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ABSTRACT

The field of marketing is an area always evolving and developing. One of the biggest 
developments during the last decades is the introduction of IMC or Integrated Marketing 
Communications. IMC switches the focus towards the customers, using them as the basis for 
the marketing communications efforts and relying on two-way communications to create and 
strengthen the relationships that exist between a company and its customers. IMC emphasizes 
the use of many different communication tools, especially the Internet, and aims to 
synchronise and coordinate the communication. The purpose of this study is to provide a 
deeper understanding on how IMC is used in companies and how it connects company and 
their customers. To achieve this purpose, research questions focusing on the company 
objectives and customer benefits, messages, and the tools of IMC were used. To answer the 
research questions, a review of literature related to these areas was conducted, resulting in a 
conceptual framework. Methodologically, personal interviews with a specific company and a 
selection of potential customers were conducted. Following careful analysis, the findings 
indicate that different company objectives generate different benefits for their customers, but 
the objectives must fit the overall strategy of the company. The structure and execution of 
messages in IMC is very important. Different types of messages have different uses and can 
be effective in certain situations. The important part is to use the customers’ preferences as a 
guide when creating them. The choice of communication tools and the synchronisation 
between them is also of great importance. There are many diverse tools that lead to different 
advantages but together they must convey a desirable image of the company to the customer. 
Overall, the use of IMC and well executed marketing communications is a shortcut to better 
relationships between a company and it customers.



SAMMANFATTNING

Marknadsföring är ett område som alltid är i rörelse och utvecklas. Ett av de mest betydande 
koncepten under de sista årtiondena är introduktionen av IMC eller integrerad 
marknadskommunikation. IMC fokuserar på kunderna, använder dom som bas när 
marknadskommunikationen skapas och använder tvåvägskommunikationen för att stärka 
relationerna. IMC bygger på användandet av många olika kommunikationsverktyg, speciellt 
Internet, och synkronisering och koordinering av all kommunikation. Syftet med denna studie 
är att öka och fördjupa förståelsen av hur IMC används i företag för att sammanföra företag 
och dess kunder. För att uppnå detta syfte ställdes forskningsfrågor som behandlade 
företagens mål/objektiv och kundernas fördelar, meddelanden samt verktyg inom IMC. För att 
besvara dessa frågor studerades passande litteratur och tidigare utförda studier vilket 
resulterade i en referensram. Personliga intervjuer med ett företag och dess potentiella kunder 
utfördes sedan. Enligt en noggrann analys så skapar olika företagsmål/objektiv olika fördelar 
för kunderna men dom måste passa in på företagets övergripande strategi. Struktur och 
genomförande av meddelanden inom IMC är väldigt viktigt. Olika meddelanden har olika 
användningsområden och kan vara effektiva i vissa situationer. Det viktigaste är att använda 
kunderna som bas när meddelandena skapas. Valet av kommunikationsverktyg och 
synkroniseringen mellan dom är också av största vikt. Det finns väldigt många olika verktyg 
som leder till olika fördelar men tillsammans måste dom skapa en önskvärd bild av företaget. 
Användandet av IMC och bra genomförd marknadskommunikation är en genväg till bättre 
relationer mellan företag och dess kunder.
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1 INTRODUCTION

This first chapter introduces the reader to the topics covered in this thesis in a way that 
encourages further reading. The background provides information of the area of research 
and leads to the problem discussion where the topics are narrowed down to only the ones 
primarily focused on. The chapter ends with the overall purpose or research problems, in 
other words the questions answered with this thesis.

1.1 Background

In the competitive markets that now exist marketing is an essential part of a company’s 
business. (Leventhal, 2005) To many, the term marketing equals advertising, but that is a 
classical myth of recent history. Marketing is not a one-way communication for companies to 
sell as much as possible instead it centres on the exchanges of value between producers and 
consumers to satisfy both parts needs and wants. (Morgan, 1996) By adapting a market-driven 
strategy companies can truly understand the market and the basis for the market, the 
customers, which results in an increased customer value and profitability. (Leventhal, 2005) 
The field of marketing is not static but has changed and evolved over the years so marketers 
and companies need to think in new ways about the tactics and strategies deployed to create 
or sustain the competitive advantage. (Kitchen, Proctor, 2002) The birth of the marketing 
discipline can be sourced back to the beginning of the twentieth century and had become a 
keystone-philosophy in the mid-fifties. In the sixties it was declared the saviour of companies, 
in the seventies marketing got accused for being unresponsive to greater societal issues, while 
the eighties saw the marketing concept cause discontent due to over-segmenting markets and 
focusing to much on customer needs. (Morgan, 1996) When firms moved towards the twenty-
first century marketing communications appeared to be the main bulwark of sustainable 
competitive advantage. (Hackley, Kitchen, 1998) And with the recent information revolution, 
with the Internet as a new marketing channel, the way we practise and teach marketing has 
once again changed to meet the new needs from the online-customers. (McCole, 2004)

Marketing communications, or traditionally termed promotion, is a part of the 4P marketing 
mix with the other being product, price and place. (Shimp, 2000) All 4P:s have a part in the 
communication process but only marketing communication or promotion have the power to 
inform, remind, persuade and induce action in consumers. (Kitchen, 2004) However, 
marketing communications in today’s society serves other roles than the traditional one-way 
communication from the sender to the receiver, such roles as informing, listening and 
answering. The marketing communications must therefore be interactive and on a two-way 
communication form. (Duncan, Moriarty, 1998) Thus, marketing communication that is 
associated with two-way communication and in both directions simultaneously is preferred as 
it is the only real form of communication. (Rowley, 1998) 

Communication is the core of marketing communication and it is a process where individuals 
share meanings and remains as one of the most human of activities. Communication is not 
something you do to a person but something you do with a person. It is a transactional process 
between two or more parties where meaning is exchanged using symbols. Communication is 
intentional, it is a transaction, and it is symbolic. (Pickton, Broderick, 2001) It was as early as 
in the beginning of the fifties that the framework for the communications process was 
established and it is still used today. The source of information sends a message to the 
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transmitter that produces a signal suitable for the channels used or in other words encodes the 
message. The channel is then used to transmit the message from the transmitter to the 
receiver. The receiver then reconstructs or decodes the message and the destination is the 
person the message is intended for. (Holm, 2006) It is of great importance that market 
communicators understand the complexity of the communication process as they are then 
more likely to achieve their objectives and share the meanings with each member of their 
target audiences. (Fill, 1995)

Marketing communications is according to Shimp (2000, p. 4) “the collection of all elements 
in a brand’s marketing mix that facilitate exchanges by establish shared meaning with the 
brand’s customers or clients”. Marketing communications is all about the organisations 
making sure that customer are aware of the products that the organisations offer. A marketing 
communication mix is created to follow the marketing communications strategies and to meet 
the organizations objectives. (Rowley, 1998) People from both the advertising world as well 
as the academic world agree that clearly set objectives is very important when creating and 
implementing marketing communication activities, and with the increasing competition on the 
markets it is more necessary than ever. (Jones, 1994) Different marketing communication
objectives can be to increase sales, maintain or improve market share or create a competitive 
advantage. To reach these objectives different communication channels are used to convey the 
organizations message, with the help of different promotional tools such as advertising, 
personal selling, public relations, sales promotions and direct marketing. (Rowley, 1998)

To further enhance the marketing communications, being able to develop effective integrated 
multi-channel marketing communication strategies allows companies to reach greater returns 
as a result of synergistic marketing efforts. This is accomplished by using an appropriate mix 
of communication channels reaching the consumer at different times in different ways. That 
leads to a successful marketing communication effort as consumers who interact with a 
company over multiple channels tend to be more loyal and profitable. The understanding of 
the customers and their preferences is extremely important to become a successful multi-
channel marketer, as well as utilizing the information to create an effective marketing
communications campaign using the multi-channel approach. The results of this integrated 
multi-channel communications effort can yield very positive results. It is important that 
companies synchronize all marketing communications so they are both consistent and 
persistent, that applies to both the messaging and graphical elements amongst the channels. 
The customer's perceptions of the company play an important role in determining the success 
of the marketing efforts. (Leventhal, 2005)

Everyone, from the academic field to marketing organisations, agrees that the area of 
marketing communications has dramatically changed over the last few decades, and this 
change in the market environment is the most basic driving force behind integrated marketing
communications (IMC). (Kitchen et al, 2004) It was in the beginning of the 1990:s when the 
new popular term IMC appeared in the field of marketing, and it has influenced the way 
companies and organizations act in the fierce competition in today’s open economy. (Holm, 
2006) The essence of IMC is a call to optimize marketing communications effectiveness 
through greater tactical coordination and a strong brand strategy driven by customer feedback. 
(Davis, Dewhirst, 2005) Instead of seeing advertising, public relations, sales promotion, direct 
marketing, sponsorship and personal selling as different parts the shift toward IMC means to 
coordinate all elements of the marketing communication. (Kitchen, Proctor, 2002) IMC
attempts to combine, integrate and synchronise the different parts of the communication mix, 
using the strengths of one part to offset weaknesses of other parts. 
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Before, 75% of the marketing budget in the US went to advertising, while today less than 25 
% goes to advertising. The remaining 75% goes to promotion, 50 % into trade promotions and 
25 % to consumer promotion. (Holm 2006)

1.2 Problem discussion

To survive in the competitive marketing environment of today and increased managerial 
expectations related to marketing, many companies tries to adapt IMC to improve the 
management and integration of their marketing communications program. (Reid et al, 2005) 
But the term and concept of IMC is so recent and “modern” that it is not known and accepted 
by all which can explain the lack of a general accepted definition and common understanding 
of the whole concept. The main objective of IMC is to affect the perceptions of value and 
behaviour through directed communication. But the communication has to move from a tactic 
to a strategy, only strategically oriented IMC can help companies succeed in the highly 
competitive and rapidly changing world of today. (Holm, 2006) To be successful it also has to 
involve everyone in the organization, from the top management down to all employees. The 
highest corporate strategy needs to be consistent with the every-day implementation of 
individual tactical activity. (Reid, 2005)

Many scholars in marketing suggest that IMC is the major communication development of the 
last decade and is the way to competitive advantage; the implementation can have significant 
and positive effects on brand outcomes as well as increased market orientation. IMC can be 
seen as a new paradigm shift and thus provides opportunities to create improved brand and 
communication performance. (Reid, 2005) According to Shimp (2000, p. 17) “the marketer 
who succeeds in the new environment will be the one who coordinates the communications 
mix so tightly that you can look from medium to medium, from program event to program 
event, and instantly see that the brand is speaking with one voice”. IMC has the potential to be 
a big contributor, and a central player within this new paradigm. (Ratnatunga, Ewing, 2005) A 
well implemented, synergistic and effective IMC program will also benefit the brand equity in 
a positive way, meaning stronger brand awareness and a favourable brand image. (Reid, 
2005) 

Three factors that have had a major impact on IMC are deregulations of markets, 
globalization of the economy and individualization of the consumption, with the new 
information technology as the dominating underlying factor. Communication has always been 
about sound, image and writing, all depending on technological development. The IT-
revolution has made a total communicative integration possible and thus changing the 
business structures. The rapid development of Internet and the technological advances in 
database systems has increased the recognition that media databases can improve the targeting 
potential and bring a better understanding of the customers. (Holm, 2006)

IMC have grown in recognition and importance for effective marketing and the trend is to 
allocate budget away from the traditional one-way mass media advertising due to media 
fragmentation and increased customer segmentation as well as easier access to consumer 
databases and computational resources. (Kitchen et al, 2004) The shift towards IMC advises
companies to synchronize their marketing efforts, instead of looking at the different parts of 
the promotional mix as separate marketing tools. Successful marketing strategies in the 
twenty first century will be carefully crafted and integrated marketing and corporate 
communication strategies. (Kitchen, Proctor, 2002)
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IMC can be the strategic tool that creates competitive advantage by helping to ensure synergy 
and consistency of messages regardless of the communication vehicle used to deliver the 
message. (Eagle, Kitchen, 2000) To be successful, the communicator has to know the target 
market to be able to create appropriate messages and then identify the best channels of 
communication. (Ihator, 2001) The marketing communication mix is the combination of 
different channels or tools that are used to communicate a message. (Rowley, 2000) But it is 
important to think of IMC as a strategic issue, and IMC should therefore be treated in 
accordance with the nature of strategy and strategic decisions. Characteristics commonly 
associated with strategy are first that the strategy is connected to the overall and long-term 
direction of the company or organization. Next, strategic decisions are concerned with 
creating a competitive advantage. Last, the strategic decisions are linked to the companies or 
organizations scope of activities, how the owners want their company to be like. (Holm, 2006) 

But there are also barriers to overcome, as one problem that delayed the implementation of 
IMC in companies was the difficulty of measuring the effects or exactly what benefits the 
companies gained from the implementation. Measurement or evaluation may be an extra cost 
that companies are not willing to pay. The tools available to measure marketing outcome may 
also not be sufficient enough. (Kitchen et al, 2004)

1.3 Purpose

The overall purpose of this study is:
To gain a deeper understanding of how IMC is used in companies.

