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Sammanfattning
Idag finns det en mängd nya verktyg för att skapa marknadskommunikation vilket till stor del
beror på den snabba globaliseringen och teknikutvecklingen. 1993 skapades ett nytt
marknadskommunikationskoncept, Integrerad marknadskommunikation (IMC). Detta
skapade nya förutsättningar för stora såväl som små marknadskommunikationsbyråer. Syftet
med den här uppsatsen är att få en djupare förståelse för hur reklambyråer använder integrerad
marknadskommunikation i sin kampanjplaneringsprocess. För att nå detta syfte har vi
undersökt hur IMC kampanjplaneringsprocessen kan beskrivas, vilka kommunikationsverktyg
som används samt fördelarna med detta synsätt. Vi har använt fokusintervjuer och direkta
observationer för att undersöka två kampanjer, dessa kampanjer blev således våra två
fallstudier. Uppsatsen visar att genom att integrera kunden i kampanjplaneringen skapar IMC
stora fördelar och förutsättningar för att sätta ihop en bra kommunikationsmix. Vidare så dras
slutsatsen att IMC är en förutsättning för en konsistent kommunikation.
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Abstract
Numerous new marketing communication options are today available to marketers due to
rapid globalization and the development of new technologies. In 1993 a new concept called
Integrated Marketing Communication (IMC) was introduced. This concept provides new
opportunities for agencies, large as well as small and medium-sized ones. The purpose of this
thesis is to gain a deeper understanding on how advertising agencies use Integrated Marketing
Communication in their campaign planning. To reach this purpose we have studied how the
IMC campaign planning process can be described, what tools are used in IMC campaign
planning, and the benefits of IMC campaign planning. We have via focused interviews and
direct observations looked at two campaigns as the cases to be studied. Our study shows that
integrating the client in IMC campaign planning creates benefits and is vital for a proper
composition of the marketing communication toolbox. Furthermore, the thesis states that IMC
is a prerequisite for the creation of an attuned voice.



Table of Contents

Table of Contents

ACKNOWLEDGEMENTS..................................................................................................I

SAMMANFATTNING ....................................................................................................... II

ABSTRACT .......................................................................................................................III

1. INTRODUCTION ........................................................................................................... 1

1.1 BACKGROUND............................................................................................................... 1
1.2 PROBLEM DISCUSSION................................................................................................... 2
1.3 PURPOSE AND RESEARCH QUESTIONS ............................................................................ 4
1.4 DEMARCATIONS ............................................................................................................ 4
1.5 OUTLINE....................................................................................................................... 4

2. LITERATURE REVIEW................................................................................................ 6

2.1 RESEARCH QUESTION ONE: HOW CAN THE IMC CAMPAIGN PLANNING PROCESS BE

DESCRIBED? ....................................................................................................................... 6
2.1.1 IMC Planning Worksheets ..................................................................................... 6
2.1.2 Zero-based Planning Process .............................................................................. 13

2.2 RESEARCH QUESTION TWO: WHAT DIFFERENT MARKETING COMMUNICATION TOOLS

ARE USED IN THE IMC CAMPAIGN PLANNING PROCESS?.................................................... 16
2.2.1 Marketing Communication Tools......................................................................... 17
2.2.2 The Tools of IMC ................................................................................................ 21
2.2.3 The Four Sources of Brand Messages.................................................................. 22

2.3 RESEARCH QUESTION THREE: HOW CAN THE BENEFITS OF IMC CAMPAIGN PLANNING

BE DESCRIBED? ................................................................................................................ 24
2.3.1 The Clients’ Perception of Benefits of IMC.......................................................... 24
2.3.2 The Agencies’ Perception of Benefits of IMC....................................................... 25
2.3.3 IMC Opportunities .............................................................................................. 26
2.3.4 The IMC Synergy model ...................................................................................... 27

3. CONCEPTUALIZATION AND FRAME OF REFERENCE ..................................... 29

3.1 CONCEPTUALIZATION.................................................................................................. 29
3.1.1 Research Question One: How can the IMC campaign planning process be
described?.................................................................................................................... 29
3.1.2 Research Question Two: What different marketing communication tools are used in
the IMC campaign planning? ....................................................................................... 30
3.1.3 Research Question Three: How can the benefits of IMC campaign planning be
described?.................................................................................................................... 31

3.2 FRAME OF REFERENCE ................................................................................................ 32

4. METHODOLOGY ........................................................................................................ 33

4.1 RESEARCH PURPOSE.................................................................................................... 33
4.2 RESEARCH APPROACH................................................................................................. 33
4.3 RESEARCH STRATEGY ................................................................................................. 34



Table of Contents

4.4 DATA COLLECTION ..................................................................................................... 35
4.5 SAMPLE SELECTION .................................................................................................... 37
4.6 DATA ANALYSIS METHOD........................................................................................... 39
4.7 VALIDITY AND RELIABILITY ........................................................................................ 39

4.7.1 Construct Validity ............................................................................................... 40
4.7.2 Internal Validity .................................................................................................. 41
4.7.3 External Validity ................................................................................................. 41
4.7.4 Reliability............................................................................................................ 41

4.8 SUMMARY .................................................................................................................. 41

5. DATA PRESENTATION .............................................................................................. 43

5.1 THE ASSI DOMÄN INTERIÖR CAMPAIGN....................................................................... 43
5.1.1 Research Question One: How Can the IMC Campaign Planning Process Be
Described?................................................................................................................... 43
5.1.2 Research Question Two: What Different Marketing Communication Tools are Used
in the IMC Campaign Planning Process?..................................................................... 45
5.1.3 Research Question Three: How Can the Benefits of IMC Campaign Planning Be
Described?................................................................................................................... 46

5.2 THE NCC CAMPAIGN.................................................................................................. 46
5.2.1 Research Question One: How Can the IMC Campaign Planning Process Be
Described?................................................................................................................... 47
5.2.2 Research Question Two: What Different Marketing Communication Tools are Used
in the IMC Campaign Planning Process?..................................................................... 48
5.2.3 Research Question Three: How Can the Benefits of IMC Campaign Planning Be
Described?................................................................................................................... 48

6. DATA ANALYSIS......................................................................................................... 50

6.1 RESEARCH QUESTION ONE: HOW CAN THE IMC CAMPAIGN PLANNING PROCESS BE

DESCRIBED? ..................................................................................................................... 50
6.1.1 Within-case Analysis of Assi Domän Interiör....................................................... 50
6.1.2 Within-case Analysis of NCC............................................................................... 53
6.1.3 Cross-case Analysis............................................................................................. 54

6.2 RESEARCH QUESTION TWO: WHAT DIFFERENT MARKETING COMMUNICATION TOOLS

ARE USED IN THE IMC CAMPAIGN PLANNING PROCESS?.................................................... 57
6.2.1 Within-case Analysis of Assi Domän Interiör....................................................... 57
6.2.2 Within-case Analysis of NCC............................................................................... 58
6.2.3 Cross-case Analysis............................................................................................. 58

6.3 RESEARCH QUESTION THREE: HOW CAN THE BENEFITS OF IMC CAMPAIGN PLANNING

BE DESCRIBED? ................................................................................................................ 60
6.3.1 Within-case Analysis of Assi Domän Interiör....................................................... 60
6.3.2 Within-case Analysis of NCC............................................................................... 60
6.3.3 Cross-case Analysis............................................................................................. 61

7. FINDINGS AND CONCLUSIONS............................................................................... 63

7.1 RESEARCH QUESTION ONE: HOW CAN THE IMC CAMPAIGN PLANNING PROCESS BE

DESCRIBED? ..................................................................................................................... 63
7.2 RESEARCH QUESTION TWO: WHAT DIFFERENT MARKETING COMMUNICATION TOOLS

ARE USED IN THE IMC CAMPAIGN PLANNING PROCESS?.................................................... 64
7.3 RESEARCH QUESTION THREE: HOW CAN THE BENEFITS OF IMC CAMPAIGN PLANNING

BE DESCRIBED? ................................................................................................................ 65
7.4 IMPLICATIONS ............................................................................................................. 66



Table of Contents

7.4.1 Implications For Management............................................................................. 66
7.4.2 Implications For Existing Theory ........................................................................ 67
7.4.3 Implications For Future Research ....................................................................... 67

LIST OF REFERENCES .................................................................................................. 68

BOOKS AND ARTICLES ....................................................................................................... 68
INTERVIEWS...................................................................................................................... 69

APPENDIX A: INTERVJUGUIDE - SVENSK VERSION

APPENDIX B: INTERVIEW GUIDE - ENGLISH VERSION



List of Figures and Tables

List of Figures and Tables

Figures
FIGURE 1.1: THE INTEGRATED COMMUNICATION PROCESS...........................................................................................2
FIGURE 1.2: CHAPTER OUTLINE ......................................................................................................................................5
FIGURE 2.2: EFFECTS OF PROMOTION ...........................................................................................................................14
FIGURE 2.3: SOURCES OF MESSAGES ............................................................................................................................18
FIGURE 2.4: THE IMC MESSAGE TYPOLOGY................................................................................................................22
FIGURE 3.1: FRAME OF REFERENCE ..............................................................................................................................23
FIGURE 4.1: SUMMARY OF RESEARCH METHODOLOGY ...............................................................................................32
FIGURE 6.1: WITHIN-CASE ANALYSIS OF ASSI DOMÄN INTERIÖR...............................................................................43
FIGURE 6.2: WITHIN-CASE ANALYSIS OF NCC.............................................................................................................51
FIGURE 6.3: CROSS-CASE ANALYSIS OF THE IMC CAMPAIGN PLANNING PROCESSES ...............................................56

Tables
TABLE 2.1: MARKETING BACKGROUND WORKSHEET QUESTIONS................................................................................7
TABLE 2.2: KEY TARGET AUDIENCE WORKSHEET QUESTIONS .....................................................................................7
TABLE 2.3: THE MEMBERS OF THE BUYING CENTER AND THEIR ROLES.......................................................................8
TABLE 2.4: DECISION GRID .............................................................................................................................................9
TABLE 2.5: KEY COMMUNICATION STRATEGY WORKSHEET QUESTIONS .....................................................................9
TABLE 2.6: BEHAVIORAL SEQUENCE MODEL ...............................................................................................................11
TABLE 2.7: THE IMC TASK GRID..................................................................................................................................11
TABLE 2.8: PERCEIVED VALUE OF IMC........................................................................................................................25
TABLE 2.9: AGENCIES’ BELIEFS ABOUT IMC...............................................................................................................26
TABLE 4.1: RELEVANT SITUATIONS FOR DIFFERENT RESEARCH STRATEGIES ............................................................35
TABLE 4.2: SIX SOURCES OF EVIDENCE: STRENGTHS AND WEAKNESSES ...................................................................37
TABLE 4.3: CASE STUDY TACTICS FOR FOUR DESIGN TESTS.......................................................................................41
TABLE 6.1: WITHIN-CASE ANALYSIS OF THE CREATIVE BRIEFS IN THE ASSI DOMÄN INTERIÖR CAMPAIGN ............53
TABLE 6.2: WITHIN-CASE ANALYSIS OF THE CREATIVE BRIEFS IN THE NCC CAMPAIGN..........................................55
TABLE 6.3: CROSS-CASE ANALYSIS OF THE CONTENT OF AN IMC CAMPAIGN...........................................................57
TABLE 6.4: CROSS-CASE ANALYSIS OF THE TOOLS USED IN THE CAMPAIGNS............................................................59
TABLE 6.5: CROSS-CASE ANALYSIS OF THE SOURCES OF THE MESSAGES...................................................................60
TABLE 6.6: CROSS-CASE ANALYSIS OF PERCEIVED BENEFITS OF IMC .......................................................................62
TABLE 6.7: CROSS-CASE ANALYSIS OF FACTORS INFLUENCING WHEN IMC IS BENEFICIAL .....................................62



Chapter 1 Introduction

1

1. Introduction
In the first chapter of this thesis the study will be introduced. First, some background
information on marketing communication will be provided, discussing how it will lead to the
concept of Integrated Marketing Communication (IMC). Following this will be the problem
discussion, the purpose and the research questions. Finally the demarcations and an outline
of the thesis will be presented.

1.1 Background
“Perhaps no area of marketing has seen more dramatic changes over the years than
marketing communication” (Keller, 2001, p. 819). Numerous new marketing communication
options are today available to marketers due to rapid globalization and the development of
new technologies. Furthermore, this has led to the fragmentation of traditional advertising
media, as well as the emergence of new, non-traditional media. Examples of this increased
diversification include television networks, the Internet, product placement in television
programs and movies. Marketers must not only choose the proper tools from this augmented
toolbox, but also carefully integrate them in order to create maximum communicative
synergy. (ibid)

Wells, Burnett and Moriarty (1992) define marketing communication as: “the mechanism for
communicating the information to the consumer” (p. 11). The same definition is defined by
Keller (2001) as: “the means by which firms attempt to inform, persuade, incite, and remind
consumers – directly or indirectly – about the brands they sell” (p. 819). A third definition of
the same concept is: “activities that communicates the merits of the product and persuade
target customers to buy it” (Kotler & Armstrong 1994, p. 48). As can be seen in all three
definitions, communicating a message is the core activity in marketing communication.

Creating a message and sending it to a receiver is called the marketing communication
process. The messages might become interrupted or disturbed by unplanned static or
distortion, which results in the receivers getting a different message than the one the sender
sent. This interruption, called noise, is disturbing both the message and the channel through
which it is sent. (Duncan, 2002) Advertising agencies act as an intermediary for the firm in
their integrated communication process. How this process works is shown in figure 1.1 on
next page.
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Figure: 1.1
The Integrated Communication Process

Source: Adapted from Duncan, 2002, p. 127

Source
Company or
Brand

Encoding
Agency

Channel
Newspaper, mail
TV, direct mail

Decoding
Receiver
Target
Audience

Noise
Clutter and inconsistency

Feedback
Buy or not buy, seek information,
visit store

Message

As shown in figure 1.1 the agency’s mission is to encode the message that will be
communicated to the customers through various media. “The encoding challenge is not only
to describe a product’s benefit in a way that is understandable and persuasive, but to do so in
a way that will attract attention and make the decoding as easy and enjoyable as possible for
the receivers who are the targeted audience” (Duncan, 2002, p. 126). The message is the
information being transmitted from the agency to the target audience through a
communication channel. According to the figure the message and the channel are negatively
affected by interferences and distractions called noise. Without this “noise” the receiver
would interpret the message the exact same way as the sender intended it. If the message
punches through the noise and is decoded the way that was intended by the encoder, it leads
to feedback in form of purchases, information requests, or store visits. (ibid)

Because of the commercial message clutter that the world is experiencing today, marketers
need to focus their promotional efforts in order to punch through the noise barrier and reach
the target audience. An example of the change in the communication environment is the fact
that a company in 1960 could reach two thirds of U.S. households when running an ad in just
three magazines: Look, Life, and Saturday Evening Post. Today only the latter two exist, and
together they reach a mere two percent of the households. (ibid)

As a response to the increased message distortion and the arising need for more integration in
marketing communication, Schultz, Tannenbaum, and Lauterborn introduced a new concept
in 1993 called Integrated Marketing Communication (IMC). This is how they define IMC:
“IMC is a concept of marketing communication planning that recognizes the added value of
the comprehensive plan that evaluates the strategic roles of a verity of communication
disciplines (for example, general advertising, direct response, sales promotion, and public
relations)…and combines these disciplines to provide clarity, consistency, and maximum
communication impact.” (Schultz et al., 1993, p.6) Even though marketers were slow to adapt
this as a part in their planning process, IMC is today widely acknowledged as the key to
superior brand communication (Duncan, 2002).

1.2 Problem Discussion
In the start of the new millennium marketing communication functions such as advertising,
sales promotion, and direct marketing became much more sophisticated. This resulted in more
commercial message clutter, which made it even harder for brands to be seen. Media also
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became more fragmented, interactive, and global due to satellite delivery. To maximize the
effect of the marketing communication tools, it became essential to strategically integrate
them. This process of Integrated Marketing Communication is changing the way companies
communicate with their customers. (Duncan, 2002)

In today’s world, IMC is becoming more important due to the difficulties in differing
advertising from sales promotion. Television commercials include direct response numbers or
the use of coupons clipped from newspapers. If marketers are experiencing problems trying to
separate the different marketing communication tools, the consumer certainly does not know
(or care) what constitutes marketing communication. According to a survey conducted by the
Leo Burnett agency, customers were having severe problems separating advertising from
promotion. Even though marketers had over 100 different names for the communication tools,
the respondents called more than 90 of them advertising. (Percy, 1997)

Integrated Marketing Communication offers several different tools that can be used in order
to communicate a marketing message. According to Smith (1998) and Smith, Berry & Pulford
(1998) these tools are: personal selling, advertising, sales promotion, direct marketing, public
relations, sponsorships, packaging, points-of-purchase, the Internet, word of mouth, and
corporate identity. Another way to define these tools is offered by Percy (1997). Instead of
having eleven different tools like Wells et al. has, Percy simply divides the Integrated
Marketing Communication tools into advertising and promotion. With advertising Percy
means all channels that are used to build awareness and brand equity, while promotion
“includes a wide variety of techniques that help accelerate normal purchase behavior”
(op.cit., p. 95). In other words, “advertising brings the horse to water, promotion makes it
drink” (cited in Jobber, 1998, p. 419). Due to lack of integration between these tools, the use
of marketing communication has been considered, “strapped in a functional box with the
people who are working there not trying to solve business problems, but to ‘do advertising’ or
‘do public relations’ or ‘do direct marketing’” (Schultz et al., 1993, p.8).

To meet the set communication objectives and to solve communication problems, a
strategically designed IMC campaign should be conducted. “Advertisers don’t create
messages by relying on whimsy or a sudden flash of inspiration” (Wells et al., 2000, p. 170).
Instead, Integrated Marketing Communication requires careful planning. A big problem in the
current marketing communication situation is the fact that many messages are single-shot
messages, meaning that the messages are free-standing and unrelated to other communication
activities used by the agency (ibid). Planning is becoming increasingly important with brands,
markets, and consumers becoming more complex in their behavior, and this complexity
escalates with the many varied options of communicating with your target market (Percy,
1997).

To be able to successfully carry out an IMC campaign, a logical step-by-step process is
needed. This IMC campaign planning process consists of three major parts namely the
background and task definition, the objectives and strategy, and finally the execution and
evaluation part. These major components will furthermore be broken down into smaller sub
elements in order to achieve a higher level of integration and detail in planning. (Duncan,
2002; Percy, 1997; Wells et al., 2000)

The benefit of IMC campaign planning is that it creates a comprehensive plan that enables a
series of different, but related, messages to appear in different media across a specified time
period. (ibid) It is this strategic planning and thinking that leads to innovation and creativity in
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media, research, sales promotion and advertising implementation. In addition, the how and
why advertising fits into a total integrated marketing communication plan is emphasized.
(IMC View Book, 2002)

In the late 1980s and the early 1990s the trend among marketing communication agencies
were mergers and globalization (Wells et al., 2000). This trend, of agencies growing larger,
was enhanced by the introduction of IMC. This introduction required some major
readjustments in agency activities, organization, capability, and thinking. Agencies during this
period therefore were selling themselves as being able to provide all the services and
disciplines included in IMC. However, today the organization of agencies is changing. Even
though some of the larger agencies are scrapping the “one-stop-shopping” approach and are
instead specializing in niche areas of marketing communication, some of them are remaining
full-service agencies in an attempt to maintain the focus on IMC. The center of attention
should not be on trying to supply all services; instead their clients can find valuable marketing
help outside traditional advertising agencies. (IMC View Book, 2002) This trend was
explained by the president of the American Association of Advertising Agencies with the
quote: “Integrated marketing is not a case of doing everything for everyone, and that’s where
some big agencies got confused. (cited in Percy, 1997, p. 6)

1.3 Purpose and Research Questions
Based on the problem discussion the purpose of this study is:
 To gain a deeper understanding on how advertising agencies use Integrated Marketing
Communication in their campaign planning.

