. This 

indicates concordance with theory, i.e. effectiveness (according to the concept of 

Relevance/preference) is contemplated when deciding which channels are relevant to 

customers. Also, the collection of data demonstrates that how to decide how to send the 

message in an efficient and cost-effective way is linked to the act of awakening feelings in 

people. This fits to some degree with theory about Above-the-line/below-the-line denoting that 

the consumer perspective of IMC makes all promotion good promotion if it has relevance and 

preference by its target audience. Concerning the concepts of Non-traditional channels and 

New media/digitization, the respondent explained that the range of communicational channels 

has transformed from the use of advertising papers to computers and the Internet, and further 

on to cellular phones and mobile services. The respondent further added that digitization has 

affected the ways to send out messages, since we today can use social media to get attention. 

This fits with theory stating that marketing communications channels no longer are limited to 

merely include radio, TV, and print and that IMC makes good use of new media/digitization. 

The concept of Media neutrality/synergy concerns the question whether there is any 

difference of doing advertisement on a flat fee, compared to doing it on a commission. The 

respondent explained that the industry is heading towards commission and that there are risks 

with this solution. He further added that business ethics are especially important when it 

comes to commission based work. Theory states that advertising agencies are increasingly 

more neutral in their suggestions about media options for their clients, because the payment is 

a fixed fee instead of a commission. Theory cannot be verified by empirical data regarding 

whether companies are increasingly more media neutral, but the respondent´s answer shows 

that the communication industry is not reluctant towards the idea of having payment 

agreements that are commission based. This questions the part of theory that states that 

payments are done by a fixed fee. Findings beyond existing theory display that there are 

bigger risks with commissions than fixed fees and that business ethics are especially 

important when it comes to commission based work. 

5.2.3 Within-case analysis – Respondent 3  

Stakeholders 

Kliatchko (2008) states that the key thing in IMC is the implementation of a Brand 

communication programs with the purpose to get the company´s brand out to internal and 

external audiences, so everyone perceives the brand in the same way. This is supported by 

respondent three´s answer that Yours “live the same way as you learn others to live” which 
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creates consistency and make internal and external audiences perceive the brand the same 

way. Furthermore, the empirical data confirms theory concerning attendance to multiple 

markets (i.e. the importance of addressing each specific target market’s needs) since the 

respondent said that this was accomplished by doing research about customers and 

understanding the product that you want to mediate out to customers. Regarding the concept 

of Aggregation, the interviewee concluded that strategy and doing an analysis of the market 

are important factors when identifying a company’s customers’ needs and prospects. He 

further added size of market share, business climate, and ‘benchmarking’ (i.e. find best 

practices among competitors) as examples of how you can identify a company´s customers´ 

need and prospects. This finding regarding the identification of customers and prospects fits 

with previous findings, since theory states that this is achieved through analyzing the 

corporate brand and its competitive environment. Concerning the concept of Needs, wants, 

behavior, values, i.e. how to understand customers´ needs and behaviors, the respondent 

stated that it could be done via a market analysis or by using focus groups. He further added 

that they do not use databases. All in all, this fits with theory stating that companies listen to 

consumers´ expectations. Concerning the concept of Database management, the interviewee 

explained that Yours does not use databases. Hence, the empiric data falsifies theory about 

database management, since the interviewee’s answer instead exhibits the use of market 

analysis or focus groups to collect information about customers´ purchase patterns. Regarding 

the concept of Long-term profitable relationship, the respondent stated that value is created 

by making it easy for the customers, i.e. provide them with the help they want and do so based 

on trust and with your professional expertise in the specific business area. He also mentioned 

delivering in time as a factor when creating long-term relationships and he concluded that 