To reach the stated purpose the following research questions will be answered:

Research Question 1: How can the company objectives versus the customer benefits of IMC 
be described?

Research Question 2: How can the intended messages versus the received messages of IMC 
be described?

Research Question 3: How can the used tools versus the preferred tools of IMC be described?

1.4 Demarcations

This thesis has chosen to look at IMC in small companies for a number of reasons. Past 
research in the field of IMC has primarily focused on large businesses so another view on this 
subject and more research in small businesses should be conducted. It is also easier and less 
time-consuming to get a good view over the whole marketing process in a smaller company, 
which is a good thing because of the 20 week time limit for this thesis. According to Fam 
(2001) the owners of small businesses tend to handle all marketing themselves without
involving specialist outside marketing firms. This often leads to owners using the same 
marketing communications year after year because it has worked in the past. The size of the 
company also affects the implementation; bigger organizations have more employees, 
departments and functions that make coordination more difficult. Smaller companies with less 
complex brand hierarchies may already have coordinated marketing communications that 
would simplify an implementation of IMC. They target less and smaller segments and, hence, 
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use fewer messages than the larger companies. Service companies, more so than product 
based companies, have an easier time implementing IMC due to its closer interaction and 
direct access to their customer. Product based companies often have more features and 
benefits and therefore it is less likely for them to use a common message in their marketing 
communication. (Low, 2000) 
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2 LITERATURE REVIEW

This chapter continues the exploration of the problem area by reviewing past research and 
books. Modern studies and past theories concerning each research question are presented, 
theories that will be the foundation for this thesis. That leads to the conceptualisation and the 
frame of reference that ends this chapter.

2.1 The objectives and benefits of IMC

The primary goal with IMC is to affect perception of value and behaviour through directed 
communication. Communication, the sending and receiving of messages, is the foundation of 
all our relationships. IMC was one of the first processes to handle and nourish relationships 
and now sees a greater acceptance in the world of marketing. (Duncan, 2002)

2.1.1 Key features of IMC
IMC is all about building and taking care of customers and consumer interest and 
relationships. Effective implementation requires a strong control and coordination of 
marketing communications programmes in these new relationships. (Eagle, Kitchen, 2000) 
Reid et al (2005) continue and suggest that IMC should be more strategic than executional. 
The focus should not only be on advertising and sales promotion messages, but instead 
concentrate on two-way communication. IMC should also be result driven and not adapted 
just for the sake of it. In the right hands, and with a proper implementation and use, IMC can 
be the way to more efficient and effective marketing communications. Shimp (2000) has
listed the following key features of IMC: 

Affect behaviour
The goal of IMC is to affect the behaviour of the target audience. This means not only 
increase brand awareness or enhance customer attitudes but instead to encourage some form 
of behavioural response. The objective, in other words, is to move people to action.

Start with the customer
IMC starts with the customer when deciding the most appropriate communication methods. 
The needs of the customer should serve as the base when the communication methods are 
determined; this is called “outside-in” approach in opposite to the “inside-out” approach 
where the company decides the communication.

Use any and all forms of contacts
IMC uses all forms of communication and contacts to deliver the messages to the customers. 
The best and most effective ways to reach the customers are used instead of only using single 
mediums. By using IMC all sources of brand and company contacts are potential message 
delivery channels.

Achieve synergy
A major part of IMC is synergy. All communications must speak with a single voice, 
coordination is crucial to achieve a strong brand image and moving people to action. Failure 
to do so can result in messages saying different things.
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Build relationship
Successful marketing communications requires building a relationship between the brand and 
the customer, and IMC can be the key to relationship building. A good relationship increases 
loyalty and entails repeat purchases. It is much more effective for companies to keep existing 
customers than to continuously search for new ones.

In other words, when adapting an IMC approach companies considers and uses all forms of 
contacts, all message delivery channels, all customers and prospects and every brand contact 
point while they plan and implement their marketing communication strategies. (Kitchen et al, 
2004)

2.1.2 Communication objectives
The guiding force for the overall marketing communication strategy should be the 
communication objectives. The objectives reflect what the company wants to accomplish with 
its marketing communication program. Realistic objectives will lead the development of the 
IMC program but many companies fail to use specific objectives or set objectives that are 
inadequate. Objectives that are realistic help the coordination of the marketing 
communications and guides the actions for all parties involved in the process. (Belch, Belch, 
2001) There are many different models, as seen in figure 2:1, covering communications 
objectives but they can all be divided into three different stages (Rowley, 2000):

Cognitive stage
During this stage potential customers become aware of the product

Affective stage
During this stage customers form opinions and attitudes towards the product

Behaviour stage
During this stage customers take action based on experience from the two former stages

      Figure 2:1 Communication objectives            Source: Rowley, 2000, p 385

   STAGES AIDA model

  Cognitive stage        Awareness

         Interest

   
   Affective stage           Desire

   Behaviour stage          Action
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The most used, and widely accepted, model is the AIDA-model. It is made up of four stages 
and follows the customer from awareness to action. (Rowley, 2000)

Awareness
During this stage the customer becomes aware of the product. Ashcroft and Hoey (2001) adds 
that this is the cognitive stage when attention must be attracted and the first step in the 
communication process to persuade the customers to action.

Interest
During this stage the interest develops. According to Ashcroft and Hoey (2001) this stage 
together with the next stage, desire, forms the affective stage. Markets have been analyzed so 
the communication will create interest among the customers.

Desire
During this stage the customer senses a need to buy the product. The market has developed an 
interest and wants to find out more. (Ashcroft, Hoey, 2001)

Action
During this stage the customers take action, in most cases in the form of a purchase. Ashcroft 
and Hoey (2001) continue with that this is the behaviour stage involving inducement to 
action.

2.1.3 Marketing communication objectives
According to Rowley (1998) the marketing communications must be created to fit the 
objectives of the overall strategy. To have knowledge of every aspect of IMC and have 
established clearly set objectives are very important when creating effective marketing 
communication. (Belch, Belch, 2001) Marketing communications objectives will be one or a 
mixture of the following:

Increase sales
This objective is to get more customers to buy your product or service, or get existing 
customers to buy more.

Maintain or improve market share
This objective is all about holding your part of the market or increase the market share by 
strengthen the company on the market.

Create or improve brand recognition
This objective is to improve your brand in the eyes of the customer, to associate good feelings 
with the brand.

Create a favourable climate for future sales
This objective is closely tied to the one above and involves persuading the market to have 
good impressions of your brand and company. That will make future product launches much 
easier.

Inform and educate the market
This objective is not about increasing sales or market share but instead focusing on informing 
the market about changes. It can be changes in the company, legislation changes or everything 
else that the company wants to inform the market about.
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Create a competitive advantage
This objective refers to creating a competitive advantage, relative to either competitor’s 
product or market positions.

Improve promotional efficiency
This objective is centred on getting the most effective marketing relative to the money spent. 
To make sure that the marketing communications reaches the right markets and sends the
right messages.

The marketing communications objectives are what the company want to accomplish and 
should be the guiding force for the overall marketing communications strategy. (Duncan, 
2002) And the strategy needs to have messages that are consistent with the objectives. 
(Rowley, 1998)

2.2 The messages of IMC

A successful message is received by the intended target, either an individual or a bigger
audience. It must catch the attention of the target, and be designed so the target can 
understand and believe the message. If properly designed, the message will be remembered 
and ultimately persuade the target to act. The main purpose of all communication is to 
motivate an action. If that is not the result the entire message creation and targeting process 
has failed. (Therkelsen, Fiebich, 2001)

2.2.1 Message structure
The marketing communication will most likely consist of several messages aimed for the 
customers and it is very important that these messages are structured so they can be easily 
communicated. The structure of the message is vital and is a major influence on the 
effectiveness of the communication. Order of presentation, conclusion drawing, message 
sidedness, refutation and verbal versus visual message are all major parts to consider when 
designing a message. (Belch, Belch, 2001)

Order of presentation
The order of presentation in a message has to be thoroughly considered. Research has showed 
that arguments in the beginning or in the end are remembered better than those in the middle. 
A message with the strongest argument in the beginning of the message is appropriate when 
the target audience is a little negative, or not so interested. Otherwise they may not look at the 
whole message. With a more interesting audience the strong arguments can be saved to the 
end of the message and may result in a more favourable opinion as well as better retention of 
the information. The order of presentation is more important with longer, more detailed 
messages as opposed to short messages with few arguments.

Conclusion drawing
To present the conclusion or to let the target audience draw their own conclusion is also 
important when designing messages. Messages with firm conclusions are often more easily 
understood and effective in influencing attitudes. While on the other hand highly educated 
people like to draw their own conclusion and can feel annoyed with already stated 
conclusions. The target audience’s involvement also matters. With highly personal messages 
where the audience feel a greater involvement, they want to make up their own mind. What 
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the communicators want to accomplish with the message also play a part. If it is immediate 
action that is an objective, the message should draw a definite conclusion. 

Message sidedness
The message sidedness also has to be considered. A one-sided message only displays positive 
information while a two-sided message presents both positive and negative ones. With a 
positive or less educated audience the one-sided message is preferred as they will agree with 
the stated positive information. When targeting a highly educated audience or people that 
have an opposing opinion two-sided messages are more effective. It will enhance the 
credibility and be seen as more objective. Most advertising are one-sided messages, where the 
fear of presenting the bad arguments is greater than having an objective message.

Refutation
A two-sided message that refutes the opposing viewpoint is known as a refutational message. 
Both the positive and negative information or attributes are presented and the message ends 
with an explanation why the positive attributes are greater. These messages are effective when 
facing opposing messages or attitudes. They can be very effective when marketing 
communicators want to defend the target audience from outside attacks or criticism.