In order to reach this purpose we will answer the following research questions:

1. How can the IMC campaign planning process be described?
2 .  What different marketing communication tools are used in the IMC campaign

planning process?
3. How can the benefits of IMC campaign planning be described?

1.4 Demarcations
The thesis is written from the advertising agencies’ perspective and is going to focus on the
integration within the agency campaign planning, the integration between agency and its
clients.

1.5 Outline
In this first chapter we have provided an insight to what this thesis is about and also what the
research problem for the thesis is. In chapter two, an overview of previous research within the
field of research is made. Chapter three contains a frame of reference where a
conceptualization of the research questions is made. Chapter four describes the methodology
that has been used throughout this thesis. In chapter five the data that has been collected in
this study is presented. In chapter six the data is analyzed, and finally chapter seven gives the
reader our conclusions and findings. The outline of the thesis is visually shown in figure 1.2.
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Figure: 1.2
Chapter Outline
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2. Literature Review
In this chapter earlier studies connected to the problem area, and more specifically to the
research questions will be reviewed. First, studies related to the first research question, the
IMC campaign planning process will be presented. Secondly, literature regarding research
question two, which deals with the communication tools that are used in IMC campaign
planning, will be brought up. The third and final area to review is the previous work
connected to the final research question concerning benefits of using IMC campaign
planning.

2.1 Research Question One: How Can the IMC Campaign
Planning Process Be Described?
Planning an IMC campaign requires a disciplined step-by-step approach, or as Heibing &
Cooper (1997) put it “To truly integrate marketing communication tools, one needs a very set
methodology to sort out and interface the many overlapping elements” (p. xxvi). The first
step in this process will be to outline the relevant market issues that are likely to affect the
communication; this information is preferable directly derived from the marketing plan.
Moving through the campaign planning process the final step of the IMC campaign is the
evaluation of the campaign. (Duncan, 2002) In this section two different IMC campaign
planning processes will be presented, covering various lengths of the planning process. The
first campaign-planning tool is IMC Planning Worksheets introduced by Percy (1997), and
the second is The Zero-based Planning Process (Duncan, 2002).

2.1.1 IMC Planning Worksheets
IMC planning worksheets is an IMC campaign planning process that consists of six different
worksheets or models. These worksheets/models are: Marketing Background worksheet,
Target Audience Action Objectives Worksheet, Communication Strategy Worksheet,
Behavioral Sequence Model, IMC Task Grid, and the Creative Brief. This process starts by
looking at relevant background factors affecting the communication and ends with the
generation of creative briefs to guide the execution of the integrated marketing
communication. In other words, this process begins with the analysis of the situation from the
marketing plan and do not include production, implementation, and evaluation of the
campaign. Percy (1997)

Marketing Background Worksheet
When trying to create a solid foundation for the rest of your IMC plan it is important to ask
the questions in table 2.1. These six questions is a fast, yet accurate, way to look at the
situation currently facing the brand, company or service. The base for this information is
mainly found in the marketing plan, but to ask the questions and formally answer them helps
organizing the planning process.
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Table: 2.1
Marketing Background Worksheet Questions

Source: Percy, 1997, p. 44 

Key Consideration Question

Product Description What are you marketing?

Market Assessment What is your overall assessment of
the market where your product or
service competes?

Source of Business Where do you expect business to
come from?

Competitive Evaluation How does the competition position
itself?

Marketing Objectives What are the marketing objectives
for your product or service?

Marketing Communication How are marketing communication
expected to contribute to the
marketing objective?

It is important to describe the product or service and the market in easy to understand terms so
that someone that is totally unfamiliar with the concept still can create and execute the
marketing communication. Questions that might seem obvious to the well informed, like
where do you expect business to come from, is an important question to ask in the
increasingly complex marketing environment. Percy (1997)

The final question answering how marketing communication will contribute to the marketing
objective is very important. This is due to the fact that this is the first time the marketer can
get an idea of how much will be expected from the integrated communication program, and
the extent to which multiple messages and types of marketing communication might be
required. (ibid)

Target Audience Action Objectives Worksheet
After laying the foundation by looking at the background factors involved in the IMC
planning worksheets process, it is time to focus upon whom to address. IMC planning tries to
look beyond traditional demographics and focus on a more holistic view of the stakeholders
and target audience. To achieve a more holistic view Percy (1997) means that one should
answer the following five questions (See table 2.2).

Table: 2.2 
Key Target Audience Worksheet Questions  
 
• Where are sales or usage to come from – present customers or new ones?  
• Does the marketing objective involve initial trial or continued usage?  
• Where does the “trade” fit?  
• What do we know about the target audienc e? 
• Who are the decision makers the marketing must reach?  

Source: Percy, 1997, p. 46  
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The first two questions concerning selling to new or old customers and initial trial or
continued use is important questions to address due to the fact that the preferred
communication strategy will differ widely when targeting new customers instead of old ones,
especially when considering the promotional tactics. A good example of the holistic view in
IMC planning is the involvement of trade, including all those who are involved in the
distribution and sale of the offering. Percy (1997)

Traditionally the target market has been considered in demographic terms and sometimes in
psychographics or lifestyle descriptions. These are important, but not enough when
considering integrated marketing communication programs. In an IMC planning process it is
important to understand the audience in terms of behavioral patterns, attitudinal patterns, and
the audience linkage to both the offering and the media. (ibid)

The focus of the last question in the Target Audience Worksheet is on the ‘buying center’ of
the target audience. An essential part of IMC planning is to know who are involved in the
decision making process and at what stage. Percy (1997) uses the classification introduced by
Webster & Wind (1972) and presented in table 2.3.

Table: 2.3 
The Members of the Buying Center and their Roles  

Source: Percy (1997), p. 48; Webster & Wind, 1972, p. 79  

• An initiator, who proposes the purchase or usage.  
• An influencer, who recommends (or discourages) the purchase or usage.  
• The decider, who actually makes the choice.  
• The purchaser, who actually makes the purchase.  
• The user, who is the one to use the product or service.  

“The importance of the role played in the decision making process for IMC cannot be
emphasized enough” (Percy, 1997, p. 48). When communicating with advertising or
promotion, marketers are talking to individuals playing a role. Percy (1997)

As an aid to answer the question about who are the decision makers the marketing must reach,
Percy (1997) uses a decision grid (see table 2.4). In the decision grid each of the five roles are
focused on, and the campaign planner can decide on what role each of these will play.
According to the IMC planning process both the end consumer and the trade should be
focused on.
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Target Audience

Source: Percy, 1997, p. 49  

Role Consumer Trade

Initiator

Influencer

Decider

Purchaser

User

Table: 2.4
Decision Grid

Communication Strategy Worksheet
This worksheet is according to Percy (1997) designed to deal with the overall communication
objectives and strategies. Specific creative strategies for advertising, direct mail, and so on
will be developed in the Creative Briefs. During this phase of the IMC planning process there
are three questions that are necessary to address. These questions are shown in table 2.5.

• What are our communication objectives?  
• What is the brand attitude strategy?  
• What do we want people to do as a result of our communications?  

Source: Percy, 1997, p. 52  

Table: 2.5
Key Communication Strategy Worksheet Questions

Setting the communication objectives is naturally the first consideration in marketing
communication strategy Percy (1997). What he means when discussing marketing
communication objectives is “the communication effects that we are looking for” (p. 53).
These effects will turn into objectives, and below the five communication effects will be
described. (ibid)

The first communication effect is Category Need. If there is little demand for a category, or
customers seem to be less aware of the product or service, establishing or reminding people of
it becomes an objective. The definition of category need is the target audience’s perception
that they require a product or a service to be satisfied. (ibid)

Brand Awareness is the second communication effect and should according to Percy (1997)
always be an objective. Brand awareness is the target audience ability to recognize or recall a
product or a service (ibid).

The third communication effect is Brand Attitude. The concept of brand attitude reflects the
information or feeling imparted through marketing communication. This effect is always an
objective in integrated communication strategy, and shows the target audience overall
evaluation of the product or service in relationship to its ability to satisfy their need. (ibid)
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Brand Purchase Intention, the fourth effect, is the target audience’s instruction to themselves
to respond to the product or service offered. In other words it is the commitment to take action
not necessarily leading to a purchase. Brand purchase intention is often an objective for
promotional efforts. Percy (1997)

Finally, the fifth effect is Purchase Facilitation, which is the target audience’s perception that
some factors could influence their decision to purchase or use the brand. These factors are
often not considered to be communicational objectives since they are often including price,
product- related issues, or distribution. (ibid)

To answer the question what the brand attitude strategy is, the IMC planner tries to assess the
type of decision the audience is facing; it could be a low involvement or high involvement
decision. The type of decision affects the customers’ involvement when purchasing a product
and is therefore important to determine in the communication strategy. Another issue
affecting the potential customers’ attitude towards the brand is their motivation for buying the
product or service. In this case Percy (1997) differentiates between Informational and
Transformational motives. Informational motives are also called negative motives meaning
that the motive for purchasing a product is to avoid a problem, solve a problem, find a better
product, or maintain the current level of satisfaction. Transformational motives on the other
hand are called positive motives. Positive purchase motives are when customers enjoy using
the product or when the product gives social or personal recognition. (ibid)

Due to the fact that brand attitude is always an objective (as noted above) there are four
different combinations deriving from the type of decision and the motives of the audience,
namely the following:

•  Low involvement/informational – this is the strategy for products or services that
involves little or no risk, and when the underlying motivation is negative. Typical
examples would include pain relievers and detergents.

• Low involvement/transformational – this is the strategy for products or services that
involves little or no risk, but where the underlying motivations are positive. Examples
of this product category would include food products and beer.

•  High involvement/informational – this is the strategy for products and services that
involve risk, and when the underlying motivation is negative. Typical examples would
be financial investments and new industrial products.

• High involvement/transformational – this is the strategy for products and services that
involve risk, but where the underlying motivations are positive. Examples of this
could be high fashion clothing and automobiles.

The above strategy choices give the opportunity for the IMC planner to list a number of
tactical options for the implementation of the communication campaign; therefore this is an
important tool to use when planning an IMC campaign. (ibid)

Behavioral Sequence Model
Introduced by Rossiter & Percy (1992), “the Behavioral Sequence Model (BSM) is an
invaluable planning tool for constructing an integrated marketing communication program. A
BSM focusing on the major decision stages members of your target audience utilize
preceding, during, and following purchase or use of product or service” (op. cit., p. 264). The
four decision stages in the BSM model is: Need Arousal, Information Search and Evaluation,
Purchase, and finally the Usage stage. Furthermore, for each of these stages it asses the:
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decision roles involved (see table 2.6), where that stage of the decision is likely to occur, the
timing of the stage, and how it is likely to occur. The BSM is therefore a flow chart that
identifies how members of the target audience are taking action or making decisions that will
ultimately affect purchase. Percy (1997)

Source: Percy, 1997, p. 58 

Decision Stage

Consideration
at each stage Need Arousal Information &

Evaluation
Purchase Usage

Decision roles
involved
Where the stage
occur

Timing of stage

How it will
occur

Table: 2.6
Behavioral Sequence Model

The Decision stages are unique to each product or service; the need arousal stage represents
the phase were the actual need for the product emerges. The second stage, information &
evaluation, illustrate the target audiences’ need to seek out information and evaluate these
options against each other. This second phase could be removed when dealing with low
involvement products (see communication strategy worksheet above), as a result of a low
involvement product, once need is aroused the decision to purchase or use is made instantly.
Purchase, is the phase where the actual transaction takes place and usage is when the product
is used. These two phases are important to consider when the quality of the marketing
communication at these stages can lead to customer buying again. (ibid)

The IMC Task Grid
Having answered the questions for the IMC planning worksheets and developed a BSM, the
next step in the planning process is to summarize all the facts to easily be able to overview
them. The worksheets have developed the strategic direction needed and the BSM has alerted
the marketing communication options. Utilizing the BSM together with the worksheets the
marketer must decide whatever the objectives of the communication campaign can be
satisfied via a single message or if a number of communication tasks should be considered.
(ibid)

Source: Percy, 1997, p. 69 

Decision
Stage

Communication
Task

Target
Audience

Where &
When?

IMC
Options

Decision Grid Communication
effects

Target Audie-
nce worksheet

BSM Select best
options

Table: 2.7
The IMC Task Grid
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In table 2.7 above, each of the rows represent one communication option, and the last column
named IMC Options is where the marketer clearly specifies how to communicate with the
target audience in order to satisfy each communication task. Bringing everything that is
learned together in an IMC grid reviews it in an objective way, and it also gives the planner
the opportunity to look for the marketing communication tools that best fits needs and budget.
Percy (1997)

In the IMC task grid the information is summarized in the first column, decision stage, is
found in the Behavioral Sequence Model (see table 2.6). It is important to understand that
customers can be in different stages of the purchasing process. This process starts with the
need arising and ends with the use the product. For marketers it is of critical importance to
understand that different decision stages requires different communication. (ibid)

The second column shows the communication tasks or objectives. The information to put in
this column is gathered from the answers to the key communication strategy worksheet
questions (see table 2.5). When the decision stage is changing so is often the communication
objectives. (ibid)

Target Audience, the third column in the IMC task grid explains which role is active in the
current decision stage (see table 2.4). Different message receivers need different messages,
and often also different media. (ibid)

Where and when, from the BSM model (table 2.6), is the fourth column in the IMC grid. This
column summarizes the wide range of different places to access the target audience while they
are engaged in the decision process and also when they are most accessible. (ibid)

Creative Brief
The creative brief, presented below, is the final outcome of the IMC planning process and is
based upon prior planning and the IMC task grid (ibid). The creative briefs are “useful for the
creation of all marketing communication, and in the case of IMC it must be congruent”
(Percy, 1997, p. 70). Percy (1997) presents a creative brief consisting of ten objects that are
divided into three sections: one that defines the task at hand, one that is concerned with the
creative objectives, and one that is concerned with execution elements. (ibid)

Task Definition
1.  Key market observations – presents the most important points about the market

conditions, helping the creative team executing the creative strategy.
2. Source of business – this is a general description of where business expected to come

from (e.g. people buying CDs or people unhappy with their current product).
3. Consumer barrier/insight – presents the most important barrier or aid that either helps

or hinders the planner to reach the target audience.
4. Target market – a thorough description of the target audience, this description must

according to Percy (1997) be so systematic that “we will be able to picture in our
minds whom we are addressing” (op. cit., p. 71).

Objectives and Strategy
5. Communication objectives and tasks – provides a description of the objectives and

how the objectives fits into the IMC campaign. In this section the primary objectives
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and communications tasks (category need, brand awareness, brand attitude, brand
purchase intention, and purchase facilitation) from the Task Grid is presented.

6. Brand attitude strategy – explains the underlying motivations (positively or negatively)
and the level of involvement (high or low) in the customers decision-making process.

7. Benefit claim – here the creative brief points out the most important benefit claim that
is associated with the relevant motivation. It is also important to provide evidence for
this claim when it helps the creative team understand the correctness in
communicating this benefit.

8. Desired consumer response – a brief summary of how the target audience is expected
to feel, know, or think as a result of the communicational effort.

Execution
9. Creative guidelines – presents the appropriate tactics for the type of communication

involved.
10. Requirements/mandatory contents – tells the creative team what are the mandatory

requirements either creative, legally, or corporately, that must be included. An
example of this could be the use of logotypes or company name.

“The creative brief should be completed in one page…and it is always important to create a
balance between including enough information for clear guidance and providing so much
information that the creative people working on the assignment are placed in the position of
working out their own communication priorities from the information provided” (Percy,
1997, p. 73). The creative brief is the actual outcome that bridges over from planning to
execution.

2.1.2 Zero-based Planning Process
“Because market conditions are continually changing, IMC planners should use zero-based
planning” (Duncan, 2002, p. 202). This IMC planning process consists of determining
objectives and strategies based on current marketplace conditions, “the current conditions are
considered the zero point” (ibid). This eight step planning process is equally applicable to
consumer and business-to-business brands; to companies of every size; to service providers,
manufacturers as well as nonprofit organizations. (ibid)
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Figure: 2.1
The Zero-based Planning Process

1. Analyze SWOTs

2. Analyze targets and
relationships

3. Determine marketing
communication objectives

4. Develop  strategies
and rationales

5. Determine the
budget

6. Determine the
timing

7. Test market

8. Evaluate effectiveness

Source: Duncan, 2001, p. 202

Step 1: Analyze SWOTs
A SWOT analysis is according to Duncan (1997), p.203, “a structured evaluation of internal
situations (strengths and weaknesses) and external situations (opportunities and threats) that
can help and hurt a brand”. From the SWOT analysis the planner should be able to derive
significant strengths and opportunities that should be leveraged, as well as critical weaknesses
and threats that should be addressed. When conducting this analyze, it is important to have an
outside-in perspective; in IMC planning it is much easier to get a holistic view when looking
at the brand from the customers viewpoint. (ibid)

Even though many things have been considered when writing the SWOT analysis, there has
to be some prioritizing before using the SWOT. There are many factors to consider when
doing this prioritizing. Factors that should be considered are: the realistic damage to brand
equity if a weakness or threat is not addressed properly, realistic benefit if a strength or
opportunity is used to its full potential, cost of addressing or leveraging each SWOT, and the
time a company has to addressing or leveraging each SWOT. (ibid)

Step 2: Analyze Targets and Relationships
The second step of the zero-based planning process is to identify the key customers as well as
the brand’s relationship with each key segment. This step is necessary to complete before
setting communication objectives. Targeting is used to focus on current customers, new
customers, and customers that need special attention. Targeting also saves money; the more
precise the audience is described the less is spent on media waste. (ibid)
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Step 3: Determine Marketing Communication Objectives
When setting objectives the planners decide what needs to be accomplished in order to
leverage the key SWOT findings. Duncan (2002) explains the setting of objectives in an IMC
campaign in these terms: “Because IMC is about building and managing brand relationships,
objectives are of two types, communicational and behavioral” (op. cit., p. 213). With
communicational Duncan (2002) means for example claims and reinforcing, and changing
brand positioning, whereas increasing trial, sales, and requests for information are examples
of behavioral effects.

Creating communicational effects are a lot easier than creating behavioral effects. One good
example of this is the AIDA model, which stands for Awareness, Interest, Desire, and Action.
In the AIDA model the awareness, interest, and desire (communicational effects) objectives
are often set at a higher level than the action (behavioral effect) objective. (ibid)

Step 4: Develop Strategies and Rationales
The essence of IMC planning is to be neutral when choosing marketing communication tools,
which means letting the SWOT analysis and the resulting objectives determine the best mix.
Many times the development of strategies means choosing the best marketing communication
mix from many different options. This requires thinking about what each of the tools does
best. For example, to help achieve the objective of increase beliefs of brand claims by 10%
publicity would be used because of its high credibility. On the other hand, if the objective is
to increase trial with 28%, sales promotion may be the best choice. The core of zero-based
IMC planning is the importance of integrating these tools to create maximum effect. (Duncan,
2002)

Companies and their marketing communication agencies employ strategic thinking at various
levels in the integrated marketing communication process. “When the agency creates the
brand message, whether ads, publicity, packaging, or sales promotion offers, the message is
guided by a creative brief” (op. cit., p. 313). According to Duncan (2002) different agencies
are using different names for the creative brief, but many of them include some or all of the
following basic information:

• Marketing Objectives (share of market, sales levels, share of wallet).
• Marketing strategies (timing, geographical focus, market segments).
• Brand identity, image, and/or personality.
• Brand attributes and distinctive features.
• Competition’s attributes and distinctive features.
• Existing position and desired position.
• Key SWOTs.