Yours´ customer relations are like “a good relationship”. This corroborates theory stating that 

long-term profitable relationships are established by acknowledging customers and their 

needs as the essential factor in the business process. However, the data collection puts 

forward something that theory did not, namely the significance of trust for creating long-term 

relationships with customers. Concerning the concept of Dignity of the human person, the 

respondent explained that Yours discover customers´ moral standards, personal beliefs, and 

values by performing customer surveys or having conversations with their customers. He 

further added that a dialog gives answers to where you have each other. This fits with theory, 

since Yours acknowledge the concept´s factors in their contact with the customers. 
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Content 

Regarding the concept of Consumer insights, the interviewee said that they make content 

appealing by finding out what is important to the customer. This is achieved by doing your 

homework about the customers; hence you get to know your end customers. All in all, this 

validates theory about creating deep knowledge and understanding of the consumer to make 

the content interesting. Concerning the concept of Messages and incentives, the respondent 

gave an example on short-term offers, i.e. when Yours collaborated with a roofing company 

they created a short-term offer that enabled an easier and faster way for the roofing 

company´s customers to get their new roof in place by letting the roofing company get 

together with a construction company. Regarding short-term rewards the interviewee gave an 

example of how Yours developed a marketing campaign for a local bus company and the 

municipality of Luleå. This campaign was mainly aimed towards students of LTU, which 

could receive a free bus pass if they altered their registration of residence to Luleå. Especially 

the latter example supports theory stating that incentives are given to consumers for having 

done something of value to both the firm and the consumer. Concerning the concept of 

Controlled/ uncontrolled, the respondent stated that Yours are pursuing consumers with the 

same needs by keeping it relevant, e.g. they are using social media to connect with younger 

people and not with pensioners (since most of the pensioners do not use it, while younger 

people does). Thus, theory stating that companies use controlled contents to pursue consumers 

that have the same particular needs is validated by the empirical data, because companies are 

actively finding relevant ways to reach particular target groups. Regarding ethical 

considerations, the interviewee stated that content has to stand out, otherwise it will be missed 

and people do not know it exists. Therefore, content has to challenge its audience without 

being irresponsible, sexist, or offensive. The best campaigns are ambiguous, however you 

have to be open with customers and briefed about the industry. In order to avoid offending, 

Yours use a quality assurance called ARU (i.e. responsible advertisement publisher), which 

enables a double checking of contents before they are send out. He further added that they 

establish security by being open and knowledgeable about customers. Theory about ethical 

considerations when creating content states that marketers are aggressive to get the content 

across without considering how different groups of individuals will perceive the content, e.g. 

the younger audiences. Respondent three´s answer contradicts theory, since it shows that even 

if content has to challenge its audience in order to stand out, companies are carefully 

developing the trustworthiness of content with quality assurances and by being open and 

knowledgeable about customers. 
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Channels 

The concept of Multiple channels concerns the question of how consumers can see and know 

the brand and how to get messages out to people. The interviewee stated that print, radio, the 

traditional venues are dominant and that they have a clear strategy for traditional channels, 

web, and Facebook. Furthermore, he added that they profile themselves through their office´s 

interior and exterior milieu and clothes that stand out and have the company’s logo. However, 

he emphasized that a good reputation it the most important thing and that reputation travels 

through Word-of-mouth. Concerning the concept of Contact points/expanded view, i.e. where 

can customers get in touch with a brand, the interviewee explained that this happens on a wide 

basis, e.g. via newspapers. These findings fits with theory denoting that marketing 

communications channels no longer are limited to merely include radio, TV, and print, i.e. 

there are now more places where customers can experience a brand and also, that all channels 

are good channels, as long as they constitute potential contact points to customers and 

prospects. Regarding the concepts of Relevance/preference and Above-the-line/below-the-line, 

the respondent explained that they decide which marketing channels to use, and find the best 

channel for a specific audience, by customizing the choice of marketing channel depending on 

the specific target audience, e.g. using a wide channel versus using a narrow channel. 