Verbal versus visual message
Messages can be verbal, visual, or a mix of the two. Visuals or pictures are often used to 
reinforce the verbal part of the message and they both affect how the message is processed. 
Messages containing little verbal information can increase the effectiveness by adding visuals; 
this is not as effective when the message already contains much verbal information. Another 
strategy that is used sometimes is to have contradictory verbal and visual information; that 
will in some cases increase the interest from the target audience and catch their attention.

2.2.2 Message execution
How to present and execute the message are also factors that require major consideration. As 
stated before the structure of the message is important but so is the execution of the message. 
According to Belch and Belch (2001) a message can be presented or executed in the following 
ways:

Straight sell or factual message
A message using this creative execution contains straightforward information regarding the 
product or company. The focus of the message is often on the positive attributes and is 
commonly used in print advertising

Scientific/technical evidence
This is a variation of the straight sell or factual message. The straightforward information and 
the positive attributes presented are followed by scientific or technical evidence, evidence 
such as studies or endorsement. 

Demonstration
Demonstration is used to display the positive attributes of a product or service by showing it 
in actual use. This can be very effective in convincing the target audience of the 
product/service benefits and is often used in TV advertising.

Comparison
Another way of showing of attributes and benefits is to compare with the competition.
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This is a popular execution approach since it is a direct way to showcase the particular 
advantage over the competitors or to compare new brands with market-leaders.

Testimonials
Using a testimonial execution mean that a person praises the product or service and highlights 
the positive attributes and benefits. It can be an ordinary customer but it is more common to 
have a person that the target audience can believe and identify with.

Slice of life
The slice of life execution portrays a everyday problem that can be solved by using the 
product/service. It is often used together with package-goods products such as shampoo or 
toothpaste and are frequently criticised for being silly and phoney.

Animation
The use of animation and cartoons in messages has increased rapidly. Obviously it fits perfect 
with messages targeted at children, but the recent evolution in computer graphics will make it 
effective in other messages as well.

Personality symbol
The use of a central character or a personality symbol is another execution approach. The 
character or symbol delivers the product/service attributes and makes the target audience 
identify the product/service with the character or symbol.

Fantasy
Emotional types of message can use the fantasy execution. The product/service can be placed 
in situations that not exist and can help the audience to “escape” the real world. It works 
particularly well with television messages.

Dramatization
An execution approach that is related to fantasy is the dramatization. A short story is told 
where the product/service is the star. The purpose is to catch the attention of the audience and 
draw them into the action.

Humor
To attract and hold audience attention the use of humor is highly effective. It puts the 
audience in a good mood and increases their positive feelings about the message and the 
product/service.

Combinations
Of course, these different message executions can also be combined such as animation with 
fantasy and slice of life together with humor. There is no right or wrong but it depends on 
what product/service it is and what the communicators wants with the message.

2.2.3 Message types
Knowing and recognizing that the messages created by the marketing communication are not 
the only ones a company sends is a major element of IMC. The obvious messages are 
communicated through advertising, sales promotion or any other tool or channel. But 
customers and stakeholders receive many other messages about the company that is not part 
of the marketing communication. Everything a company does sends a message; the challenge 
is to coordinate those messages. The four types of messages according to Duncan (2002) are:
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                      Figure 2:2 Message typology Source: Duncan, 2002, p. 129

Planned messages
The planned messages are the marketing communication messages delivered by advertising, 
sales promotion and other communication tools that will be presented later in this chapter. 
They are usually created to promote the brand or the company but also to encourage action; 
buying, sampling, or requesting additional information. The messages come from a variety of 
sources and do not only target customers; employees, investors and other stakeholders are 
also targeted.

Product messages
Product messages are all messages sent by a product including design, performance, pricing 
and distribution.

 Product design
The design of products is very important and can send powerful messages. If a product 
looks better than a competitor it will often do better, even if the quality or benefits are 
the same. The design of the product also creates an image; the better the product looks 
the better the image is.

 Product performance
Product design is important for first-time buyers while performance is a major 
determinant whether or not customers become repeat buyers. Product performance is 
even more important than product design when sending brand messages. If the product 
does not perform or the service is not well delivered, relative to expectations,
customers will not buy it again.

 Pricing and distribution
Pricing and distribution also send powerful brand messages. A high priced product is 
often considered more exclusive than cheaper products. The place or store that sells a 
product also has impact on the brand message, products sold at cheaper priced stores
often is considered to be of lower quality than higher priced stores.

Service messages
Service messages derive from contacts with representatives of the company such as in-store 
employees, receptionists and delivery people. The messages are often personal and in real-

   Product messages   Planned messages

   Service messages Unplanned messages

BRAND
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time making them especially strong. Opposite of one-way communication such as advertising 
service messages are interactive and personal making them more persuasive. 

Unplanned messages
Unplanned messages consist of news stories, gossip, rumours, research findings, comments by 
competitors, word of mouth and other messages than the company has little or no control 
over. And because they are hard to control companies can only hope for that the messages are 
positive and matches their other brand messages

 Employee messages
Employees are often experts of the company they work at and their views are 
highly creditable. It is very difficult to control employee messages and if they are 
negative it can play havoc with the carefully planned messages. An open 
communication environment can generate more positive employee messages.

 News media
Messages from the news media often reach a large audience and have a high 
credibility amongst people. This is where, for most companies, the most critical 
unplanned messages come from. It can be very difficult to influence media 
behaviour and public relations will be discussed more in-depth later in this chapter.

 Disasters and crises
The most unwanted of all unplanned messages are the crisis or disaster. It is a part 
of life and can, and will, happen. Therefore every company should have a crisis 
management plan, a plan for handling the types of disaster that can be anticipated. 
Planning for the future can be a very effective way to influence unplanned 
messages.

IMC tries to maximise the positive messages and minimize the negative ones and 
communicate them using the proper tools. A successful IMC program uses a combination of 
the right tools, define their role and use, and coordinate the use. The company should use the 
contact method that offers the best way of delivering the message to the target audience. 
(Duncan, 2002)

2.3 The tools of IMC

As stated earlier, more and more resources are allocated away from the traditional mass-
media advertising and used on other communication tools. This allocation of communication 
budgets is deeply connected to the appearance of, and is a major part of, IMC. (Holm, 2006)

2.3.1 The classic tools
It is very seldom that companies only use one tool of marketing communication. Companies 
have used a mix of tools for a long time but that does not mean that they are practising IMC. 
The difference when using IMC is the strategy behind the use and how the mix is coordinated. 
Duncan (2002) lists the different tools or functions as advertising, public relations, sales 
promotion, the personal connection (direct response and personal sales) and experimential 
contacts (events and sponsorship).
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Marketing Communication Mix

Figure 2:3 Marketing Communication Tools            Source: Adapted from Duncan, 2002, 
          authors own construction

Advertising
Mass media advertising, or the awareness builder, consists of “nonpersonal, one-way, planned 
messages paid for by an identified sponsor and disseminated to a broad audience in order to 
influence their attitudes and behaviour.” (Duncan, 2002, p. 506) Advertising is the most 
common of all the IMC tools and is equal to marketing for many people. It is a very broad 
tool and the primary objective is to create awareness.

 Strengths
Advertising adds value to a brand or company by creating awareness. Creative ideas, 
information and brand positioning are all ways to create awareness and add value. 
Advertising is also very cost-effective, it can reach many people per add making the 
cost per person relatively low. The company can also decide exactly where and when 
the advertising will be done, thus having complete control over it.

 Limitations
When utilizing advertising it is hard to pinpoint the target audience making some of it 
go to waste. It is also a one-way communication; the company sends a message to the 
market that does not allow a two-way dialogue. Advertising is also seen as having low 
credibility because it is a paid message. Another major limitation is that advertising is 
everywhere, it turns into a clutter. When there is so much of it, people criticise it and 
build up a resistance toward it.

Personal sales
Personal selling is defined as “two-way communication in which a seller interprets brand 
features in terms of buyer benefits.” (Duncan, 2001, p. 617) Also called the face-to-face 
function, it involves one-to-one marketing using face-to-face communication. Before, 
personal selling was focused primarily on sales, but now has to focus on solving customer 
problems and adding value.

 Strengths
The primary strength is two-way communication, it can build trusting relationships. It 
is also accountable and measurable, it is easy to see if the personal selling is effective 
or not. The ability to tailor the sales messages to the different customers makes 
personal selling flexible. The salespeople work with customers all the time and they 
can build up good relationships and create a rich customer database.

Advertising Personal 
Sales

Public 
Relations

Direct 
Response

Sales 
Promotion

Events and 
Sponsorships
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 Limitations
Personal sales is not very cost-effective, salaries are not the only cost connected to it. 
Personal sales can also overemphasize on making a quick sale instead of building 
lasting relationships. The flexibility of personal sales is a strength but can also be 
negative. Inconsistent messages can be created making the customer unsure of the 
offering.

Public relations
Also called the credibility builder, public relations seek to affect the public opinion as well as 
company stakeholder. It can be a concept, a profession, and a management function as well as 
a practice. Public relations can create goodwill and a positive understanding between an 
organization and its stakeholder. Marketing public relations is defined “the use of non-paid 
media to deliver positive brand information designed to positively influence customers and 
prospects.” (Duncan, 2002, p. 543)

 Strengths
Public relations can be used to create awareness by using effective media relations. 
Opposite of advertising, public relations is used to build credibility. Instead of being a 
paid message it involves third-party endorsement making it more believable. And 
because of the third-party involvement there is no charge for the time and space the 
messages occupy making public relations very cost-effective. It can also break through 
all the existing message clutter that hit people every day by having a higher credibility 
and if done in a creative way. People that normally can not be reached with 
advertising and other tools can be reached by public relations, for example business 
executives who read more newspapers than watch television.

 Limitations
Companies have little or no control over public relations because of the third-party 
involvement. Public relation impact is not easily measured so it is difficult to see if it 
is effective or not. Another limitation is that the same public relations can not go on 
forever; it is difficult to create a frequency of mention in the same media vehicle. 

Sales promotion
Sales promotion, or the value added function, is a communication tool that encourages people 
to action by adding value. It is “a short term, added-value offer designed to encourage and 
accelerate a response.” (Duncan, 2001, p. 569) Sales promotion can be coupons, price
reductions, rebates to name a few and is used to persuade the customer to buy or motivate in 
other stages of the decision process. Important to know is that it works in the short term.

 Strengths
Sales promotion can be used to increase the distribution, by securing shelf space and 
lowering the risk for members of the distribution channel. When having too many 
goods at hand, sales promotions can control the inventory level and balance demand. 
Another strength is that it can respond to competitive offerings, by adding value to the 
own brand.

 Limitations
To much sales promotion with overemphasis on low prices can give the impression of 
low-price brand. The low price or give-aways also attracts the people that always 
search for the best deal, not a long-term relationship. It can increase sales but is not 
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necessarily cost-effective. Sales promotion is also considered to be a short cut to 
increasing sales, not by convincing people of its good value but rather by “buying the 
sales”. 

Direct response
Also called the dialogue builder, direct response or direct marketing combines a sales 
message with demand creation and fulfilment. One definition is “a closed-loop, interactive, 
database-driven messaging system that uses a broad range of media to create a behavioural 
response.” (Duncan, 2001, p. 600) Telemarketing and direct mail are two examples of direct 
response.

 Strengths 
One major strength is that it can be highly targeted; only the target audience is 
communicated with and that reduces waste. It is also interactive and a two-way 
communication making it more personal and can lead to behavioural responses. Direct 
response can also lead to immediate results and that is easily measured.