Furthermore, creative briefs typically include such things as a restatement of the marketing
strategy, a restatement of the marketing objectives in terms of the intended message impact,
the message format or approach, the creative concept, and the message execution details.
(ibid)

Step 5: Determine the Budget
As mentioned in step one, the SWOT has to prioritize in order to fit within the budget. There
are many ways to prepare a budget, some of the methods are: percentage-of-sales, objective
and task, share-of-category spending, and Return On Investment (ROI). Budgeting problems
is one of the biggest obstacles to imposing IMC planning in both agencies and companies.
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This is due to “big egos and turf battles, managers’ and executives’ pay is proportional to the
size of their budget” (Duncan, 2002, p. 222).

Step 6: Determine the Timing
An important aspect of zero-based IMC planning is timing and scheduling of different
elements, determining which media placements, promotional programs, and other marketing
communication tools should happen first, last or in between. Timing concerns are for
example, seasonal differences, uses of other marketing communicational tools in the same
campaign, the timing between marketing, sales, and production, and finally timing of
advertising with unexpected publicity. (Duncan, 2002) “Timing and coordination is critical
issues in coordinating an IMC campaign. The best way to ensure right timing is to discuss
individual department plans in cross-functional meetings, letting everyone know what
everyone else is planning and when they are planning to do it” (op. cit., p. 224).

Step 7: Test Market
Every marketing communication effort is unique; therefore the only way to know if the effort
works as planned is to try it (Duncan, 2002). “This is why it is good to build into every plan
some testing” (op. cit., p. 224). Testing the creative impact is one important issue and another
one is to test media spending. Companies are constantly testing the marginal effect of
increased spending as well as the minimum level required to maintain market share. (ibid)

Step 8: Evaluate Effectiveness
Effectiveness should always be evaluated against how well the IMC campaign met the set
objectives. This is of course why companies always should set their objectives in measurable
terms. Companies collect data to evaluate effectiveness from industry reports such as annual
reports and conducted surveys to measure for example impact and awareness levels. (ibid)

Evaluation of an IMC campaign must also include measures of relationships strengths and the
level of integrations between marketing communication tools. The evaluation of relationships
is a strong indicator of future business, while sales and shares from traditional evaluation only
measures historical effectiveness. Another aspect that differ IMC planning from traditional
market communication is the stress for continuous feedback. Sharing information and giving
instant feed back is critical for success when working across functions. This requires a strong
commitment and a new focus on instant feed back in the organization. (ibid)

2.2 Research Question Two: What Different Marketing
Communication Tools are Used in the IMC Campaign Planning
Process?
The tools used in an IMC campaign should recognize all areas of the marketing mix that
communicates some kind of a message to the consumer or the customer. This of course
include traditional marketing communication tools, such as advertising and sales promotion,
but it also includes the things that often are forgotten or not calculated as communication
tools, such as gossip, facilities, and distribution. (Wells, Burnett & Moriarty, 2000) In section
2.2.1, the different marketing communication tools that marketers today are using will be
presented. Following this section, two theories describing different ways of organizing these
tools will be shown. The first theory is The Tools of IMC (Wells et al., 2000) and the second
is The Four Sources of Brand Messages (Duncan, 2002).
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2.2.1 Marketing Communication Tools
According to Smith (1998) and Smith, Berry and Pulford. (1998) there are eleven different
communication tools available to a marketer: personal selling, advertising, sales promotion,
direct marketing, public relations, sponsorship, packaging, point-of-purchase, word of mouth,
the Internet, and corporate identity advertising. Below these tools are examined more
extensively.

Personal selling
Selling is today more and more moving away from the short-term, quick sale scenario. This
trend takes the seller out of the combative salesman role and instead he/she is being
transformed into “customer servants”. This means that personal selling is becoming more
important. (Smith et al., 1998) According to Foster (1998) personal selling could include
communication tools like face-to-face sales meetings, telephone sales, videoconferencing,
tradeshows and exhibitions, and conferences.

Advantages with personal selling are that the marketer has a direct contact with the customer
and hence has a great control over how to approach the customer and how the messages are
presented to the customer. Disadvantages with personal selling could be that you are building
the marketing on individuals. Hence, a company needs to put a lot of efforts in recruiting the
right sales people and in training them. This also means that in times when companies need to
lower their marketing efforts they need to terminate employees, which can be a both painful
and expensive process. (Smith et al. 1998)

Advertising
Advertising is often seen as a very important tool in marketing communication. It is a type of
promotion where the target audience is reached via a recognizable advertisement placed in a
definable advertising media. (Baker, 1994) By using advertising the message of a marketing
campaign could be often repeated and through this, awareness could be created amongst the
new customers at the same time as it helps the already aware to learn more about and
remember brands and their benefits. As a form of classical conditioning advertising can build
associations between brands, logos, images, and benefits. Some examples of advertising are
TV commercials, radio commercials, and print ads in magazines and newspapers. (Smith et
al. 1998)

Advantages with advertising are that it can be quickly implemented but still have a
widespread market cover. Marketers also have full control over the message content and can
easily cut down on marketing cost if necessary by terminating the advertising campaign.
However, there are also some disadvantages with advertising. The major drawback is maybe
the fact that advertising cannot target individual customers, but also the difficulty in quickly
changing the message thrust and the complexity in determining cost effectiveness are also a
disadvantage. (ibid)

Sales promotion
Sales promotion (SP) is used as short-term incentives to encourage purchase or sales of a
product or service. Whereas advertising offers reasons to buy a product or service, SP offers a
reason to buy it now. SP could be described as: “Techniques and devices commonly used on a
temporary basis, to make goods and services more attractive to distributors or final customer
by providing them with some additional benefit or inducement (incentive) or the expectations
of such a benefit, whether in cash, in kind (nature) and/or services, whether immediately or at
a later timer, whether freely or conditionally”(Boddewyn & Leardi, 1989, p. 365).
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Boddewyn & Leardi (1989) list the following items as SP communicational tools: premium
offers of all kind, reduced prices and free offers, the distribution of trading stamps, vouchers
and samples, charity-linked promotions, and prize promotions of all types, including incentive
programs. According to Kotler (1994) these tools can be divided into three main categories:

1. Customer promotions (premiums, coupons, rebates, samples, prices-off, and contests.)
2 .  Trade promotions (buying allowances, free goods, merchandise allowances,

cooperative advertising, push money, and dealer sales contests)
3. Sale force promotion (bonuses, contests, and sales rallies)

A good reason for using SP is that marketers in one single campaign can attract new
customers to try, reward loyal customers, and increase the repurchase rate of occasional users.
Hence, effective uses of SP will not only create awareness in new customer groups, but also
helps keeping occasional and loyal customers satisfied. However, the short-term approach of
SP could turn out to be a huge disadvantage. Since SP is used to make customers purchase the
product now, this could easily affect the long run sales. (ibid)

As can be seen in figure 2.2 sales will initially increase when launching a SP campaign, but
pretty soon sales will go down. This could be explained by looking at an example of a “buy
three, get one free” SP campaign. If a customer normally purchases one item per day he
might, this day, buy a three-pack and hence he does not have to obtain any more items for
three days. Thus sales might increase in the short-run, but SP may not be that effective. Most
analysts also believe that sales promotion activities do not build long-term consumer
preferences and loyalty, the way advertising does. (Percy, 1997)

Figure: 2.2
Effects of Promotion

Source: Percy, 1997, p. 83
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Direct marketing
According to Kotler (1994) direct marketing has boomed in recent years, it is used to obtain
immediate orders directly from targeted consumers. With direct marketing the marketer wants
to interact directly with the consumers, generally calling for the consumer to make a direct
response. he divides direct marketing into three different forms:

1. Direct mail and catalog marketing: involves for example single mailings that include
letters, ads, samples, and foldouts sent to prospects on mailing lists. These lists are
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developed either from customer lists or obtained from mailing-list houses that provide
names and addresses of people fitting almost any description – the super-wealthy,
mobile-home owners, veterinarians or pet owners as some examples. Catalog
marketing involves selling through catalogs mailed directly to a specific list of
customers, or made available in stores.

2. Telemarketing: The usage of the telephone to sell directly to consumers has become
the major direct marketing tool. Telemarketing includes both inbound and outbound
telephone marketing. Outbound is when the companies are using telephone marketing
to sell directly to consumers, while inbound telephone marketing is when the
consumer are placing their orders over the telephone.

3.  Television marketing: It is becoming more and more usual with direct television
marketing, and today’s direct television marketing could be divided into three
different kinds of marketing. First, direct marketers air spots, usually daytime, that
persuasively describe a product and give customers a toll-free number for ordering.
These kinds of ads work well for magazines, books, small appliances, tapes and CDs,
and collectibles for example. Second, late night viewers might even encounter a 30-
minute advertising program for a single product. The third kind of direct television
marketing is Home Shopping Channels where programs or entire channels are
dedicated to selling goods and services.

Direct marketing has a lot of advantages both for customers and sellers. Customers have
described it as a convenient, hassle-free, and fun way of buying products. It saves them time
since they easily can compare products and prices, order, and receive products without
leaving home. Sellers, on the other hand, have the opportunity to create personalized and
customized messages, and by using mailing lists their promotion is more likely to reach the
targeted market. Direct marketing also helps the seller to build continuous relationship with
the customer and hence it is easier to time the message to reach the prospect at the right
moment. Since direct marketing involve interaction with the customer it is easier to measure
than advertising and it has been proved that direct marketing materials receive high readership
and response. (Kotler, 1994)

Despite its many advantages to both consumers and marketers, direct marketing has also
lately generated controversy. Critics state that overly aggressive or unethical direct marketing
can irritate or harm consumers. Therefore, it is of outmost importance that marketers are
aware of the major ethical and public policy issues when conducting direct marketing. (ibid)

Public relations
“The goodwill of the public is the greatest asset any organization can have” (op. cit., 1994, p.
510). To help create this public goodwill companies are using public relations (PR) in order to
obtain favorable publicity, build up a good “corporate image”, and handle or head off
unfavorable rumors, stories, and events. (ibid)

The old name for PR was publicity, which was seen simply as activities to promote a
company or a product by planting news in media or sponsorship. PR is a much broader
concept that includes publicity as well as may other activities. Some of the tools used by PR
departments are:

• Press relations: Placing newsworthy information in the news media to attract attention
to a product or service.

• Product publicity: Publicizing specific products.
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•  Corporate communications: Communicating the firm’s intentions both internal and
external in order to create a better understanding amongst customers and employees.

•  Lobbying: Defeating or promoting legislation and regulation by dealing with
legislators and government officials.

•  Counseling: Advising management about public issues and company positions and
image.

PR can have a strong impact on public awareness at a much lower cost than advertising.
Surveys also show that PR is particularly effective in building brand awareness and
knowledge for both new and established products, and in several cases it has proved to be
more cost effective than advertising. However, the strong impact on the public could also be a
disadvantage for the company since they do not have control over what message will be
presented to the public. This is also the reason why media relations are so important for the
usage of PR. (Kotler, 1994)

Sponsorship
Sponsorship is a kind of promotion where a product or a company is associated with an entity,
event or activity. In exchange for its contribution the sponsor is hoping to be exposed in the
media coverage. Finding examples of sponsorship is not hard today since almost every sports
team, music concert, and cultural program is using sponsoring as a way to finance their
activities. The sponsoring company is of course hoping to get some good publicity out of
sponsoring, but problems may occur for the company if the activity they are sponsoring are
failing or turning out in a less favorable way. (Smith, 1998)

Packaging
Packaging is one of the most innovative areas in moderns marketing. The packages of a
product has become an important communication device since retailers often cut down on
sales people at the same time as they are trying to squeeze in as many products as possible in
their arrays. Due to this, the package is the message. When packages work in tandem with
advertising, it catches attention, presents a familiar brand image, and communicates critical
information. Studies also show that many purchase decisions are made on the bases of how
the product looks on the shelf. Since packaging plays such a vital part on brand image and
product identity it is of outmost importance that it is coordinated with the overall advertising
program. (Kotler, 1994)

Point-of-purchase (POP)
This marketing communication tool includes displays and demonstrations that take place at
the point of purchase or sale. Signs, and posters are some examples of POP promotions, as
well as the full size cardboard display of Tiger Woods wearing Nike clothes next to the Nike
stand. (Wells et al., 2000)

It has been proved that POP promotion can be very successful when it comes to making
customers aware of a product. However, this has also led to a problem with POP. Since it has
shown to be a useful communication tool, more and more manufacturers want to use POP
materials. But many retailers do not like to handle all the hundreds of signs and displays that
manufacturers are sending them due to all the hassle of putting everything up. To solve the
problem of not getting the material into the stores manufacturers have responded by offering
better POP material, tying them into television or point messages, and offering to set them up.
(Kotler, 1994)
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Word of mouth
People talk about organizations, their products, services, and staff. Companies and their
offerings are often sources of conversation, whether it is a complaint or admiration, and today
it is not only the products or services that are discussed but also their promotional efforts,
such as television advertisements, special offers, and publicity stunts. (Smith, 1998)

Word of mouth is by far the most potential one-to-one communication in the communication
mix. No amounts of advertising could compete with a friend recommending or criticizing a
product or a service. A company can help the creation and spread of word of mouth. In times
when a company is facing bad publicity and maybe also decreasing sales, publicity stunts,
clever mailings, creative promotions, and challenging advertising can effectively help turn
this trend around. (Wells et al. 2000)

The Internet
Internet advertising is one of the newest marketing communication tools available for the
marketers. After its introduction in mid 1990s, advertising revenue from Internet advertising
has grown at an enormous rate. Just in the United States revenues grew from some $20
million for all of 1996 to more than $157 million for the first nine month of 1997. The
Internet communicates via, for example, banners, pop-ups, chat rooms and news groups.
(Bush, Bush & Harris, 1998)

There are several benefits that have come out of the introduction of the Internet. Costs are
decreasing through increasing efficiencies, record keeping is facilitated, new channels of
distribution are provided, and distance barriers are eliminated. (ibid)

Although the Internet provides a lot of advantages and opportunities as a marketing tool for
companies, there are several problems that marketers must keep in mind. Far from all
households and businesses can reach the Internet, and often the connection is slow and
unreliable. The more fancy graphics the site contains, the more the slow connections become
a hassle. Security, trustworthiness, and invasion of privacy are also emerging issues. (ibid)

Corporate Identity Advertising
Corporate identity advertising is used to signal a corporate image of personality. The use of
corporate identity as a type of advertising can be strategically used in order to enhance or
maintain company reputation or establish a level of awareness of the company’s name and
nature of business. An example of this usage is Johnson & Johnson’s “Healthy Start”
campaign targeted towards pregnant women. The objective of the campaign was to position
themselves as a concerned company. Changing the company name is another way of using the
corporate identity as an advertising tool. Some examples of corporate identity advertising are
the company name, its logo, and their nature of business. (Wells et al., 2000)

2.2.2 The Tools of IMC
In order to communicate to and with stakeholder audiences in a consistent way Wells, Burnett
and Moriarty (2000) have divided the marketing communication tools into three different
groups (see figure 2.3). According to Wells et al. (2000) sources of messages mean all
different interfaces between the company and its customers, and also that these are the
different sources to be considered in campaign planning.
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Figure: 2.3
Sources of Messages

Source: Wells, Burnett & Moriarty, 2000, p. 507

Planned (Controlled)

- Advertising
- Sales Promotion
- Public Relations
- Direct Marketing
- Personal Selling
- Point of Purchase
- Packaging
- Events
- Sponsorships
- Customer Service
- Website

Messages
Sources

Unplanned (Uncontrolled)

- Employee Gossip
- Word of Mouth
- Media Investigations
- Government Investigations
- Consumer Group

Investigations
- Chat Groups
- Guerilla Sites

Often Unconsidered

- Facilities
- Service
- Distribution
- Product Design
- Product Performance
- Price

As can be seen in this figure, Wells et al. (2000) are placing all the things that communicate to
the customer into planned, unplanned and often unconsidered tools. The unplanned and the
often unconsidered are less frequently used, while the planned are almost always used or at
least considered.

•  The planned tools consist of the media that a marketer of a company can control
themselves, and most of those mentioned in section 2.2.1.

• The unplanned tools are mostly word of mouth and public relations. Companies can,
as stated above, have some impact on these media, but mostly they are out of control
for the company. Even though gossip and chat groups may not be considered as highly
vital media when conducting an advertising plan, they can truly turn out to be very
critical for a firm’s success if they would develop bad publicity.

• The often unconsidered communication tools are media that maybe more are affecting
the company image. Fancy facilities, extensive after sale service, fast and reliable
distribution will build up a good image for a company. This together with good
product design and performance could for example compensate for a high price on the
product.

When looking at the communication tools this way makes it easier to understand why it is
important for marketers to understand the connection between all the communication tools.

2.2.3 The Four Sources of Brand Messages
According to Duncan (2002) the tools that can be used in order to communicate with the
customer can be divided into four different groups, planned-, product-, service-, and
unplanned-messages. These are shown in figure 2.4. Most of an organization’s
communication tools and efforts are today through planned messages. However, the other
three types of messages are less frequently used due to the fact that they are harder to control,
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but still equally, or more, important because of their impact on stakeholders’ opinions.
(Duncan, 2002)

Figure: 2.4
The IMC Message Typology

Source: Duncan, 2002, p. 129

Product Planned

Service Unplanned

Brand

Planned messages
Planned marketing communication messages are delivered by, for example, advertising, sales
promotion, personal sales, press releases, sponsoring, and packaging. The effects that
marketers are looking for when using these traditional planned messages are usually higher
brand awareness, a better brand positioning, and more brand knowledge both among private
consumers and companies. They are also used to encourage these customers to take action
and actually buy products, requesting additional information, or, if they already are customer,
increase purchase frequency or quantity. (ibid)

Product messages
According to Duncan (2002) the product can be used as a tool to communicate messages to
the customers via its design, performance, pricing, and distribution.

• The design of a product can send powerful messages. Many customers are selecting
their products after the principle that if it looks good, then must be good. This is the
reason why the auto industry has always maintained a staff of industrial designers to
style their cars.

• If product design is important, product performance is even more important when it
comes to sending brand messages. How well a product performs or a service is
delivered, relative to customer expectations, is often a major determinant of whether
or not customers become repeat buyers. This is also the reason why sales promotion
often is wise invested money if companies have products that are perceived different
in brand performance compared to the competing products. When looking at product
performance it is important to not only look at what a product can do or the features it
carries, but also make sure that instructions are clear. Easy-to-follow instructions help
the customer to maximize the usage of a product, and this usually leads to an increased
perceived brand value.

• The brand message sent from price and distribution is often not recognized for their
importance in the overall brand communication, but for consumers the price of a
particular product or brand often states how it compares with competitors. In many
cases the price is how customers position different brands from each other. The
frequency and amount of promotion also communicates something about the brand.
Products that are often put on sale or have great price discounts are often considered
more ordinary then full-price products.
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Service Messages
According to Duncan (2002) the service people is an often unconsidered tool of
communication. But it is not only the direct communication between the service provider and
the customer that communicates, the level of service within the company can also be used as a
tool to enhance the effect of the integrated message.