Furthermore, he said that Yours get out the message in an efficient and cost-effective way by 

doing their homework about the customers, which makes them find the target groups´ meeting 

points and media habits. This gives that it is not empirically verified that companies use the 

specific research tool of brand contact audit (i.e. method to measure the effectiveness of 

customer contacts) when channel planning, but data do show that size and relevance of the 

specific target audience are contemplated when determining customers´ preferred and relevant 

channels. This indicates concordance with theory, i.e. effectiveness (according to the concept 

of Relevance/preference) is contemplated when deciding which channels are relevant to 

customers. Also, the collection of data demonstrates that how to decide how to send the 

message in an efficient and cost-effective way is linked to tailoring channels to the specific 

target group. This fits well with theory about Above-the-line/below-the-line denoting that the 

consumer perspective of IMC makes all promotion good promotion if it has relevance and 

preference by its target audience. Concerning the concepts of Non-traditional channels and 

New media/digitization, the respondent explained that the range of communicational channels 

has changed from the use of printed magazines to IT. The respondent further explained that 

how digitization has affected the ways to send out messages depends on the target market: IT 

for younger people and printed magazines for the older people. This fits with theory stating 
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that marketing communications channels no longer are limited to merely include radio, TV, 

and print and that IMC makes good use of new media/digitization. The concept of Media 

neutrality/synergy concerns the question whether there is any difference of doing 

advertisement on a flat fee, compared to doing it on a commission. The respondent explained 

that that if Yours were to use commission, they would demand a bigger influence in the 

company that the advertisement is for, than what they do now for a fixed fee. Theory states 

that advertising agencies are increasingly more neutral in their suggestions about media 

options for their clients, because the payment is a fixed fee instead of a commission. Theory 

cannot be verified by empirical data regarding whether companies are increasingly more 

media neutral, but the respondent´s answer suggests that fixed fees are the preferred choice of 

payment (which confirms existing theory). Findings beyond existing theory display that 

advertising companies would demand a bigger influence in the company if to use 

commissions. The concept of Fragmentation/proliferation concerns how to differentiate a 

message among all other competitors’ messages. The interviewee explained that Yours build 

their business on good relationships, meaning that they are being humble and kind. He 

concluded that a message should be good and useful, but at the same time it has to catch 

people´s attention. Hence, it is empirically verified that companies are aware and are acting 

according to a reality where of a lot of media options all compete for people´s attention. 

However, the collected data does not verify the part of theory stating that companies use IMC 

to differentiate their message among the competitors´ messages, instead they seem to rely on 

relationship building and eye-catching, quality based messages to get through the media 

noise. 

5.3 RQ2: How can the success of organizations´ external IMC be described? 
The within-case analysis regarding RQ2 is conducted with the IMC key concept Results and 

its associated sub concepts (as presented earlier). Moreover, Kliatchko (2008) is the main 

source for all references to theory in the within-case analysis. 

5.3.1Within-case analysis – Respondent 1  

Results 

Concerning the concept of Financial measurements, respondent 1 stated that Yours can 

measure the effects of a marketing campaign precisely but not good regarding traditional 

media and that new media can be measured easily since it is based on feelings. Regarding the 

concept of Behavior-based measures and Customer valuation, the respondent explained that 

they look at future markets and financial aspects in order to know which customers/ markets 
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to pursue and that are worth to invest on. All in all, these findings verify theory stating that 

effectiveness according to IMC is based on behavioral responses, but theory stating outcomes 

(i.e. income generated from customers) as a way to measure effectiveness can neither be 

verified nor falsified. Moreover, it is fair to say that Yours exercises customer valuation, 

which corroborates theory describing a way of seeing the worth of customers to know which 

customers are best to invest money in. The concept of ROCI: income flows/returns concerns 

how to measure ROCI (return-on-customer-investments). The respondent explained that they 

use financial tools to measure the return on relations and he further added that they exert 

customer care despite the size of the customer. Since Yours uses financial tools in their 

customer valuation, this finding seems to validate theory stating that ROCI deals with 

deciding and then seeing if returns from customer investments are bigger than the money 

invested in it. Concerning the concept of Wealth contribution, the respondent explained that 

Yours are identifying opportunities for expansion by looking at sales orders and also via the 

strength of the sales group. He further added that they use the money from customer returns to 

invest in their brand and in skilled personnel so the customers are satisfied. In conclusion, the 

return-on-investments goes to the development of the business. These findings correspond 

well with existing theory stating that ROCI can help facilitating possibilities for expansion 

and thus creating wealth for companies. 