 Limitations
The cost of direct response is very high making it important that the communication is 
correctly targeted. It also suffers from clutter, people are bombarded daily with “junk 
mail”. Customers can also not see, touch, or try a product before ordering, that can 
decrease the customer satisfaction. In the past it has also been more sales oriented than 
relationship oriented and that has given direct response a bad image.

Events and sponsorships
Event marketing and sponsorship are not the same but they overlap and have many things in 
common. They are designed to create involvement and are effective to bond customers to a 
brand or company. Event marketing is used to involve target audiences, increase awareness, 
reach hard to reach audiences and gain publicity. Sponsorships have increased over the year 
and both differentiate and add value. The definition is “the financial support of an 
organization, person, or activity in exchange for brand publicity and association.” (Duncan, 
2001, p. 640) 

 Strengths
Events and sponsorships can build good relationships by associating with something 
positive such as a cause or sports team. It can emotionally bind customer to the 
company or the brand and create involvement. Companies can also gain goodwill from 
events or sponsorships.

 Limitations
The two major limitations of events and sponsorships are the small target audience and 
the lack of control. The event and sponsorships, even if it is large, only reaches a small 
amount of the target audience. The company also have little control of the sponsored 
event as well as the design and management.

2.3.2 Internet (the new tool)
With the technological development new ways of doing old things always appears. The 
advances in technology has led to one of the most dynamic and revolutionary changes in the 
history of marketing, the dramatic changes in communication using interactive medias such as 
the Internet. Interactive media allows communication on a two-way form instead of one-way 
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communication such as advertising. And two-way communication plays a major part of IMC. 
(Belch, Belch, 2001)

Internet characteristics
The development of the Internet has been rapid and the usage spreads all over the world. It 
has become the fastest growing technology in history and it does not seem to be slowing 
down. Internet is a series of connected computers that allows communication and information 
exchange and has grown into an excellent tool for marketing communicators. It combines the 
characteristics of mediums such as newspapers and magazines but it is much more versatile. 
According to Duncan (2002) the most important characteristics for the Internet are:

 It shifts the power from the companies to the customers
Customers can collect all the information they want and compare before deciding on 
which company to choose.

 It is accessible to the majority of the population
If people do not have Internet access at home, they can go online at work or at school. 
Libraries and Internet cafes also offer Internet connections.

 Provides an extensive range of information
The Internet has information on almost every subject there is, including companies, 
brands, and there products.

 Allows for unsurpassed speed and coverage
With the increase of broadband and high-speed connections information over the 
Internet travels almost instantaneously.

 Reduces the cost of selling and acquisition
The cost of opening an Internet business is far less than opening a traditional offline 
business.

Internet objectives
The Internet is not only a communications medium but also a direct-response one allowing 
companies to share information as well as buying and selling. Objectives can range all the 
way from creating awareness to persuading customer to action. Belch and Belch (2001) list
the following Internet objectives:

 Disseminate information
The Internet or particularly a website can provide in-depth information about a 
company. Using the Internet companies can share information much quicker and 
cheaper then through other mediums or tools. 

 Create awareness
For companies seeking to create awareness, the Internet is a great way to accomplish 
that. It is quicker, cheaper, and the companies are more in control compared to 
traditional media. It is especially useful for smaller companies with limited budgets.

 Gather research information
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The Internet can also provide companies with useful information, information from 
both customers and competitors. It can be used to establish and maintain relationships, 
create databases, and research the marketplace. 

 Create an image
Companies can also use the Internet to reflect a desirable image. It is important that 
the image portrayed on the Internet and the overall company image match and that has 
been difficult to some companies.

 Stimulate trial
Websites and Internet is also effective stimulating trials. Electric coupons are offered 
and one-click ads make it easy to customer to reach the sites and ultimately buy from 
them.

 Improve customer service
Another important objective is to improve the service towards customers. That can be 
done by providing information, answering inquiries and registering complaints. That 
leads to better relationship with the customers.

 Increase distribution
Distribution can also be increased by the use of Internet. Relationships between 
companies and the cross-promotion of each other products/services can direct new 
customers to your company.

Internet strengths and limitations
Using the Internet has a lot of advantages and strengths for both company and customers but 
also disadvantages and limitations. It offers distinct advantages over the traditional mediums 
but it is not the solution to companies’ communication problems. (Belch, Belch, 2001)

 Strengths
The ability to target specific groups with major waste is a major strength of the 
Internet. The messages sent can also be tailored and designed to meet the needs and 
wants of the target audience. Because of the interactive capabilities the Internet
increases the customer involvement, feedback and satisfaction. That in turn leads to 
bigger sales potential. The plethora of information people can find on the Internet is 
almost endless, and it is also the quickest way to gather information. Internet and 
websites also nourish creativity, as the technological development opens new door all 
the time.

 Limitations
One of the biggest disadvantages of the Internet is the problem to measure. The 
Internet can collect a lot of research numbers but with low reliability. The growth of 
the Internet makes the characteristics of the target audience change quickly, and thus 
decreases the targeting potential. Customers can also get lost in the jungle of websites 
on the Internet and lose interest due to all the clutter from competing sites. It is easy to 
create and design a website but to support an appropriate website cost lots of money 
such as time and money. The increasing number of Internet scams appearing makes 
the customers more suspicious and therefore many people still consider the Internet
not to be safe.
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2.4 Conceptual framework

Conceptualization is a way to explain, either by using images or words, the dimension of the 
study. The theories and research presented in chapter 2 will be narrowed down to a 
conceptualization that leads to a conceptual framework. In this study the research question 
will be presented again and makes it easier to generate the conceptual framework. (Miles, 
Huberman, 1994)

2.4.1 Research question 1: How can the company objectives versus the
customer benefits of IMC be described?
The purpose of this question is to examine the objectives for the company and the benefits for 
the customers with the use of IMC. In the literature review theories ranging from key features 
to marketing communication objectives have been presented.

For the company objectives Belch and Belch (2001) theory will be used since it covers a 
broad range of different objectives. The IMC objectives of a company can be one of them or a 
mixture. The marketing communication objectives theory is more precise and specified than 
the communication objectives theory presented by Rowley (1998) and more connected with 
IMC. Belch and Belch has written many articles and books in the field of IMC and their 
theory is more recent than Rowley’s (1998) theory.

The objectives of the company and the benefits of the customer are two sides of the same 
coin. Since the main element behind IMC is to start with the customer Shimps (2000) theory 
of IMC key features can be used to present customer benefits. Shimps is also a respected force 
within IMC and the theory is not many years old.

Table 2.1: The framework for company objectives and customer benefits

Source: Adapted from Belch and Belch (2001) and Shimps (2000)

2.4.2 Research question 2: How can the intended messages versus the 
received messages of IMC be described?
The purpose of this research question is to investigate how the company and customer think 
and feel about the messages sent and received and the differences between them. The theories 
concerning the structure, execution, and different types of messages have been presented.

To answer this research question Belch and Belch’s (2001) theories regarding message 
structure and execution will be used. Those theories cover the creation and design of the 
actual message more in depth than Duncan’s (2002) theory of message types. The chosen 
theories are also connected and do not contradict each other since they are from the same 
authors.

Company Objectives Customer Benefits

Increase sales   Affect behaviour
      Maintain or improve market share   Start with the customer
    Create or improve brand recognition        Use any and all forms of contacts
Create a favourable climate for future sales         Achieve synergy
        Inform and educate the market         Build relationship
        Create a competitive advantage
        Improve promotional efficiency
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Table 2.2: The framework for message structure and message execution

Source: Adapted from Belch and Belch (2001)

2.4.3 Research question 3: How can the used tools versus the preferred 
tools of IMC be described
The purpose of this research question is to look into the tools used in companies and which of 
them the customers prefer. Classic tools are presented with strengths and limitations and 
followed by a larger section regarding the new tool Internet.

Many authors present the classic communications tools as advertising, sales promotion, public 
relations, direct marketing, personal selling such as Fill (1995), Pickton and Broderick (2001) 
and Belch and Belch (2001). But the theory by Duncan (2002) will be used because he 
presents all the classic tools with strength and limitations together with the more recent tools 
of events and sponsorships. 

New modern technology plays a major part of IMC and the Internet in particular so a deeper 
analysis connected to the Internet will be conducted. The Internet can be seen as both a tool 
and a media but in this thesis it will be mainly regarded as a tool. The theory regarding 
Internet objectives (Belch, Belch, 2001) will be used when examining the Internet
objectives/characteristics according to the company and customers. It is a fairly new theory 
that works well with both the company and the customer point of view in mind.

Table 2.3: The framework for the classic tools and Internet objectives

Source: Adapted from Duncan (2002) and Belch and Belch (2001)

The Classic Tools Internet Objectives

         Advertising Disseminate information
Public relations Create awareness

        Sales promotion Gather research information
Direct response Create an image
Personal sales Stimulate trial

Events and Sponsorships Improve customer service
       Increase distribution

Message Structure Message Execution

Order of presentation  Straight sell or factual message
Conclusion drawing Scientific/technical

            Message sidedness Demonstration
Refutation Comparison

    Verbal versus visual message      Testimonials
Slice of life
Animation
Personality

Fantasy
Dramatisation

Humor
Combination
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2.4.4 Frame of reference
The earlier conceptualisation will allow the answering of the three research questions and 
leads to a frame of reference. The frame of reference shows how the research questions are 
linked together and is a graphical and schematical guide for the data collection in this thesis.

        Company           Customer

RQ 1

RQ 2

RQ 3

       Purpose

Figure 2:4 Frame of reference

Objectives

Message intended

Tools used

  

I
M
C

Benefits

Message recieved

Tools preferred
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3 METHODOLOGY

The methods for collecting the data will be presented in this chapter; data that will be 
analysed against the theories in the second chapter. The different methods will be presented 
and justified why they suit this study best. This chapter shows an overview of the data 
collection procedure that is conducted to answer the research question and the overall 
purpose. 

3.1 Research purpose

According to Yin (2003) the three different research purposes are exploratory, descriptive, 
and explanatory. 

An exploratory study is investigating an entirely new area of research and is not following 
directly from an existing study. Exploratory studies are best used when there is no clear 
theory evident, the research problem is not clearly defined, and the characteristics and 
relations are hard to determine. (Eriksson, Wiedersheim-Paul, 1997)

A descriptive study focuses on a particular situation or set of situations, reports on important 
aspects observed, and attempts to determine the interrelationships among them. According to 
Eriksson and Wiedersheim-Paul (1997) the descriptive study is best suitable when the 
research problem is clearly structured and defined and when there are no intentions to find out 
connections between causes and symptoms.

An explanatory study tries to find the connections between causes and symptoms. (Eriksson, 
Wiedersheim-Paul, 1997) This purpose is best used when focusing on the reason a situation or 
behaviour occurs and which cause generates which effect. (Yin, 1994)

This study focuses on particular situations in the company. Since the research problem is 
clearly structured and stated in the problem discussion and there is no lack of theories in this 
area of marketing a descriptive purpose will be used primarily. The past marketing 
communications of the company will be observed and interrelationship between what the 
company offer and what the customers prefer will be examined, and there is no intention to 
find connections between causes and symptoms.

3.2 Research approach

According to Holme and Solvang (1997) there are two different approaches to research, 
quantitative and qualitative. Qualitative research means to gain a deeper understanding of a 
problem by collecting information and data. 