Even if marketers often are not responsible for the service people in an organization, it is
important to understand that one negative service message can more than counter the effects
of dozens of positive, planned messages produced by marketers. In an integrated program,
marketers will work together with other departments in order to create synergy between the
planned messages and the service messages for greater impact. (ibid)

Unplanned Messages
Unplanned messages include brand- or company- related news stories, gossip, rumors, actions
of special interest groups, comment by the trade and by competitors, findings by government
agencies or research institutions, and word of mouth. These unplanned messages are hard to
control since they come from sources outside of the company, so companies can only hope
that these messages are positive and consistent with all the other brand messages. Companies
often perceive unplanned messages as bad, but there are many examples when word of mouth
and rumors have actually helped companies a lot. One of these examples is when Pfizer was
about to introduce Viagra to the market. As soon as the U.S. Food and Drug Administration
had approved the drug, more then 35.000 prescriptions were being written a day – and that
was before Pfizer had begun its marketing program for the new product! The demand was
generated from positive word of mouth. (ibid)

2.3 Research Question Three: How Can the Benefits of IMC
Campaign Planning Be Described?
The synergy that results from genuine integration can help clients in two ways: cost savings in
terms of marketing dollars and in reduced staff time spent coordinating marketing
communication activities, or by gaining in effectiveness from the concentration of power that
results from advertising, PR, promotion, direct sales, and salesmanship all firing together.
(Novelli, 2001)

2.3.1 The Clients’ Perception of Benefits of IMC
In June 1993 Duncan & Everett asked 216 clients about their perceived notion of the
importance of IMC in their marketing communication efforts. The answers were organized
along a five-point bipolar scale were one (1) indicated “very important”, while five (5)
indicated “not at all important”. The mean rating among the clients was 1.76. In other words,
there is no doubt what the agencies clients thought of IMC as a concept. (ibid)

The 216 clients that responded to the survey also answered six other questions reflecting their
perceived value of IMC. The mean answers of these six questions, on the same five-point
bipolar scale are showed in table 2.8.
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Table: 2.8
Percieved Value of  IMC

Source: Duncan & Everett, 1993, p. 35

Question Mean

IMC reduces media waste.

IMC gives the company a competitive edge.

IMC will be used more within the next five years.

We will hire more firms that understand IMC.

The "new  advertising" is a good name for IMC.

IMC has influenced our hiring criteria.

1.98

2.08

2.33

2.99

3.64

3.83

As can be seen the overwhelming perception is that IMC reduces media waste as well as gives
the company a competitive edge. There was also some evidence that IMC would be more
widely used in the next five years.

2.3.2 The Agencies’ Perception of Benefits of IMC
Schultz & Kitchen (1997) presented their finding based on 126 questionnaires sent out to
advertising executives and managers. The study showed that two thirds of the agency
executives felt that using an IMC approach when planning campaigns had a positive effect on
their clients budgets. “There have often been concerns that the adoption or use of IMC
approaches will result in lower or decreased client spending” (op. cit., p. 11).

According to the above study the respondents were asked to answer a number of different
questions about how they thought IMC would benefit their business and their way of working.
The answers to these questions are presented in the table below together with the mean score.
The mean score in table 2.9 is based on a ten-point Likert scale. On this scale ten (10) means
“strongly agree” with the question, while one (1) means, “strongly disagree” with the
question.
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Table: 2.9
Agencies Beliefs about IMC

Source: Schultz & Kitchen, 1997, p. 14

Statement Mean

Increased impact

Creative ideas more effective with IMC

Greater communication consistency

Increased impact of marcom programs

Increased importance of brand personality

Enables greater client control over marcom

Eliminates miscommunications that occur
with many agencies involved

Greater budget control

Gives client greater professional expertise

IMC necessitates fewer meetings

Agency  can provide faster solutions

Reduces cost of marcom programs

9.41

9.41

9.31

9.24

8.53

8.47

8.26

7.89

7.49

7.01

6.91

6.82

The strong agreement that IMC would “increase impact”, make “creative ideas more
effective…” and provide “greater communication consistency” all support the agencies view
that IMC should improve client returns from their marketing communication investments.

2.3.3 IMC Opportunities
Looking at the opportunities available when using IMC in the planning process gives a good
understanding of the benefits of the concept. As in the SWOT analysis a strength or benefit is
only a capitalized opportunity. Therefore, in this section we will present the different
situations when IMC is most likely to be needed. (Schultz & Kitchen, 1997)

“New Advertising,” “orchestration,” “whole egg,” “seamless communication”, there are many
terms used to describe the use of IMC, but the question that need to be answered is when to
use IMC and what are the benefits (Duncan & Everett, 1993). The best way to identify the
need for IMC planning is to identify the complexity of the market where the company is
dealing. The more complex market, the more likely the need will be for integrated solutions.
Many things can contribute to the complexity of communication problems, the most obvious
is multiple communication objectives, but there are others that involve the target audience, the
product or service itself, and the distribution of the product or service. (Percy, 1997)

Target Audience Complexity
There are a number of target audience considerations that lead to complexity in planning and
delivering marketing communication. The first thing to consider is the number of people
involved in the planning process. The more people involved, the more complex is the
communication task, and the higher are the benefits of IMC planning. (ibid)
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Other things to consider are the level of conflicting interests in the target audience. If the level
conflicting interests are high there is a need for integration between diverse messages.
Furthermore, if the target audiences have very different media habits, more different media
will be used and the benefits of coordinating these diverse channels are higher. (Percy, 1997)

Product or Service Complexity
If the product or service is highly technological or innovative the communication task can be
more complex. Higher complexity requires a uniformed, highly integrated message that
requires a high level of IMC planning. Other examples when IMC planning is highly
beneficial are when the product consists of a variety of models and/or a multitude of
attributes. (ibid)

Distribution Complexity
IMC can be highly beneficial in the distribution of the product or service, even when
considering other issues than traditional trade promotions. Many delivery systems have a
great deal of influence on a brand being chosen. The more influence the distribution channel
has in the choosing process of the brand, the higher are the benefits of a successfully
integrated distribution in the IMC planning process. (Percy, 1997)

2.3.4 The IMC Synergy model
Synergy effects are the cores of IMC. In general terms synergy means that various messages,
if they are coordinated and consistent, adds up to a higher level of impact than single
messages could have created by themselves. By creating synergy effects, companies can
benefit greatly from taking an IMC standpoint. Message integration can occur in many ways
and the IMC Synergy Model identifies three different components of integration –
consistency, interactivity, and mission. (Moriarty, 2001)

Consistency
People integrate messages naturally; they do not orient the message fragments they have filed
in their memory banks in terms of source – whether it comes from an ad, a news story, or an
article. When forming an image of a company or a brand, all these pieces are fit together as
best they can be to create an impression. Without consistency in this process, the message
inevitably becomes fuzzy. (Moriarty, 2001)

At the basic level consistency that creates synergy means that all the messages say the same
thing. However, looking at all sources of communication makes the picture much more
complex, when many sources try to communicate via one voice to many different target
audiences. (ibid) Important to remember is also the fact that communication is provided to
more than just advertising and promotion, even such things as unplanned and often
unconsidered channels need to be integrated (Wells, et al., 2000).

Interactivity
Another component of the IMC synergy model is interactive communication that facilitates
the dialogue and the building of a relationship. This component relies heavily on databases
upon identifying people who are involved or might potentially be involved in the
communication process. IMC communication is highly dependent on solid channels to
communicate and share information between people involved in the integrated planning
process. (Moriarty, 2001)
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Databases and new media technologies are making it possible to begin to move marketing and
communication programs away from mass media and into two-way communication systems.
This communication will therefore increase both in quantity and in importance. The
implications of this are described by Moriarty (2001) with the words, “As it does, there will
need to be some serious creative thinking about what it means to participate in
communications initiated by a wide range of stakeholders” (op. cit., p. 41). The importance of
integrating interactivity to achieve synergy is a great challenge for the IMC planners of the
future (ibid).

Mission
Finally, to create synergy effects from your IMC campaign, one has to assess the firm’s
mission. The mission is a fundamental aspect of all firms’ communication. In effect it shows
the market what the company stands for. The idea is that the company stands for something
beyond just its products and its financial success and that notion is embedded in all its
communication. One good example of this is that many companies are sponsoring local
events and charity. This is not merely an act of good will but also an act of what the company
stands for. (ibid)
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3. Conceptualization and Frame of Reference
This chapter will show how we have conceptualized our research questions based on the
literature review presented in the previous chapter. Thereafter an emerged frame of reference
will be presented graphically in order to show how the research questions fit together.

3.1 Conceptualization
Conceptualization is a tool used to explain, either graphically or in narrative words, the main
dimensions to be studied. The literature review, presented above, can be narrowed down into
a conceptualization and also used to develop a conceptual framework. First making a list of
research questions, which has been done in this study, facilitates the creation of a conceptual
framework. (Miles & Huberman, 1994) The first research question focuses on how the IMC
campaign planning process can be described. The second question deals with what different
marketing communication tools are used in the IMC campaign planning. The final research
question involves how the benefits of IMC campaign planning can be described.

3.1.1 Research Question One: How can the IMC campaign planning process
be described?
Two different authors in the previous chapter describe the IMC campaign planning process.
These authors, Percy (1997) and Duncan (2002), are both discussing a step-wise process
agencies should use in order to carefully evaluate and plan a successful integrated marketing
communication plan. These two researchers explain the same process but various extents of it.
At times Percy (1997) and Duncan (2002) add to or complement each other’s works, and
therefore we feel that it is important to collect data on both authors theories, in order to get a
holistic view on how to describe the IMC campaign planning process.

However, since Duncan’s (2002) IMC campaign planning process is more recently introduced
than Percy’s (1997), and also is an easy-to-follow step-by-step process; we will use his
process as the main theory in this thesis. Another for using Duncan’s (2002) eight step
planning process is because it is equally applicable to consumer and business-to-business
brands; to companies of every size; to service providers, manufacturers as well as nonprofit
organizations. Even though Duncan in his eight-step-process mentions the use of creative
briefs, his theory does not explain the usage of this blue print as a campaign-planning tool.
Due to this, we will use Percy’s (1997) description of the usages of the creative brief in order
to be able to better describe the agencies IMC campaign planning processes. The eight-step
process (Duncan, 2002) together with the creative brief (Percy, 1997) will be shown in an
eclectic list below:

• Analyzing SWOTs
• Analyzing Targets and Relationships
• Determining the Market Communication objectives
• Developing Strategies and Rationales

o The creative brief
• Determine the budget
• Determine the timing
• Test Marketing
• Evaluating Effectiveness
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3.1.2 Research Question Two: What different marketing communication
tools are used in the IMC campaign planning?
In order to describe the different marketing communication tools that can be used in IMC
campaign planning we will have our starting point in Smith (1998) and Smith et al. (1998)
view that there are eleven different tools available to the marketer. These tools are further
defined by Baker (1994), Boddewyn & Leardy (1989), Bush, Bush & Harris (1998), Foster
(1998), Kotler (1994), Percy (1997), and Wells, Burnett & Moriarty (2000); and we will use
these definitions when looking at which tools are actually used in IMC planning.

• Personal selling
Personal selling could include face-to-face sales meetings. Telephone sales, video
conferencing, and trade shows (Foster, 1998).

• Advertising
Advertising is often seen as TV commercials, radio commercials, and print ads in
magazine and newspapers (Smith et. al, 1998).

• Sales promotion
Sales Promotion often includes items such as premium offers, reduced prices, free offers,
and prize promotions of all types (Boddewyn et. al, 1989).

• Direct marketing
Direct marketing could include direct mail, catalogue marketing, and telemarketing
(Kotler, 1994).

• Public relations
Public relations are often seen as press relations, product publicity, corporate
communications, and lobbying (Kotler, 1994).

• Sponsorship
Sponsorship is a communication tool including sponsors to sports teams, cultural
programs, arts, and broadcast (Smith, 1998).

• Packaging
Packaging could include specific design and improvement of packaging (Kotler, 1994).

• Point-of-purchase (POP)
Point-of-purchase includes displays, demonstrations, and signs and posters placed at the
location of the sale (Kotler, 1994).

• Word of mouth
Word of mouth is, for example, messages spread via rumors or friendly recommendations.
To stimulate word of mouth, sales publicity stunts, clever mailings, creative promotions,
and challenging advertising can be used (Wells et. al, 2000).

• The Internet
The Internet communicates via, for example, banners, pop-ups, chat rooms and news
groups (Bush et al, 1998).
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• Corporate Identity Advertising
Corporate identity advertising is communicating via the company name, logo, and their
nature of business (Wells et. al, 2000).

When looking at how these tools can be divided into clusters, we have earlier described two
theories; The Tools of IMC (Wells et al., 2000) and The Four Sources of Brand Messages
(Duncan, 2002). In this thesis we will not us the latter since The Tools of IMC covers a
broader scope than The Four Sources of Brand Messages. In their theory Wells, Burnett and
Moriarty divides the marketing communication tools into three different groups. These groups
are:

• Planned (controlled)
o  Advertising, sales promotion, public relations, direct marketing, personal

selling, point-of-purchase, packaging, events, sponsorships, customer service,
and websites.

• Unplanned (uncontrolled)
o  Employee gossip, word of mouth, media investigations, government

investigations, consumer group investigations, chat groups, and guerilla sites.
• Often unconsidered

o  Facilities, service, distribution, product design, product performance, and
price.

3.1.3 Research Question Three: How can the benefits of IMC campaign
planning be described?
When investigating how the benefits of IMC campaign planning can be described we have in
the previous chapter reviewed four different theories concerning this research question,
namely The Clients Perception of Benefits of IMC (Duncan & Everett, 1993), The Agencies
Perception of Benefits of IMC (Schultz & Kitchen, 1997), IMC Opportunities (Percy, 1997),
and finally The IMC Synergy Model (Moriarty, 2001).

As a base for our data collection we are going to use Schultz and Kitchen (1997). This
quantitative study focuses on why IMC campaign planning creates benefits for the agency.
This study was chosen since it is written from the agency’s perspective and includes a solid
and easy-to-follow list of perceived benefits with IMC. The essence of this broad study,
which is based on a large sample of the population, is shown below.

• Increase impact
• Creative ideas more effective with IMC
• Greater communication consistency
• Increased impact of marketing communication programs
• Increased importance of brand personality
• Enables greater client control over marketing communications
• Eliminates miscommunications that occur with many agencies involved
• Greater budget control
• Gives client greater professional expertise
• IMC necessitates fewer meetings
• Agencies can provide faster solutions
• Reduces cost of marketing communication programs

We will also look at when IMC campaign planning should be used to create benefits. This
area is covered both by Percy (1997) and Moriarty (2001). We will, in this thesis, use Percy’s
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list of different situations when IMC is most likely to create benefits since he provides a
description of the connection between complexity of the market and the likelihood that IMC
will create benefits. In order to describe research question three we will use a list of the three
complexities presented by Percy:

• Target audience complexity
o The number of people involved in the planning process
o The level of conflicting interests in the target audience
o Differences in media habits

• Product or service complexity
o The level of technology or innovativeness of the product of service
o The number of models or attributes of the product or service

• Distribution complexity
o The amount of influence the distributor has on which brand being chosen

We will not select data on sections 2.3.1 “The Clients’ Perception of Benefits of IMC”
(Duncan and Everett, 1993) and 2.3.4 “The IMC Synergy Model” (Moriarty, 2001) due to the
fact that these sections provide understanding that are outside of the scope of this thesis. In
section 2.3.1 the authors are discussing the benefits of IMC from the clients perspective, and
even though this perspective is important to the agencies it is not in the focus of our work.
Section 2.3.4 will not be used to collect data on because this theory, even when giving
relevant information, provides us a view of the problem that is not in the scope of this thesis.

3.2 Frame of Reference
As stated earlier, the conceptualization above is what will allow us to answer this thesis’
research questions. In order to show how our research questions fit together a frame of
reference will be presented. This frame of reference, which results from the conceptualization
above, is what will guide the data collection for this thesis. The following model therefore
gives an overview of how our research questions relate to each other and all serve as a base to
reach our research purpose.

IMC Campaign Planning Process

Marketing Communication Tools

Benefits of IMC Planning

Figure: 3.1
Frame of Reference

The frame of reference shows that the IMC Campaign Planning Process influences the
selection of Marketing Communication Tools. At the same time these tools need to be closely
integrated in the campaign planning process. As can be seen, the use of an integrated planning
perspective, as well as the use of integrated marketing communication tools, will lead to
benefits.
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4. Methodology
This methodology chapter will present how we went about collecting data in order to find the
answers to the research questions, thereby fulfilling the purpose of thesis. The chapter starts
with the purpose of the research, then moves on to our research approach and research
strategy. Then, a presentation of how the data collection was carried out and how the
sampling was conducted follows. After explaining the choice of general analysis method, the
methodology problems that occurred are assessed. Finally a visual summary of our research
process will be presented.

4.1 Research Purpose
According to Yin (1994) there are three general purposes of carrying out research. The three
purposes are: exploratory, descriptive, explanatory.

The aim of an exploratory study is to acquire basic knowledge within the problem area.
Exploratory studies are most suitable when there is no clear theory, the problem is hard to
demarcate, and also when important characteristics and relations are hard to determine.
(Eriksson & Wiedersheim-Paul, 1997)

Descriptive research is suitable when the problem is clearly structured at the same time as the
researcher has no intention to find connections between causes and symptoms. The researcher
knows what he or she wants to investigate but not the answers. (ibid)

When studying relations between causes and symptoms explanatory research is the most
appropriate research purpose (ibid). This is used when researchers are identifying factors
causing specific phenomena ( Lundahl & Skärvad, 1992).

The research purpose of this thesis is mainly descriptive since our problem is clearly stated in
the problem discussion. The purpose of this thesis, to gain a deeper understanding on how
advertising agencies use Integrated Marketing Communication in their campaign planning,
implies an exploratory research purpose due to the fact that we had not been able to find
studies that focused solely on the same problems, as we were to investigate in this thesis.
However, to answer the purpose of this thesis three research questions have been asked, and
these three implies the descriptive approach. Since these three are the foundation of the entire
study, this thesis can be considered mainly descriptive. The benefits of Integrated Marketing
Communication were not especially well documented, since the IMC concept is a fairly new
idea. Towards the end of this thesis we were also somewhat explanatory since we tried to
identify factors that were used by advertising agencies when conducting Integrated Marketing
Communication campaigns. To summarize, we were mainly descriptive but with elements of
exploratory and explanatory purposes as well. As these three research purposes are now
motivated, the research approach will be presented in the following section.

4.2 Research Approach
There are different ways to address a problem when conducting research. These different
approaches are qualitative or quantitative (Zikmund, 2000). Here we will present our chosen
approaches and the reasons for these.
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According to Yin (1994) there are two methods that can be used when conducting research
within the social sciences, namely the qualitative method and the quantitative method. The
focus of qualitative research “is not on numbers but on words and observations; stories,
visual portrayals, meaningful characterizations, interpretations, and other expressive
descriptions” (Zikmund, 2000, p. 103). Conclusions are based on data that is not quantified,
like attitudes and values (Lundahl & Skärvad, 1992). Alternately, quantitative research should
be used when determining the quantity or extent of some phenomenon with numbers.
Quantitative research aims at generalizing by looking at a large number of entities and only at
a few variables (Zikmund, 2000).