5.3.2 Within-case analysis – Respondent 2  

Results 

Concerning the concepts of Financial measurements and Customer valuation, respondent 2 

explained that standard measurements are the base/starting point and that they enable 

measurements of an objective. This finding can neither verify nor falsify theory stating that 

effectiveness according to IMC is based on behavioral responses, but it verifies theory stating 

outcomes (i.e. income generated from customers) as a way to measure effectiveness. 

Moreover, due to Yours use of financial measurements it is fair to say that they exercise 

customer valuation, which corroborates theory describing a way of seeing the worth of 

customers to know which customers are best to invest money in. The concept of ROCI: 

income flows/returns concerns how to measure ROCI (return-on-customer-investments). The 

interviewee stated that they measure on both corporate and individual level. Since Yours uses 

financial measurements, it seems to validate theory stating that ROCI deals with deciding and 

then seeing if returns from customer investments are bigger than the money invested in it. 

Concerning the concept of Wealth contribution, the respondent explained that Yours are 
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identifying opportunities for expansion by measuring on both corporate and individual level. 

This finding verifies to some extent theory stating that ROCI can help facilitating possibilities 

for expansion and thus creating wealth for companies. 

5.3.3 Within-case analysis – Respondent 3  

Results 

Concerning the concept of Financial measurements, respondent 3explained that evaluation of 

the effects of a marketing campaign depends on the type of campaign. The concepts of 

Behavior-based measures and Customer valuation concern how to know which customers/ 

markets to pursue and that are worth to invest on. The respondent said that Yours want 

customers that they can work with long-term and help them grow. Short-term customers or 

“one-time” customers are not paying off financially for the company. He further added that 

the attitude of a customer is of interest, since there are customers that are “time-thieves”, 

meaning that they complain or question everything all the time without paying for the extra 

time it takes for the company. All in all, these findings can neither verify nor falsify theory 

stating that effectiveness according to IMC is based on behavioral responses, but they verify 

theory stating outcomes (i.e. income generated from customers) as a way to measure 

effectiveness, since Yours pursues profitable long-term customers. Moreover, it is fair to say 

that Yours exercises customer valuation, which corroborates theory describing a way of 

seeing the worth of customers to know which customers are best to invest money in. The 

concept of ROCI: income flows/returns concerns how to measure ROCI (return-on-customer-

investments). The respondent said that Yours measure the time that they have spent on the 

marketing assignment, per hour.  Since Yours uses financial tools in their customer valuation, 

this finding seems to validate theory stating that ROCI deals with deciding and then seeing if 

returns from customer investments are bigger than the money invested in it. Concerning the 

concept of Wealth contribution, the respondent explained that Yours are identifying 

opportunities for expansion through looking and brainstorming around new selling and that 

they seize every opportunity; they are proactive and show engagement. Furthermore, he added 

that they use the money from customer returns to hire new employments and process new 

customers. These findings correspond well with existing theory stating that ROCI can help 

facilitating possibilities for expansion and thus creating wealth for companies. 

After having made sense of the collected data, conclusions will be presented in the following 

chapter. 
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6. FINDINGS AND CONCLUSIONS  
In this chapter, findings and conclusions regarding this thesis´ research questions will be 

presented. Furthermore, implications for theory and management will be exhibited. Lastly, 

the reader will be provided with the recommendations for future research, as well as the 

limitations of this study. 