The purpose of this study is to gain a deeper understanding of IMC in companies and to 
research how IMC can be used in companies to connect company and customers. Therefore a 
qualitive approach will be used. The strengths of a qualitative approach are that it focuses on 
ordinary events in natural settings. The information or data is also collected in close proximity 
to the specific situation instead of using mail or phone. (Miles, Huberman, 1994)
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3.3 Research strategy

Yin (2003) states that the five major research strategies are experiment, survey, archival 
analysis, history, and case study. There are three conditions that should decide what strategy 
to use:

 The type of research question posed

 The extent of control an investigator has over actual behavioural events

 The degree of focus of contemporary as opposed to historically events

This study contains research questions that begins with “how” and that favours case studies, 
history or experiments. The investigators control over the behavioural events researched in 
this study is low, since the investigator is only interviewing and observing. That implies that a 
case study is the best research strategy for this study. It also focuses on contemporary events 
and the choice of research strategy is obvious, case studies should and will be used to answer 
the three research questions in this study. 

Case studies should be used when a few and complex problems are to be investigated, for 
example a single company. (Yin, 1994) And by choosing more than a single case the 
investigator can compare them and gain an even deeper understanding regarding the problem. 
(Eriksson, Wiedersheim-Paul, 1997) To answer the research questions in this study two case 
studies will be conducted; the company and their potential customers. That will provide a 
deeper understanding of IMC, from both the company and customer point of view.

3.4 Data collection method

When collecting data for a case study there are six different sources of information, or sources 
of evidence. Yin (1994) lists them as documentation, archival records, interviews, direct 
observations, participant observations, and physical artefacts, each with different strengths 
and weaknesses. Yin (1994) adds that a major strength with case studies is that different 
sources of evidence can be used, which in turn increases the validity of the study. This is 
called “triangulation” and allows the address of a broader range of historical, attitudinal, and 
behavioural issues.

In this study documentation, direct observations, and interviews will be used. Documentation 
such as past marketing efforts and internal documents will be examined to get an 
understanding of the past marketing. The strengths of using documentation are that it can be 
reviewed over and over again, it is not created for the case, and it has a broad coverage. 

The interview will be conducted at the company so direct observations will be used to a 
certain extent. Direct observations are performed when making a field visit at the case study 
site. (Yin, 1994) Direct observations will bring additional information that could not be 
obtained if telephone interviews would be used. 

The main source of data collecting will be interviews, primarily because they can be focused 
on the case study topics. According to Ericsson and Wiedersheim-Paul (1997) interviews are 
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conducted either in person or by telephone. For this study personal interviews will be 
conducted, for a number of reasons. First, personal interviews are better when they are longer 
than, a rule of thumb, ten minutes. Second, the personal contact between interviewer and 
respondent increases the awareness and the willingness to respond. Third and finally, a 
personal interview lets the interviewer ask follow up question if the respondents answer is 
brief or unclear. (Zikmund, 2000) There are three different ways of conducting an interview, 
open ended interview, structured interview, and the focused interview. The open ended 
interview lets the respondent answer freely about a matter or opinion, while the structured 
interview is much more controlled such as a questionnaire for the respondent to fill in. For 
this study a focused interview is chosen. The focused interview is not as structured as the 
structured interview but still have structured questions as opposed to the open ended 
interview. That fits perfectly with the interview guide constructed for these case studies; they 
contain a number of broad and open ended questions but the respondent will be allowed to 
speak freely. (Yin, 1994)

3.5 Sample selection

To be able to answer the research questions presented in the first chapter a suitable company 
has to be found, a company that has implemented or could benefit from an implementation of 
IMC. Two case studies will be conducted, one at the company and the other with potential 
customers to the company to gain a deeper understanding of the use of IMC in companies.

As stated in the demarcations it will be a small company where one respondent could give 
answers regarding the whole marketing process. It is of great importance to find the right 
respondent to get the right information. (Holme, Solvang, 1997) The company should have an 
interest and sufficient knowledge in the field of marketing. The company should also be 
accessible so a personal interview could be conducted, and their willingness to participate is 
also very important. 

Laponia Rederi AB matched these criteria’s perfectly. The company was the one initiating the 
contact, not the other way around. That meant that they really had a need and willingness to 
participate. They have two owners where one of them is handling all marketing and all other 
administration. She has past education in marketing and is really interested in learning more 
about it and was clearly the right person to interview. The company is located in the vicinity 
to there was no problem to make the interview in person. Contact was first made over phone 
but then a few personal meetings took place to establish a relationship before the actual 
interview was conducted.

The second case study was made together with potential customers of Laponia Rederi AB. 
Potential customers that had characteristics that matched the target market of the company 
was chosen. This meant that not only people that had visited Laponia Rederi AB was 
interviewed but also people that could become customer in the future. The company’s main 
target group is people between the age of 30-60 so the three respondents was chosen in that 
interval, 37, 48, and 59 years old. Two of them lives in Luleå and the third one makes regular 
visits there and can be seen as a tourist. They all have different civil status and work situations 
so they had completely different characteristics. All this was made to get the customers view 
of IMC and how it differed from the view of the company. IMC tries to involve the customer 
in the marketing communications so the use of the second case study felt essential. 
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3.6 Data analysis

According to Yin (1994) every case study should start with a general analytical strategy. This 
strategy will, with regards to case studies, provide the researcher a system to help when 
setting priorities on what to research and why. He continues by saying that a multiple-case 
study is often considered more compelling, and therefore regarded as being more robust. The 
reason being that multiple cases can be compared to each other as well as compared against 
the theory.

There are two general analytical strategies, relying on theoretical propositions and developing 
a case description. The first one, and the most common, compares the collected data with the 
research questions based on previous research. But this requires that previous research already 
has been conducted in that area, if not the second analytical strategy can be used. Developing 
a case description tries to explain the findings in the case study without the help of past 
research. (Yin, 1994) In this study the first strategy, relying on theoretical propositions, will 
be used.

The data analysis consists of three different activities or “consisting of three concurrent flows 
of activity” as Miles and Huberman (1994) defines is. The first step, data reduction, helps to 
sort and organize the data to make the following two steps of the analysis easier. The next 
step, data display, takes the reduced data and displays in such a way that it simplifies the 
conclusion drawing. The third and final step, conclusion drawing and verification, is where 
the researcher tries to understand the data and what it means by noting patterns, explanations 
and propositions. In this study the collected data will be sorted out and presented in an 
organized way in chapter five. This will make it easier to draw conclusions and verify them.

When analysing data there are two different techniques as presented by Yin (1994). Within-
case analysis compares data against the theory in the frame of reference. Cross-case analysis 
can be used in multiple-case studies and compares data in one case to data in another case. 
This study will use both within-case analysis, comparing the companies and customers point 
of view against the theory, as well as cross-case analysis where the differences between 
company and customer will be investigated.

3.7 Validity and reliability

Validity and reliability are two measurements of the quality of a research. Validity is about 
measuring what was intended to measure while reliability is the degree to which a research or 
instrument consistently measures an attribute. There are four different and commonly used 
tests to ensure the quality of the research: (Yin, 1994)

 Construct Validity
To establish correct operational measures for the concept being studied.

 Internal Validity
To establish certain relationships, where certain conditions are shown to lead to other 
conditions. Internal validity is only used in explanatory studies and not in exploratory 
or descriptive studies.
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 External Validity
To establish the domain to which a study’s findings can be generalized.

 Reliability
High reliability ensures that the same research can be done multiple times with the 
same results.

Construct Validity
To ensure a high degree of construct validity in this study “triangulation” will be used, 
“triangulation” in the form of documentation, direct observations, and interviews. To further 
increase the construct validity the respondent was given the issues the interview would be 
focused around in advance. In that way the respondent could prepare for the interview and 
avoid misunderstandings. Before the interview will be conducted the supervisor for this study 
gives “green light”, meaning that he has commented on and approved the interview guide. 
Fellow students also proof-read the guide to make sure the questions was easy to understand 
and not to difficult to answer. To avoid missing out or misinterpret important information the 
whole interview will be recorded, that together with the notes taken during the interview mean 
that no information will get lost.

Internal Validity
As this is a descriptive study internal validity has not been considered.

External Validity
To increase the external validity a multiple-case study should be conducted. This study has 
two cases, but one is from the company’s point of view and the other is the customers’ point 
of view so the external validity is rather low. To increase it the persons with the most 
knowledge in the field of marketing and IMC at the company will be interviewed.

Reliability
The interview guide that will be used for this study follows the frame of reference and thus 
the literature review and will be only slightly modified between the two cases. That together 
with the recording of the interviews ensures a high reliability. It is also important to interview 
the right persons; the one with sufficient knowledge at the company and customers that 
matches the company’s target markets has to be chosen. Before the interviews will be 
conducted several meetings will take place to establish a good relationship with the 
respondent. That will hopefully make the respondents feel more comfortable when giving out 
the information. To reduce faulty interpretations the information collected will be compiled 
and sent back to the respondents. This gives them the opportunity to correct any 
misunderstandings or misinterpretations.
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4 DATA PRESENTATION

This chapter includes all the empirical data collected from the different interviews with the 
company and three potential customers. The company interview makes up the first case while 
the customer interviews comprise the second case. The information has been adapted from the 
interview guides. Each case begins with a background and continues with the data connected 
to the three areas of the research questions, objectives and benefits, messages, and tools.

4.1 Case one: The company

Laponia Rederi AB is located in Luleå as are most of their customers. The company offer 
cruises in Luleå archipelago with their boat M/S Laponia. It is a small company with 17 
employees during the summer and one all-year employee. Seija Barsk is the respondent and 
she handles all administration at the company including all marketing. Her education and past 
experiences in the field of marketing is different academic courses and 25 year of work 
experience.

4.1.1 The objectives of IMC

General information
She thinks that marketing communication is very important and that few companies can 
survive without it, both to find and attract new customers but also to keep the existing ones. In 
the fierce competition on the market today marketing communications must be used to 
survive. Her 15 years of marketing experience in the company has showed that marketing 
communications towards other companies is easier than with the customers. As a small 
company, the private market is harder to reach according to Seija. As the customers have a 
vide variety of different characteristics it is harder to reach them. She considers marketing 
communications to be very important because the company uses it to create awareness and 
attract new customers as well as to remind their existing ones. The season is during the 
summer months but the marketing communications starts in January escalating the closer to 
summer it gets. In February to April the company uses direct marketing to communicate with 
companies. Advertising is mostly used to attract private customers and begins closer to 
summer.

Detailed information on company objectives
She feels that their marketing communication increases their sales by attracting new customer 
and keeping their old ones. And increasing sales is one of their objectives of their marketing 
communications. The company’s market share is also affected, because more customer are 
attracted by their marketing communications, and that is also an objective for them. Another 
objective is to create and improve brand recognition, to associate positive feelings with 
Laponia Rederi AB, something she feels that their marketing communications are doing. Seija 
also hopes and thinks that their marketing communications creates a favourable climate for 
future sales because without it customers would go on to other companies. The 
communications also helps to educate the market, to inform the people what the company 
does and how and especially when. That is something Seija considers to be very important
because of the last minute changes that sometimes occur. Another objective why they use 
marketing communications is to create a competitive advantage towards the competition. 
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Laponia Rederi AB offers a complete and unique experience that they try to inform the 
customers of. The customers get to know the company, what they offer and how they offer it. 
Their marketing communication also helps to improve their promotional efficiency, to send 
the right messages to the right people. That is also something they try to accomplish with their 
marketing communications.