Our intentions with this thesis were to use a qualitative research approach when examining
the use of Integrated Marketing Communication in campaign planning performed by
advertising agencies. We needed to be qualitative in our research approach in order to gain a
deeper understanding of the above purpose. Also, we did not aim at finding general facts but
instead we were looking for interpretations and detailed descriptions of a more complex
problem.

4.3 Research Strategy
According to Eriksson and Wiedersheim-Paul (1997) there are three major research strategies:
experiments, surveys, and case studies. Yin (1994) agrees on this but adds two more: archival
analysis and histories, but case studies are the most suitable in a qualitative study. Yin (1994)
also adds that when using each strategy it consists of the form of research question posed, the
extent of control a researcher has over actual behavioral events, the degree of focus on
contemporary as opposed to historical events. Table 4.1 shows how Yin (1994) relates each
condition to the five alternative research strategies.

Table: 4.1
Relevant Situations for Different Research Strategies

Source: Yin, 1994, p. 6

RESEARCH
STRATEGY

Experiment

Survey

Archival analysis

History

Case study

Form of
research
question

Requires
control over
behavioral
events

Focuses on
contemporary
events

how, why

how, why

how, why

YES/NO

YES YES

YES

YES

NO

NO

NO

NO

NO

who, what,
where, how
many, how
much

who, what,
where, how
many, how
much

These facts imply that we in this thesis could use surveys, archival analysis and/or case
studies as our research strategy. This, since we are asking “how-” and “what-” research
questions. If only focusing on the questions asked, we could have used all five of Yin’s
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(1994) strategies, but when also considering the amount of control needed and the focus on
contemporary events, experiments and history are no longer appropriate strategies.

Surveys are a systematic way of gathering information from respondents in order to
understand and predict the aspects of a population’s behavior. A survey is appropriate entities
and few variables, and it gives exact but shallow data, therefore mostly suited in a quantitative
study. (Eriksson & Wiedersheim-Paul, 1997)

Archival analyses are used when data is already collected by somebody else, but for another
purpose. This research strategy is simple and cheap relatively to other strategies, but there
could be a problem when the data is actually collected for another purpose. (ibid)

Case studies should be used when few and complex objects are to be studied in detail. One
can choose to study for example a specific industry, company or district. (ibid) Case studies
have a distinct advantage when “a ‘how’ or ‘why’ question is being asked about a
contemporary set of events over which the investigator has little or no control” (Yin, 1994, p.
9). By choosing more than one case the investigators also have the possibility to compare the
cases and through that gain deeper understanding, but at the same time, each case may be less
in-depth investigated. Case studies also aim at increasing the understanding of a subject and
not at generalizing. (Eriksson & Wiedersheim-Paul, 1997)

When answering our research questions we were looking at a rather complex process (RQ 1)
and questions with many variables (RQ 2 and RQ 3). Since our purpose is aimed at gaining a
deeper understanding, a survey was not a suitable strategy for our research. The reason why
we did not use archival analysis was because Integrated Marketing Communication is a rather
new concept and therefore there are no archives where we could find the answers to our
research questions, as well as the fact that we wanted to collect primary data in order to
conduct as accurate research as possible.

Hence, we used a multiple-case study approach in this thesis since looking at a range of
similar cases can help us understand a single-case finding (Miles & Huberman, 1994). We
found this to be the most appropriate strategy, since we wanted deep and detailed information.
At the same time as we wanted to have the possibility to compare different cases, by
conducting a multiple-case study, we could discover possible similarities and differences
between the cases. After deciding on conducting a multiple-case study we will now in the
following section present the method used for collecting the data.

4.4 Data Collection
Yin (1994) lists six forms of, what he refers to as, sources of evidence for collecting data in
the qualitative field of research. These six are: Documentation, archival records, interviews,
direct observations, participants’ observations, and physical artifacts. Yin also states “a major
strength of case study data collection is the opportunity to use many different sources of
evidence” (p. 91). Yin calls this use of multiple sources of evidence “triangulation”, which
states that the researcher can measure the same phenomenon through many different sources.
The strengths and weaknesses of the different data collection methods are presented in table
4.2.
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Table: 4.2
Six Sources of Evidence: Strenghts and Weaknesses

Source: Yin, 1994, p. 80

Source of Evidence STRENGHTS WEAKNESSES

Documentation

Archival Records

Interviews

Direct
Observations

Participants
Observations

Physical
Artifacts

Stable: can be
reviewed repeatedly

Unobtrusive: not
created as a result of
the case

Exact: contains exact
names, references,
and details of an
event

Broad coverage: long
span of time, many
events and settings

Retrievability: can be
low

Biased selectivity: if
collection is
incomplete

Reporting bias:
reflects (unknown)
bias of author

Access: may be
deliberately blocked

(same as above for
documentation)

Precise and
quantitative

(same as above for
documentation)

Accessibility due to
privacy reasons

Targeted: focuses
directly on case study
topic

Insightful: provides
percieved causal
inferences

Bias due to poorly
constructed
questionnaires

Response bias
Inaccuracies due to

poor recall
Reflexivity

interviewee gives
what interviewer
wants to hear

Reality: covers
events in realtime

Contextual: covers
context of event

Time consuming
Selectivity: unless

broad coverage
Reflexivity: event

may proceed
differently because it
is being observed

Cost: hours needed
by human observers

(same as above for
direct observations)

Insightful into inter-
personal behavior
and motives

(same as above for
direct observations)

Bias due to
investigator's
manipulation of
events

Insightful into
cultural features

Insightful into
technical operations

Selectivity
Availability

In this study we have not used archival records since this source of evidence is precise and
quantitative and hence do not fit our qualitative study. We have neither used participant-
observations because this type of data collection requires us to be a direct part of the process,
and since the cases we have studied already have occurred or are occurring we had no chance
to take part in the planning process. We also excluded physical artifacts since this study does
not involve the need to obtain physical evidence in order to understand the advertising
agencies use of IMC in their campaign planning process.
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In this thesis we mainly use documentation and interviews, but also some direct observations
will be included in our methods for collecting the data. This use of “triangulation” makes the
study more valid. Documentation is the use of letters, written reports, memoranda, articles
presented in mass media, and internal documents (Yin, 1994). In table 4.2 there are many
reasons why we picked documentation to be one of three sources used to collect data, mainly
because of the exact and broad scope of this source. Articles were used to find theories that
related to subject and to enlighten the authors in the complex matters of IMC. Websites can
also be considered to be articles presented in another media, and was used to provide us with
background information about the companies.

Looking at table 4.2 the reason for using interviews as the main source of data collection is
that interviews are the most important source of case study information and can be either
open-ended in nature, focused, or structured. These three different ways of conducting an
interview ranges from the open-ended where the respondents answers freely about a matter or
opinion, to structured interviews where the respondent is asked to for example fill in a
questionnaire. (Yin, 1994) The interviews conducted in this thesis were focused interviews,
which is the middle course. Focused interviews are according to Yin (1994) when the
respondents are interviewed “for a short period of time- an hour, for example. …the
interviews still remain open-ended and assume a conversational manner, but you are more
likely to be following a certain set of questions” (pp. 84-85). The fact that our interviews were
short, about an hour in lengths, and that we used an interview guide (see Appendix A and B),
where the respondent first answered broad and open-ended questions, as a base, proves the
use of focused interviews.

Interviews can be conducted either in person or by telephone (Eriksson & Wiedersheim-Paul,
1997). In the process of collecting data we chose to use personal interviews. One advantage
with using this method is that time consuming interviews tend to be easier conducted in
person than over the telephone, where the rule of thumb is to not do interviews longer than ten
minutes. A second advantage is the fact that the presence of an interviewer generally increases
the awareness and the willingness to respond by respondent. Finally, a significant advantage
with personal interviews is the opportunity to follow up, or probe, if the respondent’s answers
are brief or unclear. To probe is to make verbal prompts when the respondent must be
motivated to communicate his or her answers more fully. (Zikmund, 2000) During the
interviews probing techniques were used to get deeper and more equivalent answers.

The third source of evidence used to triangulate data in this thesis is direct observations.
According to Yin (1994) direct observations are performed when making a field visit to the
case study site. Yin states that observations can range from formal to causal data collection
activities. Formal activities can involve observations of meetings or factory work, while
causal observations can be the conditions of workspaces or the location of the respondent’s
office. Since we conducted personal interviews at the location of the respondents we were
provided with some additional information, which we should not have been able to get if
conducting telephone interviews. An example of these causal observations is the fact that the
respondents’ offices were co-located with other companies that were part of the campaign
planning. Through this we could see signs of integration without asking a single question.

4.5 Sample Selection
After having determined the research purpose, coming up with a way to approach this
purpose, decided on a research strategy, and how to collect the data, we had come to the
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sample selection phase. To be able to collect data we chose to study two advertising
campaigns planned and executed by two different advertising agencies. Having decided to
have the focus, from the advertising agency’s perspective, we wanted to look at campaigns as
case objects rather than the advertising agencies themselves. The reason for this was mainly
that we wanted answers that showed the way a campaign was actually planned and not the
way agencies wanted the campaigns to be carried out. We saw a risk of receiving biased
answers that showed the respondents’ will instead of the respondents’ action if looking at the
company instead of the campaign. According to Zikmund (2000) this kind of response bias
could be either a deliberate falsification or an unconscious misrepresentation. Deliberate
falsification occurs when the respondent give misrepresent answers in order to appear more
intelligent, to conceal personal information, or to avoid embarrassment. Unconsciousness
misrepresentation either occurs when the respondent misunderstands the question or when he
or she gives little thought to a question.

The same reason goes for the tools used and benefits found. This gave the opportunity to see
which tools and what benefits were used and found under a set circumstance. Furthermore, by
looking at an already executed, or running, campaign we could in a better way overview the
background factors affecting the outcome of the campaign planning. Finally, we believed it to
be easier for the respondent to give more accurate answers to questions regarding a specific
campaign, he or she had been involved in, instead of trying to answer questions about the
whole companies way of performing IMC.

The two agencies that performed the campaign planning were Krux & Co situated in
Skellefteå and Ogilvy located in Stockholm. The authors chose these two agencies since they
knew that both of them perform extensive integrated marketing communication campaigns.
This knowledge was based on past experience from the authors. To ensure this we searched
the companies’ websites and found that both agencies seemed to use IMC in their daily work.
Furthermore, Ogilvy was built around the “360 degrees” concept, their definition of IMC, and
also that they were considered to be a benchmark in IMC campaign planning. At
www.krux.se we found no evidence of a formal IMC usage, but we did find campaigns that
consisted of several different marketing communication tools.

The selection process of advertising campaigns took place at the time of the interview in
cooperation with the respondent. This was done in order to ensure that the campaign had a fair
amount of integration and that the respondent knew a lot about the campaign. Even though
choosing the campaigns in cooperation with the respondent we had some criteria that needed
to be fulfilled in order to match our purpose. The criteria we were looking for were: some
degree of integration, the use of multiple marketing communications tools, and the fact that
the campaign stretched over at least a couple of months. By looking at campaign fulfilling
these criteria we hoped to get good data. The campaigns chosen were at Krux & Co, their now
running campaign for Assi Domän Interiör; and at Ogilvy the chose fell on their present
campaign for NCC.

According to Holme and Solvang (1991) it is important to get in contact with the right
respondents. If not, the research may turnout to be invalid or worthless (ibid). Therefore, our
first contact with the companies had the intention to find the right persons; this was done via a
phone call to Krux & Co’s reception and through e-mail to Ogilvy’s information mailbox.
This initial probing resulted in two names, which we contacted and set up time for the
interview.
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At Krux & Co we interviewed Erik Arvidsson, the owner, founder, senior account manager,
and CEO of the company. Arvidsson has been in this position since the company started
almost eleven years ago. The interview took place at Krux & Co’s facilities in Skellefteå on
April 26th. A personal interview was also conducted at Ogilvy’s Swedish office in Stockholm
on April 29th. The respondent was Kristin Sundström, Brand Director for the NCC account for
the last two years.

4.6 Data Analysis Method
Yin (1994) states that every case study should start with a general analytical strategy. These
general analytical strategies with regards to case studies provide the researcher with the
system by which he or she can set priorities for what it is they need to analyze and why. Also,
by performing a multiple-case study the evidence will often be considered more robust due to
the fact that the comparison often is conducted between the cases as well as within the cases.
The way in which the data will be analyzed is very important for any research study. (ibid)

In order for data to be analyzed, Yin (1994) provides two general analytical strategies. The
two strategies are relying on theoretical propositions and developing a case description. The
first and more preferred strategy is to follow the theoretical propositions that led to the case
study. The result of this strategy is the collection of data based on previous studies, hence are
the research questions based on already conducted studies. This leads to a possible
comparison between the findings with these previous studies. (ibid)

Developing a case description can be used as a strategy as well, but this is less favorable and
should only be used when little previous research has been done. When there are no
theoretical propositions to base the study on, the analyses will be more of a discussion where
the phenomenon presented in the case is described. (ibid) In this study we analyzed according
to the theoretical propositions that led to the case study.

Data analysis can according to Miles and Huberman (1994), be defined “as consisting of
three concurrent flows of activity”. These are: Data reduction, Data display, and Conclusion
drawing and verification. The data reduction helps the researcher to make the data sharp,
focused, and sorted in order to make it available for conclusion drawing. The data display is
the second major activity that the researcher should go through, which means taking the
reduced data and displaying it in an organized way. This is of course done to further prepare
the data for conclusion drawing. The final stage is conclusion drawing and verification where
the qualitative researcher begins to sort out what things mean. This is done by noting
regularities, patterns, explanations, and causal flows.

According to Yin (1994) there are two techniques used in the above analyzing process,
namely within-case analysis, meaning comparing data to the theory used, and cross-case
analysis meaning that the data in one case is compared to data in another case. In this thesis
we used within-case analysis to perform the data reduction and cross-case analysis to do the
data display. After this we drew our conclusions from the derived data.

4.7 Validity and Reliability
According to Yin (1994) there has been four tests used to establish the quality of any
empirical research. Table 4.3 lists the four tests and the recommended case study tactic to be
used as well as the phase of the research when the tactic occur.
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Table: 4.3
Case Study Tactics for Four Design Tests

Source: COSMOS Corporation as referred to by Yin, 1994, p. 33

Tests Case Study Tactic Phase of research

Construct validity

Internal validity

External validity

Reliabilty

Data collection
Data collection
Composition

- use multiple sources of evidence
- establish chain of evidence
- have key informants review  draft
case study report

- do pattern-matching
- do explanation-building
- do time-series analysis

Data analysis
Data analysis
Data analysis

- use replication logic in multiple-
case studies

Research design

- use case study protocols
- develop case study database

Data collection
Data collection

•  Construct validity: establishing correct operational measures for the concept being
studied.

•  Internal validity: establishing a casual relationship, where certain conditions are
shown to lead to other conditions. This test is not used in descriptive and exploratory
studies, but only in explanatory studies since they are looking for causal relationships.

•  External validity: establishing the domain to which a study’s findings can be
generalized.

• Reliability: demonstrating that the data collection procedures can be repeated, with the
same results.

4.7.1 Construct Validity
There are three tactics to increase constructed validity, namely the use of multiple sources of
evidence, establishment of chains of evidence and having key informants review draft of the
study (Yin, 1994). In our thesis we have used documents, interviews, and direct observations
as sources of evidence. To establish a chain of evidence we have throughout this research
made citations to all the sources from which evidence was collected. Another way to
strengthen the chain of evidence is our presentation of the circumstances under which the data
was collected. Furthermore, we have had key informants reviewing our report. These key
informants were our supervisor, who also gave us “green light” before our interviews, and our
fellow academic students.

To increase the validity even more we made efforts in finding the most suitable respondents
for our interviews. We also used a Mini Disc to record the interviews in order to reduce the
risk of misinterpreting the answers, and also in order to not miss out on any essential
information. During the interviews we also used probing, as mentioned above, to fully
understand the answers we received. Since we interviewed Swedish respondents we
conducted the interviews in Swedish. This increases the construction validity since the
respondents could answer more freely when speaking Swedish, but at the same time this
meant that we had to first translate the questions from English to Swedish in the interview
guide, and then the answers from Swedish to English to our data presentation. This translation
could decrease the construction validity.
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4.7.2 Internal Validity
Due to the fact that this thesis is mainly descriptive, no further considerations has been take to
internal validity, even though we were partly explanatory in our conclusion chapter.

4.7.3 External Validity
As stated by Yin (1994) it is important to use replication logic in multiple-case studies. In
other words a theory must be tested through replication in similar surroundings, where the
same results should occur. In this thesis we have increased the external validity by testing
relevant theory in two separate cases. However, only two cases imply greater uncertainty
when it comes to external validity. An extenuating circumstance for this weakness is our
representative selection of the respondents.

4.7.4 Reliability
According to Yin (1994) the purpose of creating high reliability is so that another researcher
can repeat the exact same procedure or research, and thereby arrives at the same findings and
conclusions over again. In this thesis we have explained our research process thoroughly in
order to enhance reliability. Furthermore, we constructed an interview guide based on the
conceptualization of our literature review. The same guide was used in both interviews to
increase the reliability of the outcome of the interviews. Another way in which we leveraged
the reliability of this thesis was to organize our collected data so that researchers following in
our trail will be able to retrieve important data. Even though we have made these efforts to
maintain reliability throughout this work, the influence of both the interviewers and the
respondents will of course bias the outcome.

4.8 Summary
To summarize the methodology used to perform this thesis, we will in figure 4.1 graphically
visualize the path of our research. This to help the reader to better understand the way we
structured our work in order to create a trustworthy foundation for our data presentation,
analysis, and conclusions.
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Descriptive

Research Purpose

Exploratory Explanatory

History

Research Strategy

Experiment Survey
Archival
analysis

Case study

Sample Selection

- Advertising industry
- Two different agencies
- Two campaigns

Data Analysis

- Within-case analyses
- Cross-case analyses

Research Approach

Qualitative Quantitative

Interviews

Data Collection Method

Documentation
Archival
records

Direct
observations

Participation
observation

Physical
artifacts

Figure: 4.1
Summary of Research Methodolgy
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5. Data Presentation
In this chapter we will present the empirical findings resulting from our data collection. The
two cases that have been investigated will be shown, starting with Assi Domän Interiör, which
are then followed by NCC. Each case will be described with a background and the data that
fits to each research question.

5.1 Case 1: The Assi Domän Interiör Campaign
Krux & Co Advertising agency, situated in Skellefteå was founded ten years ago by the
present co-owner and CEO Erik Arvidsson. Krux & Co today has eleven employees where
seven of them are working at Krux, the actual advertising agency, producing the campaigns,
and four persons work at Blacke, developing communication platforms. In the year 2001,
Krux & Co had a turnover of about SEK 6,5 million, which makes Krux & Co a medium
sized agency in Sweden, according to Sveriges reklamförbund (2002).

Assi Domän Interiör is one of the leading Scandinavian providers of do-it-yourself wood
products targeting builders’ merchants and private home-improvement consumers. Assi
Domän Interiör is situated in Kvarnåsen, Västerbotten and is since December 2001 a
subsidiary in the Sveaskog Group.

Krux & Co has had Assi Domän Interiör as a client for a couple of years. For the last ten years
the do-it-yourself wood product market has been growing rapidly. Therefore, in spring of
2002 Assi Domän Interiör was attending Nordbygg 2002, Sweden’s largest fair for the
building industry, and in connection with this fair they wanted to invest heavily in marketing
communication. The client therefore contacted Krux & Co and asked them to assist them for
this fair. Hence, the main purpose of this campaign was to position Assi Domän Interiör as the
leading do-it-yourself wood product supplier towards their target audiences and by doing this,
create a strong foundation for sales activities before, under, and after the fair.