6.1 GENERAL FINDINGS AND CONCLUSIONS 
As this thesis progressed it was discovered that there is a vast variety of theoretical definitions 

regarding the concept of IMC. Hence, one general conclusion is that both theory and 

management would benefit from the establishment of a unified definition of IMC in order to 

pinpoint the exact meaning and benefit of IMC. Moreover, in the noise that the modern media 

landscape generates it is extremely important for companies to find an effective way to reach 

their target audience. Hence, another general conclusion is that IMC can serve as a bridge to 

help companies reach their target audience. 

6.2 RQ1: How can organizations´ external IMC be described?  
This study shows that organizations use an integrated approach in their marketing 

communication towards customers and consumers. The main objective of integration in 

marketing communication is to get the message (with its content) perceived the same way by 

all receivers (e.g. customers and the company itself). It is done through the use of multiple 

communication channels; traditional channels (i.e. radio, TV, print), and also non-traditional 

channels (e.g. social media, digitization, mobile services). The study found that the range of 

channels in marketing communications has expanded from the channels originally used in the 

traditional marketing. These days, marketing communications is more about the Web and 

mobile applications. Furthermore, companies use a range of channels because they want to 

reach each target group in different markets. The consumers of channels have total control 

over what kind of contents they want to receive and when and where they want to receive it. 

Another finding is that in order to get the attention among competitors’ messages, a 

company’s content has to be distinguished and challenge the customers; it has to provoke 

without being offensive or ignorant to ethical considerations. This means that companies for 

example need to consider cultural adjustments of the content, e.g. color adaptations in 

different countries in order for companies to avoid offending anyone. Also, the content has to 

be relevant to the receiver’s needs, and sent out through a channel that is of interest to the 

consumer. In general, the channels to use depends on the range of the target audience; have 

meetings with smaller groups, use digitization to reach out to medium sized groups, and use 
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traditional media (e.g. TV-commercials, newspapers) to reach out to huge groups with a broad 

range of different people. However, in order to be able to choose channels when sending a 

message toward a specific target group, companies have to do research to gain deeper 

knowledge about the customers. It is done by conducting an analysis of target markets, with a 

relevant method for that specific group (e.g. benchmarking, focus groups), but the most 

important factor is to listen to customers’ preferences. Furthermore, the study shows that 

when a company uses an advertising agency to handle their external communications, the ad 

agency becomes a communication department in the company. Moreover, this study found 

that in order for companies to build trustworthy long-term relationships with customers it is 

important to be honest, tell the truth and have fun together with the customers. In turn, this 

will provide customers with value and it will be valuable for the company as well, since short-

term customers and “one-time” customers are costly for the company. In conclusion, it is 

easier and more effective to keep existing customers than to find new ones. 

 

The following main conclusions can be made regarding RQ1: 

 This research found that the main objective of integration in marketing communication 

was to get the message perceived the same way by all receivers (internally and 

externally). 

 This study found that the best way to reach a target group with a message was to do it 

through multiple channels. 

 Regarding the concept of Stakeholders, this study found that the most important aspect 

regarding knowing customer’s preferences was to listen to the customers. 

 Regarding the sub concept Long-term profitable relationship, this study found that 

trust was the most important factor regarding the establishment of a relationship.  

6.3 RQ2: How can the success of organizations´ external IMC be described?  
Findings show that there are many ways for companies to increase their effectiveness and 

efficiency and thus becoming successful. For example, companies can increase their level of 

effectiveness by using research and planning to address specific target market’s needs. They 

can also increase effectiveness by performing market analysis and benchmarking to identify 

profitable customers and prospects. Another finding is that companies use financial outcomes 

to measure effectiveness, e.g. when evaluating the effects of a marketing campaign. A further 

finding is that companies aim for long-term relationships to achieve effectiveness and 

efficiency. This can be explained by the fact that it is simply not worth to invest resources in 
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short-terms customers, since the cost for the invested time will be higher than the financial 

and relational returns from these types of customers. Furthermore, this study shows that 

companies find profitable customers by not only looking at financial aspects, but also 

attitudinal aspects. The reason for companies´ to include attitudinal aspects is that is important 

that companies and customers have a mutual understanding on how the integration of the 

communication is going to be made. Otherwise, the company can find themselves in a 

situation where the customer constantly are asking unnecessary questions and challenging the 

communication decisions of the company, thus “stealing” time which decreases efficiency for 

both the company and the customer. Consequently, you can say that choosing the wrong type 

of customers (i.e. short-term) will have implications for the effectiveness, which in turn will 

decrease efficiency by short-term customers’ way of complicating the working process. 