4.1.2 The messages of IMC

General information
She has a clear picture of how she wants the messages in their marketing communication to 
be. It should be a clear and informative message so the audience will not be confused. The 
right information should be there but not too much. Too much information only makes the 
message confusing and can associate negative feelings with the company. It should contain 
simple language so it is easy to understand for all sorts of people. When designing the 
messages for Laponia Rederi AB´s marketing communication she tries to put her self in the 
customer position, to design the messages so the customers appreciate them. Seija feels that 
the more informative and clear messages they use the fewer customer questions they have to 
deal with. She especially points out that competitors sometimes leave out the prices in their 
messages, forcing the customers to take additional contacts. The design and structure of 
messages are very important for Laponia Rederi AB and much time is dedicated to create the 
best messages for their customers.

Detailed information on message structure
The order of presentation is considered an important part by Seija. The company’s messages 
follow the same format; first the cruise is described followed by date and time. Here it is 
important not to forget to write how long the cruise will take. The messages end with 
complete price information and contact information. But not only the order of presentation is 
important, what the presentation includes is also something that they consider. Seija want 
their messages to be as clear and informative as possible so they present their conclusion, not 
letting the audience draw their own. They also have one-sided messages, focusing on their 
own positive attributes. It has never felt necessary to have negative arguments in their 
messages so refutational messages is something that they have not considered. Her opinion is 
that positive messages generate positive feelings. And to further enhance the positive feelings 
connected to the messages Laponia Rederi AB uses pictures in theirs. Seija thinks that a nice 
picture says more than words, the audience sees the picture first and then goes on to the rest of 
the message.

Detailed information on message execution
Seija likes clear and informative messages and Laponia Rederi AB uses those kinds of 
messages in their marketing communication. Messages must grab the audience attention 
quickly before they move on to the next message. The advantages are that the messages does 
not confuse the audience and make them easy to understand. Disadvantages with simple 
messages are that is can limit the amount and types of information in the message. Messages 
with scientific/technical evidence are not used by the company, mostly because lack of time 
but also because Seija feels that those messages can trick and fool the audience. 
Demonstrations in messages are not used by Laponia Rederi AB, but mainly because it does 
not fit their offering. She thinks that it is a good way to show how a product/service is used 
and the benefits. Depending on the situation or market Seija could see benefits of using 
comparisons in messages, but it is not used by Laponia Rederi AB. As stated before they 
focus on their own positive attributes in their messages. Neither is the company using 
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messages with testimonials. But Seija admits that there could be benefits if using testimonials 
from persons or companies that the audience can identify with. The slice of life execution on 
the other hand is something that the company has used, to portray an everyday problem that 
Laponia Rederi AB can solve. It is a great way to turn customer problems into opportunities, 
but it is important that the company really can solve the problem or else the customer can feel 
tricked. With the recent technological development messages with animation has increased, 
but is not used by Laponia Rederi AB. They have used simple clip-art pictures in the past but 
not anymore. Seija feels that a real picture of the boat in action is more suitable for them. 
They use the same picture of the boat so if works as a personality symbol for them, almost as 
a logo. That will make it easier for the audience to recognize the company, without even 
reading the text, and the same time shows a nice picture of the boat in action. Fantasy in 
messages is not something the company has used, mostly because they feel is does not fit with 
their company and offerings. Those kinds of messages can be funny but must be kept on a 
reasonable level, or else it is just silly. Messages with dramatizations can be used to show 
what the product/offering can be used for, but does not fit their messages. It can also increase 
the interest surrounding the message. Humor is a nice touch to messages if kept on a 
reasonable level but not something Laponia Rederi AB has used. Humor will make the 
audience happier and increase the positive feelings but can raise questions if the company 
really is serious. Combinations of above can create better messages with better content as long 
as it does not combine to much as it can make the audience confused. Laponia Rederi AB
uses combinations in their messages but also try to keep them clear and simple.

4.1.3 The tools of IMC

General information
Seija considers the use of different tools to be important, as different target groups can be 
reached with different tools. The company tries to find the best ways to reach their different 
target groups. Internet is a new tool that Laponia Rederi uses; it is quick, cheap and can reach 
a big audience. People can use their site to obtain additional information and can also be used 
to communicate between company and customer. Disadvantages can be that some people are 
not used to this new technology and do not know how it works.

Detailed information on the classic tools
Advertising is a good way to create awareness and something that can not be overlooked. 
Advertising is important for Laponia Rederi AB but costs them a lot of money. To create 
good relationships with their customers the company uses personal selling. That is a good way 
to create contacts and the advantage of personal selling is that it is on a two-way 
communication form. The main disadvantage is that it takes a lot of time. Public relations is 
something the company wishes they could control more, but it is difficult as a small private 
own company. Public relations have greater credibility and will affect the audience in a 
greater way. Public relations are very good for a company as long as they get positive 
attention. Sales promotion is not anything that they consider or uses; it would take far too 
much energy and time and does not fit the company. It can stimulate trials but also affect how 
people consider the company quality-wise. Direct marketing is a more precise and personal 
tool that Laponia Rerderi AB uses, the message reaches the person that it is intended for. The 
try to be creative and find new ways of direct marketing and is very important to them when 
reaching certain target groups but it takes them a lot of time. Seija thinks that events and 
sponsorships are good tools when trying to reach new and different customer, but is not 
something that the company uses. It would take them a lot of time and they do not really have 
the need, but it can be of interest in the future. 
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Detailed information on Internet objectives
The company uses Internet because it handles information in a more effective way and makes
it easier for customer to collect information. The use of Internet can also increase the 
awareness among people, something Laponia Rederi AB tries to do. The Internet also makes 
it easier for the company to collect important information, information ranging from customer 
to competitors. The use of Internet also creates an image of the company, because for some 
people the Internet is the only contact they have with the company. Internet is also a great 
place to stimulate trials, the whole buying process is so much shorter and easier than 
traditional buys. The huge amount of information also helps to stimulate the customers to 
action. Communication between company and customers is also improved and made easier 
with the use of Internet. With the use of Internet they have to deal with much less telephone 
calls and questions.  The distribution will also increase as new customers will reach Laponia
Rederi AB on the net.

4.2 Case two: Customer one

The first customer is a 59 year old female. She works as a nurse and lives in Luleå. She lives 
there with her partner but they are not married. She has visited Laponia a couple of times for 
entertainment.

4.2.1 The benefits of IMC

General information
Her opinion about marketing communications and the advantages is that it can educate 
people, to let people know about new products and existing companies. As a private person 
she is bombarded with messages all the time, but also through her job. She thinks that 
marketing communications are important but can also influence and control you forcing you 
into actions you did not intend too.

Detailed information on customer benefits
She feels that marketing communications affects her, not always into buying but at least raises 
her awareness. But sometimes it only makes her angry towards certain products or companies 
and thus boycotting the products and mentioning telemarketing as an example. She thinks that 
good marketing communications should start with the customer but far from all companies 
accomplish that. Many companies’ only tries to sell as much as possible and not focusing on 
the customer and what they want and need. According to her many companies uses all 
different forms of contacts to get their messages out, ranging from advertising to direct 
marketing. Those companies or product are easier to recognize but it can also be too much 
different messages. When using different forms of contacts and different types of messages it 
is important to synchronize them, something that not all companies accomplish according to 
her. Companies that succeed with it have a huge advantage compared to the others. 
Relationships between companies and customers can be built and improved with good 
marketing communications; good meaning messages with objective and easy to understand 
information. Marketing communication should never make people feel like they have to buy a 
product.
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4.2.2 The messages of IMC

General information
She thinks that messages should be easy to understand, not forcing you to read it through 
another time. The information should be short, clear and should include everything you need 
to know. She has personal experiences of messages that are to long and not getting to the 
point until the end. The design and layout of messages is very important to her, nicely 
designed messages creates better marketing communications.

Detailed information on message structure
The order of presentation is also important, when and where to say what.  As stated before she 
likes the messages to be short and easy to understand. All the information should be included 
so one contact with the message should be enough. It is also of great importance how the 
information is structured in the messages. She feels that you should not have to draw your 
own conclusion; everything should be clearly stated in the message. According to her it shows 
if companies have worked hard to get their messages right. She is not particularly fond of one-
sided positive messages. With only positive arguments she gets the feeling that the company 
tries to lure people. All products/services have negative attributes. Messages with both 
negative and positive arguments increase the trustworthiness of the product or service and of 
course the company itself. She thinks that good messages should also combine visuals with 
verbal information, the visuals catches the attention while the verbal adds the important 
information.

Detailed information on message execution
She likes messages with clear and structured information. She feels that easy to understand 
messages can be much more effective than complex ones, to reach more people. The 
disadvantages can be that the info must be limited. Messages with scientific/technical 
evidence can be good sometimes, but it depends on what kind of product/service it is selling. 
Advantages are that people can get numbers on how much more effective it is, but those 
messages can also influence or “trick” people. She is fond of messages with demonstrations as 
long as it is trustworthy and not exaggerated. Such messages can show how the 
product/service functions but can also make people buy things they do not really need. 
Comparison with the competition can be good, if both the positive and negative attributes are 
mentioned. Many messages only have positive information about the own product/service and 
all negative information on the competitors. Comparison can make people aware of the 
different kind of products/services there is and more aware of the different prices. She likes 
testimonials in messages as long as she can relate to the person. But the disadvantage is that 
sometimes people do not buy the product because they need it, but instead because they think 
the person in the message uses it. She is unsure about the slice of life execution; it can be 
good as well as bad. It can look so easy in the messages making it unbelievable, and often fell 
silly. These messages show exactly how the product/service can be used to solve everyday 
problems but most of the times it never works as in the message. Animation and cartoons is 
an easy way to show people the product/service or company the message is about; it makes 
them easier to recognise and remember. She feels that those messages can be more personal 
and funny but they can also be very silly and not real. The use of personality symbols, such as 
logos or persons, is an ever easier way to make people recognise what the message is about. 
She likes those messages but it can easily be too much of them making people annoyed. She 
do not like the use of fantasy in messages, it is not trustworthy. She admits that it can be 
effective it certain situations but she thinks that those messages do not feel serious. 
Dramatization can be used in messages as long as it is short and entertaining. It creates 
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awareness, can be funny, and makes people curious but can influence people into unwanted 
actions. Humour is also good in messages. According to her it creates positive feelings as long 
as it is not exaggerated. But the disadvantage is that it can be too much, the messages feel 
silly and not serious. Variation is good so she likes combinations of the above in messages. It 
makes people more curious and makes the messages feel more interesting. But the 
combinations must be limited, not to use all of the above. 

4.2.3 The tools of IMC

General information
She thinks that it is good that marketing communications uses a lot of different tools. 
According to her the choice of tools is very important because different tools reach different 
people. Internet is also a new tool that has grown the past years, a tool she is not all positive 
about. It is an easy and fast way to get information but it is easy to get lost on the World Wide 
Web. Advantages are that people decide when and what information to get and it is always 
accessible. But it can be difficult to some people to use new technology and she thinks 
Internet is overrated. She admits that it is an important part of marketing communications that 
is growing every day.

Detailed information on the classic tools
The use of advertising is a great way to create awareness and catch the attention of the 
audience, if it is done right. She thinks that it is an important part of marketing 
communications and informs her of new happenings or product/services. But as many 
companies’ uses advertising it must have something special to really get through to her, to 
separate it from all the other advertising messages. Personal selling on the other hand is not 
something she is especially fond of. It feels like the product/service is forced on people, and it 
is difficult to say no. The main advantage is that is uses two-way communication and can be 
an important and effective tool in special situations. Public relations are more trustworthy and 
can offer different views on companies and product/services.  She thinks that it is a quite 
important part of marketing communications, but realizes that it can be hard to control. She is 
unsure about the use of sales promotion. On one hand it can give people great offers and good 
prices, but on the other hand it can “trick” people to buy things they do not really need or 
want. She thinks it is important to use sales promotion and can stimulate trials. Direct 
marketing should exist in all marketing communications. According to her it is more personal, 
more trustworthy and on a two-way communication form. But it must be done carefully 
because it is easily considered as annoying. She likes events and sponsorships and thinks it is 
a good way to create awareness, but can mislead people. It can attract new and different 
people and gives them the chance to know more about the company or product/service. It is a 
rather new tool in marketing communication that she thinks will see greater use in the years to 
come. 