5.1.1 Research Question One: How Can the IMC Campaign Planning
Process Be Described?
According to Arvidsson the rapid growth in the wood product market made Assi Domän
Interiör contact several advertising agencies, including Krux & Co. Representatives from
Krux & Co then held an initial meeting with the potential client where the purpose, the
background, the possible positive effects of a cooperation, and also whether or not the agency
had the internal capability to solve the client’s problem were discussed. Arvidsson then stated
that the information gathered at this meeting was used to put a business proposition together.

When Krux & Co had won the account an account team was put together. According to
Arvidsson their first mission was to build a platform, a communication strategy. This platform
is based upon interviews, research, and background data collected from the client. The
building of this platform included information received from representatives from the target
audience in form of visits to stores where Assi Domän’s products were to be sold. Arvidsson
also states that the platform consists of a background analysis, target audience, present
communication efforts, competition, the buying process, and key roles in that process.

The next step according to Arvidsson was when the agency ran a workshop with the client,
called “Strategiskt utseende och inseende”. Arvidsson finds that there are two purposes of this
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workshop. One is to create good prerequisites to succeed with the research by getting more
information from the customer, and the other is to get to know the client and make them feel
implicated in the campaign. As Arvidsson sees it, the implication is crucial since the
representatives of the brand must feel involved in order for the campaign to work
successfully. According to Arvidsson, ten questions were answered in the workshop:

• What is the company identity?
• What are the products?
• How can the brand Assi Domän Interiör be described?
• Present market conditions?
• What is the company image?
• How are they positioned today?
• What is the vision?
• What are the core competences?
• What is important for the audience?
• Strength and Weaknesses?

Arvidsson continues by saying that by answering these ten questions the objectives and an
image goal is formulated. He also says that the goals and objectives were formulated in a
short “tag line” or slogan where Krux & Co together with Assi Domän Interiör tried to
capture the essence of the workshop.

According to Arvidsson Krux & Co then developed a concept showing the marketing
communication, concerning both media mix and the proper mix of activities that should be
used in order to meet the set objectives. This concept was developed so that Krux & Co could
gain the client’s support in an early phase of the planning process. The whole concept was
built around the Nordbygg 2002 campaign. The respondent told us that the aim of Assi
Domän Interiör’s appearance at the fair was to position themselves as the leading actor in the
wood product market. This could not be achieved just by this event; other marketing
communication tools were also needed.

Arvidsson then explains, that in order to get an overview of the economic factors facing the
campaign Krux & Co compared the client’s sales objectives with what could be seen as
suitable to invest in marketing communication efforts. Krux & Co was suggesting the most
appropriate way of using the money Assi Domän Interiör was willing to spend on marketing
communication. The budget for the campaign was, according to Arvidsson, set with Krux &
Co in an advisory role. The agency helped Assi Domän Interiör to balance the marketing
communication budget by considering factors such as turnover, fixed costs, and the set
objectives.

Arvidsson told us that Krux & Co developed a mix of communication activities, including
tools like advertisements, product information, brochures, public relations, and a new website.
This since, Krux & Co found these tools to be the most suitable ones, when considering the
given budget, in order to reach the target audience: builders merchants, architects, building
contractors, do-it-yourself consumers, and carpenters.

According to Arvidsson the restrictions in budget, and the complex composition of the target
audience, the media mix became very important. He explains that the agency therefore tried to
create interest among end-consumers by creating awareness via appearance in stores, but also
via advertising in selected media. However, he stresses that the main focus of the marketing
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communications efforts, outside Nordbygg 2002, was the creation of a new in-store concept, a
new profile Assi Domän Interiör. According to respondent it is important to have a strong in-
store concept since the store itself communicates in a multitude of ways such as through local
ads, customer magazines, direct mail, merchandizing, point-of-purchase displays, and in-store
events. The strong in-store concept was believed to create good prerequisites for the store to
communicate Assi Domän Interiör’s brand name. At the same time, Krux & Co suggested that
Assi Domän Interiör should invest in its selling organization in order to be able to harvest the
effects of the communication efforts.

Prior to Nordbygg 2002 the agency built an exhibition stand and printed a new catalogue that
was to be used as a source of inspiration as well as a tool for the sales crew at the fair.
Arvidsson continues the discussion by saying that another thing the agency did for the fair
was to print and send out invitations to key customers so that even if they did not attend the
fair they knew that Assi Domän Interiör was represented there. Krux & Co also developed a
totally new website for Assi Domän Interiör, this website was, according to Arvidsson, built
to handle the mass of end customers. In addition to this, a new display rack was produced to
fit with the planned new in-store concept. The rack had two purposes, explains the
respondent, one was to create awareness among end customers, and also it was designed to
better facilitate the use floor space in the stores.

Regarding the use of a formalized campaign planning process, Arvidsson states that when
planning a marketing communication campaign Krux & Co has a formalized campaign
planning process, but the project leader can modify it if needed. He continues by saying that
this formal framework has been derived from years of experience and from the company
culture. The early stages of the planning process, when building the platform, is very formal,
whereas the creative parts are more up to each project leader’s experience.

Regarding the use of a creative brief in order to support the creative work, Arvidsson discuss
that Krux & Co uses this. He summarizes the content of this brief by saying that it consists of
a description of the communication objectives, the product, the audience, the problem the
campaign should solve, the buying process of the target audience, what step of the buying
process the campaign focus on, and the economical framework. The creative brief at Krux &
Co is also used to create a holistic view of the process for everyone involved in the campaign.
Arvidsson believes it to be of outmost importance to have a comprehensive picture of the
situation even if performing only a limited part of the campaign.

According to Arvidsson Krux & Co is full service advertising agency and therefore, they were
able to supply Assi Domän Interiör with all marketing communication activities needed.
When special competence or extra resources was needed, Krux & Co used their own network
to provide it. He furthermore adds that when using external partners in the campaign Krux &
Co provided these partners with the creative brief, in order for the partners to know what they
were supposed to contribute to the campaign.

5.1.2 Research Question Two: What Different Marketing Communication
Tools are Used in the IMC Campaign Planning Process?
According to Arvidsson the tools used in the Assi Domän Interiör campaign were:

• A new website
• Advertisements in magazines
• Participation on Nordbygg 2002 with an exhibition stand



Chapter 5 Data Presentation

46

• Public relations efforts
• Customer magazines
• Direct mail
• Invitations to Nordbygg 2002
• A new in-store concept consisting of a new display rack, inspiration catalogue, and a

new product description folder with price lists
• A new graphic profile

To find the appropriate tools, Arvidsson thinks that Krux & Co need to assess all interfaces
between Assi Domän Interiör and its audiences. He gives some examples of interfaces outside
the above, and these were: the way the factory looked, the way the receptionist answered the
phone, and the speed with which they answered e-mails. Other issues considered were letter-
papers, and the way write letters, faxes, orders, and invoices. The marketing communication
tool mix was then put together to over-bridge the gap between the image and the actual
identity, and by spreading information to the employees they tried to minimize negative word-
of-mouth.

5.1.3 Research Question Three: How Can the Benefits of IMC Campaign
Planning Be Described?
Arvidsson told us that in the Assi Domän Interiör campaign it was of great importance to
create an attuned voice towards the whole market. To achieve this Krux & Co tried to create a
personality for Assi Domän Interiör and help them form personal chemistry with their
audience. According to Arvidsson this can only be achieved through an integrated way of
campaign planning. When considering the most important way of creating benefits via IMC
Arvidsson stresses the importance for Krux & Co to be a full service partner for Assi Domän
Interiör. He also adds that even if consistency in communication, and campaign planning, is
necessary to obtain benefits it is important to create variation in creating the communication;
to create awareness variety is needed.

When answering questions about important factors for the creation of benefits Arvidsson
states that it was important to integrate the builders’ merchants in the Assi Domän Interiör
campaign since they are the ones selling the products. To provide them with the same
communicational material is highly beneficial since the use of this material in their local
advertisements creates strong recognition among the target audience.

5.2 Case 2: The NCC Campaign
Ogilvy was founded in 1948 by the legendary David Ogilvy and has since grown into
worldwide enterprise. Ogilvy Group as seen today in Sweden was founded as late as 1998, but
Ogilvy has been present in Sweden much longer than that. Throughout the 1990s Ogilvy only
had a small subsidiary in Sweden with some ten to fifteen employees in Stockholm. To grow
stronger on the Swedish market Ogilvy Group took over Sexton 87, and soon became
Sweden’s second largest full service agencies with about 215 employees and a turnover for
2001 of about SEK 910 million (Sveriges Reklamförbund, 2002).

NCC is one of Scandinavian’s leading construction- and real estate- companies. In 2001 NCC
had a turnover of about SEK 46 billion with almost 28.000 employees. NCC’s conducts
business in many different areas such as telecommunication infrastructure, building
construction, concrete, building material, and road constructions. Their vision is to develop
future environments for living, working, and communicating. They also want to be seen as the
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young and exciting company that is characterized by customer focus, simplicity, and
responsibility.

Ogilvy and NCC have been working together for about two years with the overall goal to
make NCC appear as a uniform brand. The respondent at Ogilvy, Kristin Sundström has
during this time been the brand director for the NCC account. Prior to the cooperation NCC’s
departments where communicating independently instead of under the brand name NCC.

5.2.1 Research Question One: How Can the IMC Campaign Planning
Process Be Described?
According to Sundström the planning process started when NCC asked Ogilvy to help them
with their marketing communication and were assigned a discipline-neutral brand director at
Ogilvy. Sundström the brand director then gathered a group called a brand team that consists
of the brand director, a creative director, an analyzer, and the client. This team started with
developing a mission description so that the client and the agency were clear on what results
should be reached and what the purpose was – which was set in cooperation between the
client and Mindshare that are a partner to Ogilvy. According to Sundström they are also
deciding what resources were demanded from the agency as well as the customer, what
material the agency needed to be provided with from the customer, and how the campaign
should be followed up. Sundström sums up by saying that the customer then signed this
mission description.

After the signing of the mission description, Sundström tells us that Ogilvy generated a brand
platform, which is the foundation for how the campaign is planned and executed. This
platform answered the questions of who was in the target audience, what position was NCC
seeking, what was happening in the market, what were the competitors doing, what was the
unique selling proposition, and what were the company’s core values.

Moving on from the brand platform to the making of a creative brief is next phase, according
to Sundström. The creative brief is compiled at Ogilvy Discovery, the research department,
together with the brand manager. The brief is limited to two pages and should contain all the
information needed for the creatives to do their part; this information was in the case of NCC:

• Target audience – demographics and psychographics
• NCC’s promise to the customer
• The support for the promise
• Things that had to be included in the communication such as logo, company name,

and special circumstances around NCC
• Tone of voice – what NCC stands for

Sundström continues by saying that the customer also signs the creative brief, and everyone
involved in the campaign planning, production, and execution receives the same creative
brief. She also claims that the reasons for using a creative brief is that it made it easier when a
new member joined the brand team to familiarize him with the process. Another general
advantage, according to Sundström, is that it facilitates the work for the creatives, without
risking the quality of the work.

Sundström tells us that NCC set the budget for this campaign. When this budget was set,
Ogilvy and NCC sat down together and decided what objectives were reasonable to reach
within the set budget. It was according to Sundström important that the objectives were
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realistic and measurable both for Ogilvy and NCC. The tools used in this campaign were also
determined by the budget. If Ogilvy had been given an unlimited budget the campaign would
have included all sixteen disciplines represented at the company, Sundström adds.

In order to be able to plan the campaign in an integrated way it was, according to Sundström,
important that the brand team was properly assembled from the beginning. The planning
process is formalized and should therefore not distinct depending on the client. Ogilvy used
the same toolbox for NCC as they would have used for another client.

Regarding the evaluation and feedback question Sundström said that even though Ogilvy has
an in-house tracking department no evaluation has this far been performed in this campaign.
She adds that even though no evaluation has taken place it will possibly happen in the future,
if the client wishes.

5.2.2 Research Question Two: What Different Marketing Communication
Tools are Used in the IMC Campaign Planning Process?
According to Sundström the tools used in the NCC campaign were:

• On the strategic level where Ogilvy helped NCC with segmenting and when to reach
them

• TV commercials, advertisements in business magazines
• Trade shows, and the shareholders’ general meeting with presentation of the annual

reports
•  Lobbying towards communities and governments, economic guidance and media

training

When considering other ways to communicate such as unplanned and often unconsidered
Sundström states that Ogilvy generally also considers other channels, than the above, that can
be performed by their clients. In NCC’s case such things as the physical layout of the
reception, how to greet customers, and dress codes among the employees. According to
Sundström it is important that everyone lives and breathes the brand. This way of considering
all possible communication, called the 360 degrees concept is the foundation for Ogilvy’s
way of produce campaigns. She also states that another important way of marketing
communication conducted by Ogilvy for NCC, is the coverage of the ongoing governmental
lawsuit that might increase the need for public relations.

5.2.3 Research Question Three: How Can the Benefits of IMC Campaign
Planning Be Described?
Regarding the benefits of using IMC in campaign planning Sundström explains that
integration is most needed when dealing with large and complex companies that are having
problems building a solid and coherent brand. She continues by saying that integration creates
synergies between departments, which provides the company with a strong image. According
to Sundström integration is not as important when dealing with fast moving consumer goods.

Regarding target complexity Sundström states that in the case of NCC the target audience is
very complex and it took Ogilvy quite some time to sort out the different target audiences.
She also states that it is highly beneficial to use IMC due to the many different business areas
in which NCC operates. She gives the examples of NCC property development – that projects
new houses, NCC roads – that mainly communicates with communities and the Swedish
National Road Administration, and NCC living – that targets private consumers.
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Sundström has only one thing to say about the product complexity and that is that NCC has
incredible complex products. She therefore stresses the importance of using integrated
campaign planning to get an overview of all products and services, provided by NCC.

Regarding distribution complexity and how it affects the benefits of IMC Sundström explains
that this complexity is rather low in NCC’s case since price is often the deciding factor
whether they will win the bidding or not. She also states that due to the fact that NCC both
produces and sells the product to their customers they are “their own” distributors.
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6. Data Analysis
In the previous chapter the collected data was presented. In this chapter an analysis of the
collected data is conducted, to make sense of the collected data so that we can present
findings and draw specific conclusions in our last chapter. We will analyze the data based on
the order of the research questions. Starting, within-case analysis for each case is made
where the gathered data is compared to previous research that is discussed in the
conceptualization and frame of reference. The within-case analyses for each research
question are then followed by a cross-case analysis, in which the cases are analyzed by being
compared to each other. These two types of analysis are used to reduce the data and to
display it in a general way.

6.1 Research Question One: How Can the IMC Campaign
Planning Process Be Described?
In the following section, the analysis regarding the first research question will be conducted.
First, within-case analysis for both cases will be done, this to help us see how our collected
data fits with theory and by doing this reduce the data. Thereafter a cross-case analysis will be
conducted, where the two cases are compared to each other. The cross-case analysis is used to
help us display the data as mentioned in chapter four.

6.1.1 Within-case Analysis of Assi Domän Interiör
According to Duncan (2002) there are eight steps in the IMC campaign planning process.
Furthermore, he states that campaign planning should be conducted in a specific order to be
successful. Recognized in the Assi Domän Interiör campaign is an eight-step planning
process, which compared to Duncan’s highly formal process only is partly formal. Similarities
and differences between these two campaign planning processes can be seen in figure 6.1.

Figure: 6.1
Within-case Analysis of Assi Domän Interiör
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The Assi Domän Interiör Campaign
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The first step of the IMC campaign planning process is according to Duncan (2002) the
analyzing of SWOTs, which examines internal- and external factors in order to get a holistic
view of the situation. In the Assi Domän Interiör campaign, the first step is the initial meeting
between client and agency. This shows that the two processes do not have the same starting
point. In the Assi Domän Interiör campaign, Krux & Co started by having an initial meeting
with the customer, and at this meeting the purpose of the campaign together with the client
background is discussed. Also possible positive effects of cooperation were assessed. Duncan
(2002) starts his zero-based campaign planning process when this initial meeting already has
taken place. Hence, the starting point of the Assi Domän Interiör campaign does not support
Duncan’s (2002) way of starting the campaign planning process. However, the issues brought
up in the first step Assi Domän campaign is coherent with theory due to the fact that Duncan
(2002) brings them up later in his planning process.

When comparing Duncan’s (2002) first and second step with the same steps in the Assi
Domän Interiör campaign planning we see that the data collected verifies the theory. When
looking at these two steps together they consist of the same issues. The only disagreement
between the data and Duncan’s (2002) theory concerns the focus on the buying process and
key roles in this, in the Assi Domän Interiör campaign, which are not discussed by Duncan.

The third step, determine marketing communication objectives, in Duncan (2002) is strongly
supported by the data found in the fourth step, goals and objectives, of the Assi Domän
Interiör campaign. Instead, the third step in the Assi Domän Interiör campaign covers a
workshop used to create good prerequisites for research and strengthen the level of the
customer’s involvement in the campaign planning. With this workshop the data presents
something that was not included in the theory. Duncan (2002) does not discuss the use of a
workshop and neither the importance to deeply-root the strategic platform of the campaign in
the mind of the client. He does not discuss the use of a workshop as an opportunity to gain
more information than has already been gathered in step one and two.

The following step in the Assi Domän Interiör campaign, general communication strategies,
is almost identical with the fourth step in Duncan’s (2002) theory. In the Assi Domän Interiör
campaign the fifth step implies the selection of most preferable communication mix and
creative strategy. The purpose of this step is to further gain the client’s support for the
continued planning process. Duncan (2002) on the other hand stresses the same content in his
fourth step, but the outcome of this step for Duncan (2002) is a creative brief. Another
important difference between the collected data and theory is the fact that while the
communication strategies in the Assi Domän Interiör campaign is more general and
conceptual in this stage, Duncan (2002) here present the final marketing communication mix.

In the sixth step of the Assi Domän Interiör campaign the respondent explains how the agency
participate in deciding the budget for the campaign. The budget for this campaign was based
on factors such as which tools were most suitable in order to reach the overall objective, the
turnover, and the fixed costs. This reasoning strongly supports the way Duncan (2002)
recommends a budget to be set in his fifth step, determine the budget.

The seventh step of the Assi Domän Interiör campaign verifies Duncan’s (2002) sixth step, to
determine the timing, which qualifies the order of the execution of the different media chosen
for the campaign. The major difference between the data and the theory is that in the Assi
Domän Interiör campaign this is the step where the final communication strategy is presented,
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which Duncan (2002) presented in his fourth step. The fact that this step led to a creative brief
in the Assi Domän Interiör campaign supports Duncan’s (2002) theory that shows a creative
brief should be presented after the final decision of communication strategy is made. In this
case the only difference between data and theory is the issue of where in the process this
should take place, before or after the determination of budget.

According to Percy (1997) a creative brief should contain information about three major
sections, task definition, objectives and strategy, and execution, divided into ten different
areas, showed in table 6.1.

Table: 6.1
Within-case analysis of the creative briefs used in the Assi Domän Interiör campaign

Task definition:

Objectives and Strategy:

Execution:

1. Key market observations

2. Source of business

3. Consumer barrier/insight

4. Target market

5. Communication objectives and tasks

6. Brand attitude strategy

7. Benefit claim

8. Desired consumer response

9. Creative guidelines

10. Requirements/mandatory contents

Phases Included in creative brief

X

X

X

X

X

In the Assi Domän Interiör campaign the creative brief is the final outcome of the campaign
planning process. Compared to the creative brief presented by Percy (1997) the agency has
considered all areas included in the objectives and strategy section, this therefore agrees with
theory. However, there are two major points where the collected data is critical of the theory
provided by Percy (1997). The theory brings up four areas under the task definitions section,
whereas the data only uses one, identifications of the target audience. The other key
disagreement concerns the theory’s discussion of an execution section in the creative brief.
According to the data collected from the interview, execution was not mentioned in the
creative brief.