Hence, the choice of short-time customers will decrease the overall success of the company. 

Furthermore, it is not mentioned in the previously conducted studies related to IMC, but the 

empirical data collected for this thesis shows that trust is the most important factor in the 

creation of long-term profitable relationships (which is one of the sub concepts of IMC). 

Additionally, trust is built through customer oriented activities such as customer care, 

openness, personal contact, and delivering in time, all which increases efficiency in the IMC 

business process and leads to value for the customers. Hence, value for companies and their 

customers is created when companies are highly customer-oriented and professional in their 

field of expertise, i.e. value is created as an outcome of efficiency in the business process. 

Moreover, findings show that companies gain better understanding of their customers by 

dialog, attitudes, market analysis, and the use of customer focus groups. All these activities 

facilitate the process of increasing efficiency by fulfilling customers´ expectations. Findings 

also display that media databases and social media are utilized to collect information about 

customers´ purchase patterns, which are efficient ways to learn more about the customers. 

Another discovery is that companies’ success can be described by measuring the return on 

relations on both corporate and individual level, which also signals the importance of exerting 

customer care regardless of customers´ size. Moreover, one finding shows the importance of 

internal and external communication being coherent and consistent in order to gain efficient 

brand perception. 

 

All in all, the findings from this thesis and previous studies show that in order for companies 

to be successful in their external IMC, they have to identify long-term customers which in 

turn will ensure wealth contribution to the company. Conclusively, IMC can serve as a base to 
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help companies make the correct strategic choices and managing business processes to a high 

standard, which will lead to organizational success.  

The following main conclusions can be made regarding RQ2: 

 This study found trust to be the most important factor in the creation of long-term 

profitable relationships. 

 According to this research’s findings, long-term relationships are the key factor for 

increasing companies’ effectiveness. 

 This study found that the most important factor regarding the success of 

communicating was to do it where customers are open to receive it properly. 

6.4 IMPLICATIONS FOR THEORY  
The purpose of this thesis has been to gain a deeper understanding of how companies can 

integrate their marketing communication and how they manage the communication towards 

the external markets (according to the concept of IMC). This purpose was fulfilled by creating 

two relevant research questions, collect data and thereafter analyze this data together with the 

conceptual framework in order to answer the research questions. The journey towards 

answering the research questions has included exploratory and explanatory elements and 

ended with descriptive answers concerning the field of IMC. The major part of existing IMC 

theory has been verified through the collected data, which implicates that it is still valid. 

However, the data collection regarding Stakeholders puts forward something that theory does 

not, namely the significance of trust for creating long-term relationships with customers. This 

suggests that the power of trust has been overlooked in the previous studies and that it should 

henceforth be incorporated as a facet of IMC. 

6.5 IMPLICATIONS FOR MANAGEMENT 
This section will provide management with suggestions about how their work of IMC can be 

improved. Based on the gathered data and the findings of this thesis the following suggestions 

can be made:  

 As mentioned earlier, advertising agencies become a communication department in 

their clients´ companies and it is believed that ad agencies should increase the use of 

focus groups more in order to better determine which needs their clients´ customers 

have. Focus groups can also be employed in the same context to ensure that the most 

commonly used channels really are preferred by and have relevance to the clients´ 

customers. 
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 Increase the use of collecting customer information through databases, since it is an 

efficient way to learn more about customers in order to address target markets and 

gain profitable relationships. This recommendation is directed to both advertising 

agencies and companies that manage their external communication on their own. 