Detailed information on Internet objectives
Internet is an easy way to collect information, there is almost too much information available. 
It is also a good awareness creator reaching people that the ordinary tools would not reach. As 
the Internet is full of information it is also easy to collect research information, both for 
companies and customer. Good use of the Internet can also create a favourable image of a 
company, as long it is trustworthy and much effort behind. Internet can also stimulate trials 
because it is cheaper, easy to order, and everything is available. It can also improve customer 
service because it is a fast way of two-way communication, people do not have to visit on site 
or make a phone call. The distribution will also improve as it is always available and can lead 
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new customers there. She concludes by saying that the use of different tools is very important, 
different people can be reached with different ways.

4.3 Case two: Customer two

The second customer is from Lycksele but visits Luleå regularly. She is a 48 year old married 
female and works as a physiotherapist. She has no own experiences of Laponia Rederi AB but 
has heard about them and knows what they are offering.

4.3.1 The benefits of IMC

General information
According to her marketing communications is crucial for companies to sell their 
product/services and as a way for customer to gain information. Without it the customers 
would not be aware of products/services resulting in no sales for the companies. She thinks 
that marketing communications is important but admits that people these days get bombarded 
with different messages making it annoying. People need information but it is difficult to find 
the right information among all messages aimed at them.

Detailed information on customer benefits
Marketing communications creates an interest and can influence people, affecting the 
behaviour. That happens to her all the time even if she tries to avoid it. The companies try to 
make the marketing communications look like they are designed with the customer in mind, 
but that is not always the case. Many companies only try to sell as much as possible but good 
marketing communications really starts from the customer. Companies also use all forms of
contacts and that can either enhance the messages or make them annoying. She gets tired of 
companies bombarding her with different messages all the time with no clear strategy behind. 
They also try to synchronize their messages, very important to create successful marketing 
communications, but not all companies accomplish that. Relationships between company and 
customer can be created and improved with good marketing communications but badly 
designed marketing communications does the opposite. She feels that it will result in annoyed 
and not satisfied people.

4.3.2 The messages of IMC

General information
The design of messages in marketing communications is important but it is difficult to say 
exactly how a good and effective message should look like according to her. A good message 
has a greater chance of influencing her than a bad, they often make her angry. She thinks that 
the design of messages is very important and something the companies must put a lot of 
resources on.

Detailed information on message structure
The order of presentation is important in a message but she thinks that it is difficult to say 
what the right way to do is. When she sees a message it either appeals to her or not, but she 
can not really say why. Some messages appeals to her some do not. The information in the 
message is also important. But she thinks that different people like different information and 
do not really have an opinion on message conclusion. Messages should be positive according 
to her but not too positive. Too positive messages make them unbelievable. In some messages 
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it fits well to first present negative arguments and then all the positive ones but that depends 
on the situation. She feels that a combination of visual and verbal in messages can make a 
stronger impression. But the message must be kept simple and not to complicated to be 
effective and a picture can say more than thousand words.

Detailed information on message execution
She wants her messages to be easy to understand and simple so she likes message with 
straightforward information. Most people can understand those kinds of messages but may 
seem to plain and simple to some. The use of scientific/technical data is also something she 
likes. It helps her compare attributes between product/services as long as it is data related to 
the products, she is not very fond of statistics. But too much data can make the message 
complicated. Demonstrations in messages is good according to her, it is something different 
and can be a good way to get to know how a new product/service works. The downside is that 
a message with demonstration can be plain boring if you have no interest in that product. 
Comparison with the competition is not something she recommends. Data can be manipulated 
and does not feel trustworthy. Advantages are that people get to know the difference between 
competitors but as already stated, data can be manipulated. She does not like testimonials 
either. People recommending products are often paid by the company, especially when it is 
celebrities. Seeing a celebrity endorse a product/service can make it easier to buy but often 
end up with people felling “tricked” or fooled. She thinks that anyone can say anything as 
long as they get money for it. Show how to solve everyday problem, or the slice of life 
execution, is good. It is a simple way to show the use of a product/service that most people 
can relate to. It shows why and how people should use the product/service and can not see any 
real disadvantages. The use of animation is a way she recommends. Those messages can often 
be funny and create positive feelings. Animation can be used to reach other target audiences 
and is more varied than other messages. But it must be done careful so the messages do not 
feel silly or not serious. She also recommends the use of personality symbols. That makes 
people recognize the company immediately without too much information needed. But the 
downside is that if people have negative feelings connected to the personality symbol they 
will have it to all the messages as well. The use of fantasy in messages is not good according 
to her. It can only be silly and childish and makes the company not seem serious. Some 
people can like it, often younger people, but to her it is not interesting. She is fonder of 
dramatization in messages. A message with a story can be more interesting and is easier to 
remember. Messages can also continue on the last message and people know what it is all 
about. There are no real disadvantages that she can think of. The use of humor is also very 
good. It creates positive feelings connected to the product/service and the company. Funny 
commercials are easier to watch and remember but can be too ridiculous sometimes. To reach 
a variety of people and target audiences she recommends using combinations of the above. 
That creates more interesting and effective messages if they are synchronized but can in some 
cases be too complicated.

4.3.3 The tools of IMC

General information
She realizes that different tools reach different people but she can be annoyed of all marketing 
communications around her. The choice of tools must be a very important question for the 
companies and something they must do a lot of research to be able to find the best strategy.
Internet is a new tool that grows bigger and bigger that can be good depending on the 
situation. It can feel more personal and offers quick and lots of information; it can almost be 
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too much so it is difficult to find the right information. It is an important part of marketing 
communication and will continue to grow according to her. 

Detailed information on the classic tools
She likes advertising because it is a simple way to communicate information. It reaches a lot 
of people and creates awareness and is an important part of marketing communications. But 
the disadvantage is that most companies use advertising making it difficult to get the 
information wanted. Personal selling on the other hand is not a tool she likes; she thinks it is 
annoying and difficult to defend herself against it. It is good that it is communication in both 
directions but on the other hand it can feel pushy and tiresome. She does not think that it is an 
important part of marketing communications. If a company offer a good product/service it 
will show up in newspapers or other non-paid media, it will create good public relations. It 
can feel more trustworthy because it is not the opinion of the company or people that has been 
paid by the company. She thinks that it is a small part of marketing communications and not 
so important. Sales promotion is more important she thinks. It is an effective way for 
companies to gain quick sales as customers get nice prices and offers. But as a customer it is 
easy to buy more than wanted or things that are not needed so it can be both good and bad. 
Direct marketing is not recommended. She thinks that it often feels silly and annoying and it 
is difficult to say no. If people have an interest in the company they can experience a greater 
contact and relationship but she does not regard it as an important part of marketing 
communications. Events and sponsorships are not important or good tools in marketing 
communications. She does not have so much experience from those tools but admits that it 
can help companies reach other people than usual. Disadvantages are that it can lure people 
into products/services they did not intend to buy.

Detailed information on Internet objectives
The Internet contains lots of information that is accessible to all with an Internet connection 
and a computer. More and more people can access the Internet so she thinks that it is a very 
good place to collect and receive information. As more and more people now regularly surfs 
the Internet it is easier for companies to create awareness online. The information on Internet
can be collected whenever and wherever and helps a lot when collecting research information. 
And with the growing importance of Internet companies are trying hard to display the same 
image online as offline, something that is possible due to the technological advancement. She 
feels that Internet has also made buying much easier and in most cases cheaper, that 
stimulates a lot of people to try new products/services. It also improves customer service as 
company and customer can communicate through Internet, but much quicker and easier than 
for example by phone. And one of the biggest advantages according to her is the improved 
distribution on Internet. Different companies and sites can link to each other making people 
discover new sites in an easy way.

4.4 Case two: Customer three

The third and last customer is a 37 year old male from Luleå. He is currently unemployed and 
single. He has no experiences from Laponia Rederi AB but has heard of them and knows what 
they are offering.

4.4.1 The benefits of IMC
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General information
He thinks that marketing communications is very important for the companies to be 
successful. With many new products/services and companies everywhere good marketing 
communications is needed to attract customers. For customers marketing communications is a 
good way to gain information, but nowadays he feels that he is attacked by different 
marketing communications anytime and everywhere.

Detailed information on customer benefits
Marketing communications affects his behaviour and sometimes lure him into buying. He also 
thinks that good marketing communications starts with the customer, something that not all 
companies accomplish. Companies use any and all forms of contacts when trying to reach 
customers. The ways of reaching customers get more and more creative and complicated and 
it is almost impossible to defend against. Synchronised marketing communications are 
something all companies should aim for. That makes them more effective and easier to 
remember. Another objective with marketing communications should be to create 
relationships with the customers. He thinks that most companies try to do that but far from all 
succeeds.

4.4.2 The messages of IMC

General information
The design and use of messages is getting more and more important. The companies need to 
find new and clever ways of reaching the customers. He feels that he is attacked by marketing 
communications all the time and only some catches his attention.

Detailed information on message structure
To catch his attention the order of presentation need to be thoroughly considered. What 
information to have in a message depends on the situation but it is something that is of great 
importance. Some people want to have info about everything while others like to draw their 
own conclusions. He does not like messages that are all positive. That feels hard to believe 
because nothing can be all positive. Messages should have both positive and negative 
arguments because that feels more honest. Companies that use two-sided messages have a 
greater credibility and have a greater chance of reaching trough to him. Visual and verbal 
information should be combined to create more exciting messages. A picture says a lot and 
means that less verbal information is needed.

Detailed information on message execution
Messages with straightforward information are good according to him. They are easy to 
understand and not too complicated. Disadvantages can be that those messages can feel a bit 
dull, too simple, or boring. He also likes messages with scientific/technical data because he 
feels that they have a greater credibility. The arguments in the message are easier to believe 
when backed up with data. The downside is that it can be too much data, both technical and 
statistics. Demonstrations in messages are good and can educate people. It can show the 
product, how and when it can be used, and the result of using it. The advantage is that people 
get to see the product in action but messages containing demonstrations tends to be long and 
boring. Comparison in messages is not something he recommends. He thinks that messages 
should focus on their own product instead of the competition. It creates a feeling that their 
product is not good enough. Messages with comparison can have some useful information but 
the disadvantage is that it takes away the focus from their product. Testimonials can be both 
good and bad depending on the situation and which persons that recommends the products. 
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Certain people are easier to reach with testimonials but those messages are not trustworthy to 
him, everyone can be bought. Messages with solution to everyday problems are better. People 
can identify themselves with situations in the message and see a solution to their own 
problems. They often recognize the problems because they have them as well. The 
disadvantage is that the solutions almost always seem too simple; everything is so easy in the 
messages. Animations in messages can be both good and bad; it depends on the situation and 
on the target groups. It can be easier to get the message out when using animation and the 
messages are often funny and varied. But they can also be seen as not serious and silly. The 
use of personality symbols in messages is something he recommends. People immediately 
recognize the messages and less information are then needed. But if people do not like the 
personality symbol or have negative feelings connected to it they will not like anyone of their 
messages either. More disadvantages are that it can feel as the same message is being repeated 
over and over and it gets boring. The use of fantasy in messages can also be good and bad. It 
depends on the product/service and the people the messages are aimed for. Advantages with 
those messages are that it can be created in different and unusual environments making more 
exiting messages. On the other hand such messages can be seen as childish and not serious. 
He thinks that messages with dramatisation are good. They can create awareness and catch the 
attention of people. Those messages can be different than the rest and increase the curiosity 
among people but also tends to be boring. The use of humor in messages creates positive 
feelings and that is something he feels that today’s society needs. Positive feelings often 
increase the chances of people buying a product or service and get them in a better mood. 
Disadvantages are that those messages can lose focus on the product/service and be seen as 
childish and silly. He really likes combinations in messages because then it never gets to 
boring or not interesting. Variation in messages also reaches different target groups and 
creates more effective marketing communications. But the problem is that the messages can 
be to varied making it difficult for the companies to create or maintain an image.