Hence, Duncan’s (2002) eight-step model consists of two additional steps, namely test market
and evaluation of effectiveness. Since the planning of the Assi Domän Interiör campaign did
not include implementation and control, there is no data to support or disagrees with the
present theory.

To summarize, the data supports the theories presented by Duncan (2002) and Percy (1997),
since the Assi Domän Interiör campaign consisted of almost the same phases as the theory.
The main disagreement between data and theory is the fact that the Assi Domän Interiör
campaign starts earlier with an initial meeting, and ends before the steps covering test market,
evaluation and control.
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6.1.2 Within-case Analysis of NCC
In this section the five steps recognized in Ogilvy’s campaign planning process for NCC will
be compared to the eight steps in Duncan’s (2002) zero-based planning process. These two
processes are shown below in figure 6.2.

Figure: 6.2
Within-case Analysis of NCC

1. Analyze SWOTs

2. Analyze targets and
relationships

3. Determine marketing
communication objectives

4. Develop  strategies
and rationales

5. Determine the
budget

6. Determine the
timing

7. Test market

8. Evaluate effectiveness

The Zero-based Planning Process

1. Mission Description

2. Brand platform

3. Creative brief

4. Budget & Objectives

5. Communication
strategy

The NCC Campaign

The NCC campaign started when the brand director put together a brand team that was
assembled to develop a mission description. The mission description presents the purpose of
the campaign, the resources needed, and how the campaign should be followed up. This data
shows no coherence with the first step in Duncan’s (2002) eight-step model, but both the
assessment of resources needed and the evaluation is performed later in theory.

The second step in the NCC campaign, the creation of a brand platform, strongly supports the
first and second step of Duncan’s (2002) campaign planning process. This since the brand
platform describes the background factors needed to plan the campaign, the target audience,
the competition, and the unique selling proposition of NCC.

From the brand platform created for NCC, Ogilvy constructs a creative brief. The brief is also
a part of Duncan’s (2002) theory, but he constructs the brief later in the process, in the fourth
step. Even though the creative briefs appear at different times in the two processes there are
still many similarities between data and Percy’s (1997) theory claming that the brief should
consist of the three sections task definition, objectives and strategy, and execution, In table
6.2 the agreements and differences between Percy (1997) and the data from the NCC
campaign is presented.
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Table: 6.2
Within-case analysis of the creative briefs used in the NCC campaign

Task definition:

Objectives and Strategy:

Execution:

1. Key market observations

2. Source of business

3. Consumer barrier/insight

4. Target market

5. Communication objectives and tasks

6. Brand attitude strategy

7. Benefit claim

8. Desired consumer response

9. Creative guidelines

10. Requirements/mandatory contents

Phases Included in creative brief

X

X

X

X

X

The major differences lie mainly in the task definition section. Here Percy (1997) chooses to
present more detailed background information, but differences also occur, in the objectives
and strategy section where he presents the objective, which is not dealt with in NCC’s
campaign planning until later.

The data collected show that in the case of NCC the fourth step of the campaign planning
process is to decide the budget and objectives. These two issues are also brought up in
Duncan’s (2002) campaign planning model, but as two distinctive steps where the objectives
are set before the budget is decided. According to Duncan (2002) the budget should be set to
meet the objectives and to cover the costs for the selected marketing communication tools. On
this point the NCC campaign disagrees with theory, by stating that the objectives by looking
at the given budget. Hence, it is not the objectives that are deciding the budget; on the
contrary the budget provides a framework for the objectives.

The fifth and final step of the NCC campaign planning process, communication strategy,
corresponds well with the fourth and sixth step of Duncan’s (2002) theoretical framework.
The communication strategy developed in the NCC campaign was based on the given budget;
this is the main critic derived from the campaign towards the theory.

To summarize the data somewhat supports the theory presented by Duncan (2002) and also
verifies the creative brief theory presented by Percy (1997). The main disagreement between
data and theory is the fact that the NCC campaign planning process is conducted in a different
order then Duncan (2002) dictates, and also that it does not include test markets and an
evaluative step.

6.1.3 Cross-case Analysis
In this section we will compare the campaign planning processes with each other. In this
analysis we will show both the differences and similarities in order and length when
conducting the campaign planning processes as well as the differences and similarities in its
content. The similarities as well as the contrasting facts will be presented graphically in figure
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6.3 and table 6.3. In figure 6.3 the general outline of the two campaign planning processes
will be compared to each other.

Figure: 6.3
Cross-case Analysis of the Integrated Campaign Planning Processes
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The NCC Campaign

The first step in the Assi Domän Interiör campaign was the initial meeting with the customers,
the equivalent step in the NCC campaign and is called mission description. These two step
both covers the first meeting with the customer, the specification of the purpose, a
background check-up, and an assessment of resources and capabilities within the agency and
the client.

The second step in the Assi Domän Interiör campaign was a creation of a strategic platform,
which is coherent with the brand platform used in the NCC campaign. In this step both
campaigns look at the background, target audience, and the competition.

The step following the building of the platforms were in the Assi Domän Interiör campaign a
workshop called Strategiskt inseende och utseende, which creates good prerequisites succeed
with research and it also makes the agency get to know the client a bit more. In the NCC
campaign the third step was a creative brief used to summarize the findings in step one and
two and work as a guide in the creative work. There is little equivalence between the two
cases in this step, NCC never conducts this workshop but Assi Domän Interiör conducts a
creative brief as their final step of the planning process.

When looking at the Assi Domän Interiör case the fourth and sixth step of the campaign
planning processes is to set goals and objectives and determine the budget. These steps
correspond to step four, budget and objectives, in the NCC campaign. Here some differences
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occur, in the Assi Domän Interiör campaign the objectives are set first and then the budget is
determined. In the case of NCC it is set the other way around, both budget and objectives are
set in the same phase but with budget as the dominant factor.

In the Assi Domän Interiör campaign planning process the fifth and seventh step, general
communication strategy and detailed communication strategy, is comparable with fifth and
final step of the NCC campaign planning process, communication strategy. The step-wise
differences that occur between the two cases are that Assi Domän Interiör divides their
strategy development in two steps separated by budget decisions. In the campaign a general
communication strategy was set before budget and a detailed communication strategy was
then presented out of the budget. In the case of NCC all the communication strategy
development was done after the final decisions were made.

The two cases above are compared in order to show the step-wise differences in the campaign
planning processes. In table 6.3 below the content of the two campaigns will be presented,
without any notion of the order of the steps.

Table: 6.3
Cross-case analysis of the content of an integrated campaign

Phase Assi Domän Interiör NCC

Analyze background:

- internal situations
- external situations

- estimatepresent marcom efforts

Analyze targets and relationships:

- identify key customers
- brand relationships

Determine marcom objectives
- communicational objectives

- behavioral objectives

Develop strategies:

- derive objectives from SWOT
- marcom mix from SWOT & objectives

Strategic workshop:

First meeting:

- purpose of the campaign

- resource audit

- positive cooperation effects

- campaign evaluation

- client background

Determine the budget:

- percentage of sales

- objectives and tasks

- set budget in cooperation with client

Creative brief:
- target market

- communication objectives & tasks

- brand attitude strategy

- benefit claim

- desired consumer response
- creative guidelines
- mandatory elements

X

X
X

X

X

X

X

X

X

X X
X X

- competitive analysis

- core values of client

X

X X

X

X

X
X

X

X

X
X

X

X

X

X

X

X

X

X X

X

X

X

X

X

X

X

X X
X

X



Chapter 6 Data Analysis

57

As can be seen, both cases involve a first meeting with the client. The only contrasting fact in
the first meeting is that in NCC campaign the way the campaign should be followed up is
presented in this early stage. In the background analysis most factors are equal, but as can be
seen in the Assi Domän Interiör campaign there were no focus on finding the core values of
the client during the campaign planning process. Furthermore, table 6.3 shows that in the
NCC campaign Ogilvy did not consider NCC present marketing communication efforts.

When looking at the focus on analyzing the target audience to better understand the clients’
audiences there were no differences between the two cases, both were identifying key
customers and the customers’ relationship to the brand. A strategic workshop was performed
in the Assi Domän Interiör campaign but not in the NCC campaign planning process.

When looking at in what way the marketing communications objectives were decided in the
two separate processes, the data collected shows that Assi Domän Interiör campaign uses both
behavioral- and communicational objectives, whereas the NCC campaign only uses the latter.
When examining if the campaigns consists of strategy development phases, the data shows
that in both cases the objectives were derived from the SWOTs and the marketing
communication tool mix was determined from SWOTs and objectives.

Both campaigns determine the budget but on different bases. The Assi Domän Interiör
campaign set budget based on percentage of sales and the by looking at the objectives, while
the NCC campaigns only considered the latter. Equivalent in both campaigns was the fact that
the clients played a significant role in setting the budget.

Both campaigns capitalize a creative brief consisting of a description of the target market,
benefits claimed in the campaign, and the desired consumer response. In the Assi Domän
Interiör campaign the creative brief also consists of communication objectives and tasks and
brand attitude strategy. These two steps are not included in the NCC campaign creative brief,
but instead it includes creative guidelines and a description of the mandatory contents that
must be included.

6.2 Research Question Two: What Different Marketing
Communication Tools are Used in the IMC Campaign Planning
Process?
In this section, the analysis of the second research question will be conducted. First, a within-
case analysis for both cases will be done, this to help us understand how the collected data fits
with theory and by doing this reduce the data. Thereafter a cross-case analysis will be
conducted, where the two cases are compared to each other. The cross-case analysis is used to
help us display the data as mentioned in chapter four.

6.2.1 Within-case Analysis of Assi Domän Interiör
According to the theoretical framework presented in chapter three, there are eleven different
marketing communication tools that can be used in an Integrated Marketing Communication
campaign. The tools used (within the parenthesis is the theory that correlates with the data
presented) in the Assi Domän Interiör campaign were: a new website (the Internet),
advertisements in magazines (advertising), the participation on Nordbygg 2002 (personal
selling), public relations efforts (PR), customer magazines (advertising/corporate identity
advertising), direct mail (direct marketing), invitations to Nordbygg 2002 (direct marketing),
a new in-store concept with new display rack (point-of-purchase/packaging), inspiration
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catalogue (advertising), a new product description folder with price lists (advertising), and a
new graphic profile (corporate identity advertising). The use of the above tools in the Assi
Domän Interiör campaign strongly supports the theoretical framework.

According to Wells, Burnett and Moriarty (2000) the sources of the communicated message
can be planned, unplanned or often unconsidered. When analyzing the collected data there
were a number of interfaces between Assi Domän Interiör and its audiences that fits the
theory mentioned by Wells et. al. (2000). Both unplanned sources, such as a strategy for
avoidance of negative word-of-mouth, and often unconsidered, in form of the physical stature
of the facility as well as the service provided by the receptionist at Assi Domän Interiör, were
considered when planning the campaign. The theory mentions that the unplanned and the
often unconsidered are less frequently used, this is strongly supported by the data collected,
which shows that almost all of the planned were used or considered when only three out of
thirteen was used/considered in the other two cases.

6.2.2 Within-case Analysis of NCC
The marketing communication tools used in the NCC campaign were: television commercials
(advertising/corporate identity advertising), advertisement in business magazines
(advertising/corporate identity advertising), trade shows (personal selling), shareholders’
general meetings (public relations), lobbying (public relations), and media training (public
relations). This data shows that in the NCC campaign reality fits well with the theoretical
framework.

When considering the other ways to communicate, unplanned and often unconsidered, the
NCC campaign agrees with the theory provided by Wells et. al. (2000), but the often
unconsidered seems, in this case, to be not-so-unconsidered. The marketing communication
tools that are used outside of the planned are: the physical layout (facilities), how to greet
customers (service), and coverage of ongoing governmental lawsuits (government
investigations/media investigations).

6.2.3 Cross-case Analysis
In this section we will compare what different marketing communication tools were used in
the different campaigns and different sources of message where used. The similarities as well
as the contrasting facts will be presented graphically in table 6.4.

Table: 6.4
Cross-case analysis of the tools used in the campaigns

Marketing communication tools Assi Domän Interiör NCC

Personal Selling

Advertising

Direct Marketing

Public Relations

Packaging
Point-of-Purchase

Word of Mouth

The Internet

Corporate Identity Advertising

X

X
X

X

X

X
X

X
X

X

X

X

X
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As can be seen in the table above, Assi Domän Interiör uses several more marketing
communication tools in their campaign than NCC. In the case of NCC they are only using a
few tools to communicate to their target audience.

Both campaigns are using personal selling, advertising, public relations, and corporate
identity advertising as marketing communication tools. In addition to these the Assi Domän
Interiör campaign also consists of direct marketing, packaging, point-of-purchase, word-of-
mouth, and the Internet as tools for communicating with the customer. The tools mentioned in
the theoretical framework that are not used in any of the campaigns are sales promotion and
sponsorships.

When comparing the different sources of messages described in table 6.5 below, we show to
what extent the different tools used in the two campaigns were considered and also what tools
other than the ones mentioned in table 6.4 were used.

Table: 6.5
Cross-case analysis of the sources of the messages

Source of  message Assi Domän Interiör NCC

Personal selling
Advertising
Direct marketing
Public relations
Packaging
Point-of-purchase
Word of mouth
The Internet
Corporate identity

advertising

PLANNED Personal selling
Advertising
Public relations
Corporate identity

advertising

UNPLANNED

OFTEN UNCONSIDERED

Word of mouth Media investigations
Governmental

investigations

Facilities
Service

Facilities
Service

The planned tools used in the individual cases are for Assi Domän Interiör: personal selling,
advertising, public relations, corporate identity advertising, direct marketing, packaging,
point-of-purchase, word-of-mouth, and the Internet. Furthermore, in the case of NCC it can be
seen in table 6.5 that the campaign only consists of four of these nine sources of
communication.

The only unplanned tool used in the Assi Domän Interiör campaign was the use of
information to the employees to over-bridge the gap between the company’s identity and
image, and by doing this they minimized the risk of false and negative word-of-mouth. In the
NCC campaign on the other hand both media investigations and governmental investigations
were part of the unplanned communication in the campaign. These communications occurred
when a governmental body filed a lawsuit against NCC.

About the often unconsidered sources of communication we can see that both the Assi Domän
Interiör- and the NCC- campaign were considering the facilities and the service to be
communicating in each individual campaign.
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6.3 Research Question Three: How Can the Benefits of IMC
Campaign Planning Be Described?
In this section, we will present an analysis of the third research question. First, with a within-
case analysis for both cases, conducted to ease the understanding of how the collected data
fits theory and hence reduce the data. Thereafter a cross-case analysis will be conducted,
where the two cases are compared to each other. The cross-case analysis is used to help us
display the data as mentioned in chapter four.

6.3.1 Within-case Analysis of Assi Domän Interiör
In the Assi Domän Interiör campaign one of the largest benefits perceived by the agency was
that the use of IMC created an attuned voice for the company. This correlates with theory
provided by Schultz and Kitchen (1997) where one of the most important beliefs of benefit
from IMC is that it creates greater communication consistency. The agency tried to achieve
this by creating an integrated personality for the client, which also agrees with theory. Krux &
Co also stresses the importance of being a full service partner for Assi Domän Interiör, and
this also correlates with the theory.

Factors that influence how beneficial the use of IMC in campaign planning can be, are
according to Percy (1997), the target audience complexity, the product or service complexity,
and the distribution complexity. The target audiences in the Assi Domän Interiör campaign are
highly diversified. According to theory this gives a situation when IMC should be very
beneficial. Even though having target audiences with very conflicting interests Assi Domän
Interiör provides non-complex and simple products; which disagrees with the theory
discussing the product complexity that states that a high level of integration is more beneficial
when the products are highly complex. Towards the end consumer the distribution complexity
is rather high, but towards builder’s merchants the complexity is low. The high complexity
fits well with the theory given by Percy (1997) that explains that IMC is more beneficial when
the distribution channel has a great impact on the outcome of the purchase.

6.3.2 Within-case Analysis of NCC
Ogilvy’s beliefs of what are the benefits with IMC are that it creates synergy effects between
departments and that it provides a stronger image for the brand. These two perceived benefits
show that the data collected is in line with the theory. Furthermore, the respondent stresses
that it is useful to get a holistic overview of all products and services provided by NCC, which
is a benefit not mentioned in the theory. In the NCC campaign one of the largest benefits
perceived by the agency and the overall purpose of the campaign was to use IMC to create a
platform for a uniform communication for the company. This benefit correlates with
Duncan’s (2002) theory.

In the NCC campaign Ogilvy finds IMC to very beneficial since they are dealing with a large
and complex company that are having problems building a solid and coherent brand.
Regarding the target audience complexity, the data collected fits with theory since the
respondent states that IMC is highly beneficial in NCC campaign. The theory mentioning
product complexity, which is also supported by the data collected in this case. The
respondents stresses that in order to fully understand the incredible complex products present
in the NCC case IMC is needed. Ogilvy planned the NCC campaign using an integrated
viewpoint even though the distribution complexity of the campaign is rather low. Therefore, in
this case the theory is not supported by the data.
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6.3.3 Cross-case Analysis
In this section we will compare what the perceived benefits were in the different campaigns
and what different factors influencing how beneficial IMC was in the planning of the
campaigns. The similarities as well as the contrasting facts concerning the perceived benefits
will be presented graphically in table 6.6.

Table: 6.6
Cross-case analysis of the percieved benefits of IMC

Percieved benefit Assi Domän Interiör NCC

Greater communication
consistency

Increased importance of
brand personality

Eliminates miscommuni-
cations that occur with many
agencies involved

Agencies can provide
faster solutions

Gives a good overview of
the products & services
offered by the client

X

X

X

X

X

X

X

As can be seen in table 6.6 there are both similarities and differences in what the agencies
believed to be the benefits of IMC campaign planning in their respective campaigns. Both
Ogilvy and Krux & Co finds that IMC creates greater communication consistency as well as
increases the importance of brand personality. Krux & Co believes that IMC eliminates
miscommunications that occur with many agencies involved, and that is not a benefit
perceived by Ogilvy in the NCC campaign. Ogilvy also states that by having an integrated
planning process the agency can provide faster solutions and also that IMC gives a good
overview of the clients products and services, neither of these are brought up by Krux & Co.

Presented in table 6.7 are the differences between the two campaigns when it comes to target
audience complexity, product or service complexity, and distribution complexity.

Table: 6.7
Cross-case analysis of factors influencing when IMC is beneficial

Factors influencing Assi Domän Interiör NCC

TARGET AUDIENCE
COMPLEXITY

PRODUCT OR SERVICE
COMPLEXITY

DISTRIBUTION
COMPLEXITY

HIGH

HIGH/LOW

LOW

HIGH

HIGH

LOW

In both cases the target audience complexity is high, but the product and service complexity
differs. In the case of Assi Domän Interiör the complexity is low, and in the case of NCC the
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complexity is high. The final factor influencing when IMC can be beneficial, distribution
complexity, also differs between the cases. In the Assi Domän Interiör campaign the
influencing power of the distributor is high towards end customers and low towards builders’
merchants. In the case of NCC, the distribution complexity is low.
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7. Findings and Conclusions
In this, the final chapter, a presentation of the answers to the research questions earlier posed in
chapter one will be presented. For each research question first the findings are discussed
separately, following the same order as throughout the thesis. After having stated the findings
conclusions will be drawn based on the theory and the analyzed data. The final part of this last
chapter consists of implications for management, followed by implications for existing theory, and
ending with implications for future research.