6.6 IMPLICATIONS FOR FURTHER RESEARCH  
Subjects for further research were discovered during the progression of the study as well as 

after its finalization. The recommendations for further research are as follows:  

 Examine how the content of messages is changing due to the recent arrival of 

audience-generated/ participatory media.  

 Since the core of IMC is accountability towards commercial results, it would be 

beneficial to do further research about the synergetic and economical aspects of IMC. 

 Study IMC from a customer perspective in order to get a complete over view. 

 Examine how different companies use IMC in order to establish a more uniform 

definition on IMC. 

6.7 LIMITATIONS 
This thesis has a modest collection of data from a relatively small communication bureau and 

hence, it can be somewhat difficult to draw conclusions relevant to the whole field of IMC. 

Due to time restraints only three out of the planned four interviews were conducted, i.e. less 

data was collected, which possibly decreases the degree of relevance regarding the 

conclusions being made. Also, during the interviews, there should have been more follow-up 

questions in order to create a richer understanding of why companies do certain things in 

certain ways. Furthermore, the inexperience of conducting interviews also shows by the 

failure to receive answers to all the questions that were asked during the interviews, which 

lead to some lack of data. All in all, if the interviews had been conducted in a more 

completely way, it could have improved conclusions about the topic. Furthermore, the main 

research about IMC seems to have been made in the 1990s and early 2000s; the evolution of 

IMC has probably not stopped, but it is hard to gain theoretical support for that statement. 

Finally, since many of the articles used in the conceptual framework are a few years old it 

possibly reduces the contemporary relevance for the findings in this thesis.  
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APPENDICES  

Appendix A – Interview Guide (English version)  
 

STAKEHOLDERS 

 

Internal and external markets 

1. How do you get customers and managers/ employees to perceive the brand in the same 

way?  

Multiple markets 

2. How are companies targeting different target market’s needs?  

Aggregation 

3. How are you identifying a company’s customers’ needs?  

4. How are you identifying a company’s prospects (e.g. potential customers)? 

Needs, wants, behavior, values 

5. How can you understand customers´ needs and behaviors?  

Database management 

6. How do collect information about purchase patterns? 

7. How are you collecting data of customers?  

Long-term profitable relationship 

8. How are you creating value for customers?  

9. How are you creating long-term relationships with customers?  

Dignity of the human person 

10. How can you find out a customer’s moral standards, personal beliefs, and values? 

 

CONTENT 

 

Consumer insights 
11. How are you making content appealing to a customer?  

Messages and incentives 

12. What are the short-term offers to consumers?  

13. What are the short-term rewards to consumers?  

Controlled/ uncontrolled 

14. How are you pursuing consumers that have the same particular needs?  

Ethical considerations 

15. How are you avoiding offending people with your content?  

16. How are you creating contents that are trustworthy?  

17. What problems do you encounter when creating contents?  

18. What do you have to consider when creating contents (e.g. ethical considerations)? 

 

CHANNELS 

 

Multiple channels 

19. How are you managing traditional marketing?  

20. Are there any “tools” that you can use to make consumers see and know your brand 

(e.g. social media, online marketing)?  

21. How are you getting messages out to people?  

Contact points/ expanded view 

22. Where can customers get in touch with a brand?  



 
 

 

Relevance/ preference 

23. How are you deciding which marketing channels to use?  

24. How are you finding the best channel for a specific audience? 

Above-the-line/ below-the-line 

25. How are you doing to get out the message in an efficient and cost-effective way?  

Non-traditional channels 

26. How has the range of communicational channels changed over time?  

New media/ digitization 

27. How has digitization affected the ways to send out messages?  

Media neutrality/ synergy 

28. Is there any difference of doing advertisement on a flat fee, compared to doing it on a 

commission?  