7.1 Research Question One: How Can the IMC Campaign
Planning Process Be Described?
In the two cases we looked at, the analyses showed that the Assi Domän Interiör campaign is
somewhat formal, since Krux & Co is a medium sized agency were the account managers are
given a high degree of freedom when working on a specific project. At the same time as they
are given autonomy in their work, Krux & Co has a map for the campaign planning that must
be followed. The NCC campaign, on the other hand, was planned by a big agency that has a
more formal way of planning their marketing campaigns in order to create integration, the 360
degrees concept. This made the NCC campaign more formal than the Assi Domän Interiör
campaign, but still less formal than theory.

The analyzed data shows that the length and the span of the planning processes differ widely.
The theoretic framework does not stress the importance of client - agent interactivity, which
was often repeated during both interviews. Furthermore, both the NCC campaign and the Assi
Domän Interiör campaign planning does not include test market and evaluation, since the two
campaigns do not include these steps in the planning process, but instead in the
implementation phase of the campaign.

Even though there are great dissimilarities in the span and length of the campaign planning
processes the content is mostly the same. This, due to the fact that both campaigns wanted to
involve the client in the campaign planning process, as well as seize the opportunity to sell
their ideas and land the account, their first step in the process is therefore an initial meeting
with their respective clients.

We also found that a workshop is used during campaign planning. The reason for using the
workshop is that it creates good prerequisites for further information mining as well as it
makes the client more involved in the campaign planning process in an early stage.

The analyzed data shows that both the NCC campaign as well as the Assi Domän Interiör
campaign sets communicational objectives and also that the latter sets behavioral objectives.
The use of communicational objectives shows that both campaigns aim at changing and
reinforcing the clients’ brand positions. Furthermore, Assi Domän Interiör sets the behavioral
objectives since they want to increase sales and information requests.

In both campaign planning processes examined in this thesis, a creative brief is used, but does
not consist of the same information. In the Assi Domän Interiör campaign the task definition
was limited due to the fact that Krux & Co did consider the points brought up there, but did
not involve them in the creative brief. The same goes for the NCC campaign where both the
task definition and the objectives and strategy were considered in the planning but not brought
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up in the plan. Another thing not included in the creative brief of Assi Domän Interiör is the
execution section, since this section is considered to belong to implementation and not the
planning process.

In the campaign planning process of NCC we found that Ogilvy and NCC decided budget
before setting the objectives for the campaign. This was done in order for the objectives to be
set realistically and also to be able to use the money in the best possible way.

We found that communication strategy can be decided in two different steps. First a general
concept is provided, showing the client what the agency wanted to do. From this the budget is
decided, and when the agency knows how much money it can use it forms a more detailed
and suitable marketing communication mix. By creating the strategy this way the agency
wants to involve the client and gain support for the earlier conceptualization as well as
assuring the client that the agency is investing the money in the best possible way.

After discussing the first research question, how integrated campaign planning process are
conducted by advertising agencies, the following specific conclusions emerge:

• It is vital that the client is involved in the campaign planning process early on in order
for the campaign to be planned according to IMC.

• The size and culture of the agency decides how formal the planning process is.
• Test market and evaluation is not part of the campaign planning process, but more a

part of the implementation process.

7.2 Research Question Two: What Different Marketing
Communication Tools are Used in the IMC Campaign Planning
Process?
We have found that an IMC campaign planning process consists of many different tools. The
Assi Domän Interiör campaign uses nine different tools classified by the theoretical
framework. The data points at the large number used could be due to the fact that they are
building the campaign around the fair Nordbygg 2002, and hence many of the activities are
connected to this large event. NCC uses fewer communication tools and has another mix of
these. This is the function of it having different objectives, budget, products and services, and
target audiences. The objective of the NCC campaign was to strengthen the position on the
market and speak with an attuned voice when communicating, and these objectives also call
for another mix of marketing communication tools. Moreover, in the NCC case the marketing
communication toolbox was decided from the budget, which also differs from the way the
Assi Domän Interiör campaign was planned. The NCC campaign targets a very specific
audience with highly complex products, which is also a reason for the choice of a different
marketing communication tools mix.

Four marketing communication tools are represented in the two examined campaigns,
personal selling, advertising, public relations, and company identity advertising. The reason
why these four are used in the two campaigns are partly the fact that the focus of the
campaigns are to change the corporate position and also that both campaigns are promoting
similar products. In neither of the cases where we collected data sales promotion nor
sponsorships were used. Our findings show that this is due to the fact that in both cases the
best mix of communication tools is based on the given budget, the characteristics of the
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products, and the set objectives. Therefore, sales promotion and sponsorships are not seen as
appropriate tools to market the products.

In both campaigns most sources of messages come from planned messages. It seems like this
is due to the fact that the agency as well as the client feel more in control of these tools. In our
two cases, few of the unplanned and often unconsidered sources of messages is used. The
respondents do not fully consider the above to be actual marketing tools but at the same time
they agree that these sources of messages should be considered when planning an integrated
marketing communication campaign.

The most significant conclusions that can be drawn from the above findings regarding what
different marketing communication tools that are used in IMC campaign planning are listed
below.

•  The marketing communication tools used in campaigns are selected based on the
budget, the type of product or service, the objective, and the audience.

• In IMC campaign planning the focus when selecting marketing communication tools
is not based solely on budget, product, objective, or the target audience; instead the
synergies and the harmonization created while looking at these factors together are
what is important.

• IMC campaign planning should consider as many interfaces between the client and its
customers as possible, in order to achieve the most suitable marketing communication
tools mix.

7.3 Research Question Three: How Can the Benefits of IMC
Campaign Planning Be Described?
In both our cases IMC campaign planning creates benefits. Furthermore, we have found that
IMC creates an attuned voice for the communicating companies. This since the agencies
integrate the client in the campaign planning and communication coherent messages through
all channels. In addition, IMC strengthens the brand’s personality of the client since the
agency uses the client in order to fully understand the complexity of the client’s identity. By
having a good understanding of who the client really is, the agency can also help creating
personal chemistry between the client and the end consumers.

Moreover, IMC campaign planning creates synergies and faster marketing communication
solutions for the client. This since the agency has a formal way of working where the
simplicity of involving new staff in the process is high, and the friction between agency
departments, or within the agency’s network, is minimized. Another benefit found when
analyzing the data is that IMC enables the agency to get a holistic overview of the products
and services provided by their clients, since the agency involves and uses the client as a
source of information in the campaign planning process. The final benefit found is that IMC
helps the agency to avoid miscommunications. IMC creates a solid platform for the marketing
communication, and due to the fact that all agencies, or departments, involved uses the same
creative brief, communication tends to be correctly targeted.

When it comes to target audience complexity the two campaigns have a high level of
intricacy. This is due to the fact that both Assi Domän Interiör and NCC participate in highly
diverse markets. This diversification can create conflicts in perceived image between the
audiences. Another source of conflict is when the client operates in a large number of
business areas. Because of the high complexity in both cases, IMC is highly beneficial since
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the agencies during the campaign planning process use a formal and step-wise approach that
enabled them to look at the total target audience and what tools are most suitable to reach the
audience.

The findings show that IMC can be beneficial even if product complexity is low. The product
complexity differs between the two campaigns. In the Assi Domän Interiör campaign it is low
whereas it is high in the NCC campaign. The agencies keep the integrated approach in order
to generate benefits when the client has high complexity in the target audience or the
distribution. Integration in the campaign planning helps agencies to better understand the
range of use for the complex products by integrating both client and end users, and therefore it
helps the agency to decide the best way to communicate.

The distribution complexity in the Assi Domän Interiör campaign is both high and low. The
analysis also shows that NCC has a low distribution complexity. Even though theory tells us
that integration is not necessary when the distribution complexity is low, both agencies prefer
to have an integrated approach in their campaign planning since many benefits are received
from integrating other areas than this.

After discussing the third research question, how the benefits of IMC campaign planning can
be described, and by looking at our two cases, the following is concluded:

• In order to create maximum benefits in IMC campaign planning the client needs to be
involved in the planning process.

• The main benefits with IMC campaign planning are that it creates an attuned voice for
the communicating companies as well as strengthens the brand personality of the
client.

• IMC campaign planning creates benefits for both agency and client as soon as one of
the complexities, target audience-, product-, or distribution complexity, is high.

7.4 Implications
The research purpose of this thesis was “to gain a deeper understanding on how advertising
agencies use Integrated Marketing Communication in their campaign planning”. This section
will provide the implications for management, which are suggestions based on data and
findings. Implications for existing theory and future research will also be presented below.

7.4.1 Implications For Management
This study has investigated how IMC is used in campaign planning at advertising agencies. In
this section we will present the findings to managers and agencies involved in campaign
planning. According to theory the use of an integrated approach towards campaign planning
gives benefits to both the agency and the client. Furthermore, a formal planning process is
needed in order to create an optimal marketing communication tools mix.

Looking at the two campaigns the findings indicate that the agency needs to involve the client
early on in the campaign planning process in order to create integration. Another important
issue regarding the campaign planning process is the full-service concept. This idea stresses
the need for managers to be able to offer the client a full marketing communication package,
either by being full-service providers themselves or by creating a full-service network.

When considering how to integrate the tools used by agencies in their campaign planning, our
thesis shows that it is more important for managers to plan according to IMC than to try to
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involve a great variety of tools. IMC is not based on the number of tools involved but rather
how the planning is carried out. Managers conducting IMC campaign planning should
consider all interfaces between the client and its customers in order to achieve a good
marketing communication tools mix.

The two campaigns examined in this thesis clearly show that IMC campaign planning creates
benefits for the advertising agency. By creating opportunities and incentives for the client the
agencies create competitive advantages for themselves. Managers should therefore remember
the importance of creating a good client–agency relationship since this is the base for creating
benefits.

7.4.2 Implications For Existing Theory
The overall purpose of this thesis was to gain a deeper understanding on how advertising
agencies use Integrated Marketing Communication in their campaign planning.  In order to
fulfill this purpose it has been explored how advertising agencies use IMC in the planning
process. In order to be able to explore this, the integrated campaign planning process, the
marketing communication tools used in IMC campaign planning, and the benefits of IMC
campaign planning have been described. The findings from this study sometimes strengthen
the already existing theories, but occasionally new findings are brought up in this thesis.
When the collected data was analyzed and the findings were presented, allowing us to answer
our research questions, we have at least begun to explain, and by doing so this thesis has
reached its purpose.

7.4.3 Implications For Future Research
There are of course many areas where this thesis gives implications for future research. IMC
is a relatively new concept and there is plenty to explore within this subject. This study
focused early on looking at the benefits of IMC from the advertising agencies point of view,
and by using specific advertising campaigns as cases. It would therefore be interesting to look
at the same situation but from the clients’ perspective, which would give an even deeper
understanding of the benefits and drawbacks of IMC. Furthermore, a larger sample of
advertising agencies or campaigns could also strengthen or weaken our findings.

Since our thesis only covers the planning process, it would be interesting to look at the
implementation and/or evaluation process in an IMC campaign in order to see the effects and
outcomes of the planning. Furthermore, to try to assess the advantages or disadvantages of
having all services in-house versus using a network to provide full-service to the client, could
be interesting to see.

Our suggestions for future research are here summarized into some interesting research
issues:

• Would a larger sample of campaigns give the same findings and conclusions?
• What are the disadvantages of IMC in campaign planning?
• What is the client’s role in the IMC campaign planning process?
• How can the implementation of an IMC campaign plan be described?
• What are the pros and cons with being a full-service provider versus capitalizing on a

network to provide integrated services?
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Appendix A: Intervjuguide – svensk version

Bakgrunds information

Företaget
Historia?
Antal anställda?
Omsättning?

Kampanjen
Kunden?
När gjordes kampanjen?
Budget?
Övergripande syfte och mål med kampanjen?

Respondenten
Namn?
Position i företaget?
Hur länge har Ni varit anställd?
___________________________________________________________________________

RQ 1: Hur kan IMC kampanjplanerings processen beskrivas?

A. Beskriv kampanjplaneringsprocessen

• SWOT analys
o Realistisk skada om svagheter och hot inte tas på allvar?
o Realistisk fördel om man utnyttjar styrkor och möjligheter?
o Kostnad för att se över och använda varje SWOT?
o Hur mycket tid företaget har för att se över och använda varje SWOT?

• Analysera målgrupp och relationer
o Hur gick det till att välja målgrupp?
o Fanns några huvudkunder eller huvudsegment i kampanjen?

• Bestämmande av Marknads Kommunikations mål.
o Hur sattes målen?

• Framställande av strategier och logiska grunder
o Processen vid val av kommunikationsverktyg?
o Användes en Creative brief?

• Budgetering
o Vem satte budgeten?
o Hur bestämdes budgeten?
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• Timing
o Hur placerades medierna?

• Test Marketing
o Användes test marketing?

• Utvärdering
o Hur utvärderades kampanjen?

B. Användes en formel planeringsprocess för den här kampanjen?
• Används den här processen av hela företaget, eller är det individuella planeringar?

C. Hur sammanfattades planeringen?
• Använder byrån någon formell plan?
• Får alla som är inblandade i kampanjen samma/all information?

D. Är det något mer som ni vill tillägga vad det gäller kampanjplanerings-
processen?
___________________________________________________________________________

RQ 2: Vilka olika kommunikationsverktyg användes i den här
kampanjen?

A. Vilka olika verktyg användes och varför just de?
• Personlig försäljning

o Försäljningsmöten, telefonförsäljning, videokonferenser och mässor.
• Reklam

o TV reklam, radio reklam, and trycksaker i magasin och tidningar
• Sales Promotion

o Sänkta priser, gratis prov och tävlingar.
• Direktmarknadsföring

o Direkt utskick, kataloger och telemarketing.
• Public relations

o Press relationer, produkt publicitet, företags kommunikation, och lobbying.
• Sponsring

o Sponsring av idrottslag, kultur, konst, och TV- och radio- sändningar
• Förpackning

o Specifik produkt design och förbättringar på förpackningen
• Point of Purchase

o skyltar, demonstrationer, and posters som placeras vid produkten.
• Rykten

o Meddelanden spridda via rykten eller rekommendationer
• Internet

o Banners, pop-ups, diskussionsforum och nyhetsgrupper
• Företagsidentitets reklam

o Namn, logga, och vad dom gör

B. Enligt teorierna är kommunikationsverktygen indelade i tre grupper:
• Planerade
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• Oplanerade
• Ofta bortglömda
• Tog ni hänsyn till oplanerade och ofta bortglömda verktyg när ni planerade den här

kampanjen?

C. Är det något mer som ni vill tillägga vad det gäller verktygen som
användes i den här kampanjen?
___________________________________________________________________________

RQ 3: Hur skulle du beskriva fördelarna med IMC
kampanjplanering?

A. Vilka fördelar fick ni genom att använda en integrerad planering vid
den här kampanjen?

B. Enligt teorin finns det faktorer som påverkar när integration är som
mest fördelaktigt. Dessa faktorer är, komplexiteten i målgruppen,
produktens eller servicens komplexitet, och komplexiteten i distributionen.
I den här kampanjen, hur skulle du beskriva:

• Komplexiteten i målgruppen
o Antalet människor inblandade i planeringsprocessen?
o Graden av konflikter inom målgruppen?
o Olika medievana?

• Produktens eller servicens komplexitet
o Är produkten högteknologisk eller innovativ?
o Finns det flera modeller av produkten, eller tillbehör?

• Distributions komplexitet
o Har distributören något inflytande över vilket märke kunden köper?

C. Är det något mer som ni vill tillägga vad det gäller fördelarna med
integrerad kampanjplanering?
___________________________________________________________________________

Öppen diskussion

A. Är det något som du skulle vilja tillägga utöver det som redan är sagt?



Appendix B

Appendix B: Interview Guide – English
Version

Background Data

The Company
History?
Number of Employees?
Turnover?

The Campaign
The Client?
When did the campaign take place?
Budget?
Overall Purpose and aim of the campaign?

The Respondent
Name?
Position in the company?
Tenure?
___________________________________________________________________________

RQ 1: How can the IMC campaign planning process be
described?

A. Describe the campaign planning process.

• Analyzing SWOTs
o Realistic damage through not addressed weaknesses and threats?
o Realistic benefits when leveraging strengths and opportunities?
o Cost of addressing or leveraging each SWOT?
o Time the company has to address or leverage each SWOT?

• Analyzing Targets and Relationships
o What was the selection process when choosing target audience?
o Recognition of key customers or segments?

• Determining the Market Communication objectives
o How were the objectives set?

• Developing Strategies and Rationales
o Process when choosing marketing communication tools?
o Use of a creative brief?

• Budgeting
o Who determined the budget?
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o Methods of setting the budget?

• Timing and Scheduling
o How was the media placed?

• Test Marketing
o Where test marketing used?

• Evaluating Effectiveness
o How was the campaign evaluated?

B. Did you use a formal planning process for the campaign?
• Is the process used by the whole agency or just by the individual planner?

C. How was the planning summarized?
• Does the agency use a formal blueprint/creative brief?
• Do all the “creatives” get the same information? Uses the same blueprint?

D. Do you feel that there is something you would like to add about the
campaign planning process?
___________________________________________________________________________

RQ 2: What different marketing communication tools are used
the campaign?

A. What different tools where used? And Why?
• Personal selling

o Face-to-face sales meetings, telephone sales, video conferencing, and trade
shows.

• Advertising
o TV commercials, radio commercials, and print ads in magazine and

newspapers.
• Sales Promotion

o Premium offers, reduced prices, free offers, and prize promotions.
• Direct marketing

o Direct mail, catalogue marketing, and telemarketing.
• Public relations

o Press relations, product publicity, corporate communications, and lobbying.
• Sponsorship

o Sponsors to sports teams, cultural programs, arts, and broadcast.
• Packaging

o Specific product design and improvement of packaging.
• Point of purchase

o Displays, demonstrations, and signs and posters placed at the location of the
sale.

• Word of mouth
o Messages spread via rumors or friendly recommendations. To stimulate word

of mouth sales publicity stunts, clever mailings, creative promotions, and
challenging advertising can be used.
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• The Internet
o Banners, pop-ups, chat rooms and news groups.

• Corporate identity advertising
o Name, logo, and their nature of business.

B. According to theory the marketing communication tools are divided in to
three groups:

• Planned
• Unplanned
• Often Unconsidered
• Did you consider the Unplanned and the often unconsidered when integrating the tools

in the campaign planning process?

C. Do you feel that there is something you would like to add about the tools
used in the campaign?
___________________________________________________________________________

RQ 3: How can the benefits of IMC campaign planning be
described?

A. What were the benefits of having an integrated way of planning the
campaign?

B. According to theory, there are some factors influencing when integration
becomes more beneficial. These factors are, target audience complexity,
service complexity, and distribution complexity. In the campaign, how
would you describe:

• Target audience complexity
o The number of people involved in the planning process?
o The level of conflicting interests in the target audience?
o Differences in media habits?

• Product or service complexity
o The level of technology or innovativeness of the product of service?
o The number of models or attributes of the product or service?

• Distribution complexity
o The amount of influence the distributor has on which brand being chosen?

C. Do you feel that there is something you would like to add about the
benefits of having an integrated perspective on planning?
___________________________________________________________________________

Open discussion
A. Is there anything you feel like adding that we did not ask?