Fragmentation/ proliferation 

29. How are you differentiating your message among all the other competitors’ messages? 

 

RESULTS 

 

Financial measurements 

30. How are you evaluating the effects of a marketing campaign?  

Behavior-based measures 

31. How do you know which customers/ markets to pursue?  

Customer valuation 

32. How do you know which customers/ markets worth to invest on?  

ROCI: income flows/ returns 

33. How are you measuring ROCI (return-on-customer-investments) of customers? 

Wealth contribution 

34. How are you identifying opportunities for expansion?  

35. How are you using ROCI to expand your market? 

  



 
 

Appendix B – Intervjuguide (Svensk version)  
 

STAKEHOLDERS 

 

Internal and external markets 

1. Hur får du kunder och chefer/ anställda att uppfatta varumärket på samma sätt? 

Multiple markets 

2. Hur riktar sig företag mot olika målmarknaders behov?  

Aggregation 

3. Hur identifierar du kunders behov?  

4. Hur identifierar du ett företags framtidsutsikter (till exempel potentiella kunder)? 

Needs, wants, behavior, values 

5. Hur kan du förstå kunders behov och beteenden? 

Database management 

6. Hur samlar du information om inköpsmönster?  

7. Hur samlar du in data från kunder?  

Long-term profitable relationship 

8. Hur skapar du värde för kunder?  

9. Hur skapar du långsiktiga relationer med kunder?  

Dignity of the human person 

10. Hur kan du ta reda på en kunds moral, personliga övertygelser och värderingar?  

 

CONTENT 

 

Consumer insights 

11. Hur gör du innehållet tilltalande för en kund?  

Messages and incentives 

12. Vad är de kortsiktiga erbjudandena till konsumenter?  

13. Vad är de kortsiktiga belöningarna till konsumenter?  

Controlled/ uncontrolled 

14. Hur eftersträvar du konsumenter som har samma specifika behov?  

Ethical considerations 

15. Hur undviker du att förolämpa personer med innehållet?  

16. Hur skapar du innehåll som är trovärdigt?  

17. Vilka problem stöter du på när du skapar innehåll?  

18. Vad måste du överväga när du skapar innehåll? Till exempel etiska överväganden. 

 

CHANNELS 

 

Multiple channels 

19. Hur hanterar du traditionell marknadsföring?  

20. Finns det några "verktyg" som du kan använda för att få konsumenter att se och känna 

igen ditt varumärke? Till exempel sociala medier, marknadsföring på nätet.  

21. Hur får ni ut meddelanden till människor?  

Contact points/ expanded view 

22. Var kan kunder komma i kontakt med ett varumärke? 

Relevance/ preference 

23. Hur avgör du vilka marknadsföringskanaler som ska användas?  

24. Hur hittar du den bästa kanalen för en specifik målgrupp?  

 



 
 

Above-the-line/ below-the-line 

25. Hur gör ni för att få ut budskapet på ett effektivt och kostnadseffektivt sätt?  

Non-traditional channels 

26. Hur har omfånget av kommunikationskanaler förändrats över tiden? 

New media/ digitization 

27. Hur har digitaliseringen påverkat sätt att sända ut meddelanden?  

Media neutrality/ synergy 

28. Är det någon skillnad på att göra reklam för en fast avgift, jämfört med att göra det för 

en kommission? 

Fragmentation/ proliferation 

29. Hur differentierar du ditt budskap bland alla andra konkurrenters budskap?  

 

RESULTS 

 

Financial measurements 

30. Hur utvärderar du effekterna av en marknadsföringskampanj?  

Behavior-based measures 

31. Hur vet du vilka kunder/ marknader du ska fullfölja?  

Customer valuation 

32. Hur vet du vilka kunder/ marknader som är värda att satsa på?  

ROCI: income flows/ returns 

33. Hur mäter du ROCI (avkastning på kund-investeringar) av kunder?  

Wealth contribution 

34. Hur identifierar du möjligheter till expansion?  

35. Hur använder du ROCI (avkastning på kund-investeringar) för att utöka din marknad? 
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