4.4.3 The tools of IMC

General information
The choice of tools is important because different tools reach different target groups. It is very 
important for the companies to have the right mix of tools depending on what 
product/services they are offering. As a customer he is exposed to different marketing
communication tools every day. Internet is a new and growing tool that he thinks will get 
more and more important. It reaches different people than the other tools, mostly young 
people. But the Internet is growing and so common nowadays so people from all segments are 
represented. It is an easy tool to reach to a lot of people but many people have negative 
feelings connected to the Internet because of all the spam and junk mail. 

Detailed information on the classic tools
He thinks that the use of advertising is good and that it is an important tool in marketing 
communications. It reaches a lot of people and creates awareness. The advantage of 
advertising is that it is easy to control but as most companies use advertising it is difficult to 
get through to people. He also recommends personal selling that can be a very important tool 
in some situations. It is a more personal tool and it helps to create relations between company 
and customers. The use of two-way communications is one of the biggest advantages with 
personal selling but that can also make it feel to pushy forcing people to buy. Public relations 
are another important tool. It can almost be seen as free publicity. Public relations can feel 
more trustworthy because it is independent and not something the company has paid for. The 
disadvantage is that it is very difficult to control. Sales promotion is a tool that he does not 
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like. He feels that it is everywhere and that he is exposed to it daily. The advantage is that 
people can get cheaper prices but often results in people buying things that they do not really 
need. But he admits that it can be a very important and effective tool in certain cases. He does 
not recommend direct marketing either and do not see that as an important tool in marketing 
communications. He thinks that direct marketing is annoying and pushy. It can feel more 
personal and help to improve relations but there are far greater disadvantages connected to 
direct marketing. Events and sponsorships are a more recent tool that he likes. It is something 
different and can help to attract new customers and different customers than the other tools. 
But he does not think that it is an important tool yet because it is difficult to measure the 
effects.

Detailed information on Internet objectives
Internet is very quick and easy to access and people can choose what information to collect, 
so Internet is a great place to find information. It is also easy for the messages to send the 
messages they want and thus generate and create awareness. All kind of information is 
available on Internet and everything is stored digitally so it makes collecting research 
information easy. With the technological development and the great control the companies 
have over their Internet offerings and websites it is possible to create an image online. And for 
the customer Internet has made the whole buying process easier and much quicker. All kind 
of products are available online and usually to a cheaper price so it can easily stimulate trials. 
The exchange of information is also quicker so Internet can improve the customer service. It 
is more personal than ordinary mail but quicker and less personal than by phone. Ultimately 
Internet helps the distribution, by links and portals new people will find companies and 
products/services they would have never discovered offline.
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5 DATA ANALYSIS

In this chapter the empirical data collected in the two cases and presented in the previous 
chapter is compared to the conceptual framework and each other. A within-case analysis is 
conducted followed by a cross-case analysis in order of the three research questions. The 
within-case analysis is done to reduce data and the cross-case analysis tries to find 
similarities between the two cases.

5.1 Research question one: How can the company objectives 
versus the customer benefits of IMC be described?

The analysis connected to the first research question will be done in the following section. It 
begins with within-case analysis of the two cases and ends with an analysis between them; a 
cross-case analysis. The within-case analysis is conducted to find out how the collected data 
fits with the theory while the cross-case analysis is done to see how the two cases are 
connected. The same theory is not used for both cases but similarities between them will still 
be investigated.

5.1.1 Within-case analysis of Case one: The company
According to Belch and Belch (2001) marketing communications objectives will be one or a 
mixture of seven different objectives. The objectives of Laponia Rederi AB compared to 
Belch and Belchs (2001) theory can be seen in table 5.1.

Table 5.1: The company’s opinions on objectives

OBJECTIVES COMPANY

Increase sales +

Maintain or improve market share +

Create or improve brand recognition +

Create a favourable climate for future sales +

Inform and educate the market +

Create an competitive advantage +

Improve promotional efficiency +
+=stated as an objective

The first objective according to Belch and Belch (2001) is to increase sales, to get more 
customers to buy your product or service or get existing customer to buy more. The company 
sees that as one of their objectives with marketing communications, without marketing 
communications no new customers would be attracted and the sales would decline. It does not 
only attract new customers but also helps to remind and makes the existing customer come 
back.

To maintain or improve market share is the next objective according to the theory (Belch, 
Belch, 2001) and is an objective that Laponia Rederi AB also have. By keeping the existing 
customer and all the time attracting new customer the company hopes to hold or increase their 
share of the market. That will in turn strengthen the company on the market.
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The next objective is to create or improve brand recognition. This means to make the 
customer associate good feelings with the brand. (Belch, Belch, 2001) By always trying to 
convey a positive image and offer a great experience Laponia Rederi AB wants and hopes that 
their customers have positive feelings towards the company and get very good brand 
recognition.

Belch and Belch (2001) states the next objective as to create a favourable climate for future 
sales and it is closely tied to the one above. With the use of marketing communications 
Laponia Rederi AB tries to persuade the market to have good impressions of the company and 
their offerings. They see it as an important objective because without any marketing 
communications the customer would eventually go on to other companies.

To inform and educate the market is also important, to inform the market about changes that 
the company want to inform the market about. (Belch, Belch, 2001) Laponia Rederi AB is 
very dependent to convey the exact details of their cruises to the customers so that is an 
objective as well with their marketing communications.

The following objective, to create a competitive advantage, is the next objective that the 
theory and the company share. According to Belch and Belch (2001) the competitive 
advantage can be relative to either competitor’s product/services or market positions. Laponia 
Rederi AB offer a complete and unique experience, something that they try to convey to the 
customers with their marketing communications.

The last objective, improve promotional efficiency, is centered on getting the most effective 
marketing relative to the money spent. (Belch, Belch, 2001) Their marketing communications 
help to send the right message to the right people. And for a small company with a small
marketing budget it is extremely important with efficient marketing communications. 

5.1.2 Within-case analysis of Case two: The customers
Shimps (2000) theory regarding key features of IMC has five points that leads to customer 
benefits. The three customers all had very similar views and opinions of their benefits from 
marketing communications and strongly support the theory as seen in table 5.2. 

Table 5.2: The customers’ opinions on benefits

BENEFITS CUSTOMER ONE CUSTOMER TWO CUSTOMER THREE
Affect behaviour + + +

Start with the customer + + +

Use any and all forms of contacts + + +

Achieve synergy + + +

Build relationship + + +
+=stated as a benefit

Shimps (2000) first theory begins with stating that IMC should affect behaviour, to move 
people into action, and that is something that all three customers agree with. Customer one 
claims that she is affected by marketing communications, not always into buying but at least 
raises her awareness. The second customer admits that it creates an interest and can influence 
people something that happens to her all the time, even if she tries to avoid it. The third and 
last customer has a similar view and says that marketing communications can lure him into 
buying.
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The next feature in Shimps (2000) theory is to start with the customer and prospect. The 
needs of the customer should be the base when deciding the most appropriate communication 
methods, something that all three customers agree on. The first customer thinks that good 
marketing communications should start with the customer but far from all does that as many 
companies only try to sell as much as possible. The second customer agrees on that but adds 
that much marketing communications only look like they are designed with the customer in 
mind. The last customer has the same opinion as the others, marketing communications 
should start with the customer but that is something not all can accomplish.

To use any and all forms of contacts is the next feature according to the theory. (Shimps, 
2000) The best and most effective ways should be used, instead of only using single mediums, 
to reach the customers. Customer one feels that companies now uses more and more different 
and creative ways of reaching her, that make them easier to recognise but can also be 
annoying. Customer two has the same opinion but adds that she is tired of companies 
bombarding her with messages without any clear strategy behind. The last customer points 
out that the ways of trying to reach him gets more creative and complicated all the time and 
makes marketing communications very difficult to defend against.

To achieve synergy is a major part of IMC and a key feature according to Shimp. (2000) All 
communications must send the same message, or speak with a single voice, something that all 
three customers think is important. The first customer thinks that companies that achieve 
synergy have a huge advantage compared to others. Customer two adds that synergy is 
important to be successful but far from all accomplish that. Customer three concludes it by 
saying that synchronised marketing communications are something that all companies should 
aim for, that makes the communications easier to remember.

The last feature in the theory is to build relationship. (Shimps, 2000) A good relationship 
increases the customer loyalty and makes them come back; IMC can be the key to build 
theses good relationships. All three customers agree with the theory and customer one states 
that marketing communications should never force people to buy a product or service. 
According to customer two good marketing communications creates and maintain good 
relationships while poorly designed communication does the opposite.  Customer three ends 
by saying that all companies try to build good relationships but far from all succeeds. 

5.1.3 Cross-case analysis of Case one and two
Two different theories are used for the two cases, Belch and Belchs (2001) theory regarding 
company objectives and Shimps (2000) theory about key features and customer benefits. They 
are not the same but still share similarities and connections in a number of areas. The 
objectives for the company and the benefits for the customers can be seen in table 5.3, the 
three customers has been merged into one because of their similar views and opinions.
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Table 5.3: Company objectives and customer benefits

CASE ONE: THE COMPANY CASE TWO: THE CUSTOMERS

Increase sales Affect behaviour
Maintain or improve market share Start with the customer
Create or improve brand recognition Use any and all forms of contacts
Create a favourable climate for future sales Achieve synergy

Inform and educate the market Build relationship

Create a competitive advantage

Improve promotional efficiency

The company and customers fully supported the theories so this will be an analysis between 
the two theories regarding company objectives and customer benefits as seen in table 5:4.

Table 5.4: Cross-case analysis of company objectives and customer benefits

CUSTOMER BENEFITS

COMPANY OBJECTIVES Affect behaviour Start with the customer Use any and all forms of contacts Achieve synergy Build relationships

Increase sales x x x x x

Maintain or improve market share x x

Create or improve brand recognition x x x x

Create a favourable climate for future sales x x x x

Inform and educate the market x x x

Create a competitive advantage x x x x x

Improve promotional efficiency x x x x x

x=connections

If the company wants to increase their sales they need to affect the customers’ behaviour and 
move them into action. They also need to consider any and all forms of contact and then start 
with the customer when deciding on which communications methods suits best. Their 
messages need to be synchronised and achieve synergy to be successful and move people to 
action, to increase their sales. If they succeed with their marketing communications they will 
build better relationships that increase loyalty and entail repeat purchases.

To maintain or improve their market share the company needs to affect the behaviour of 
the customers to get new customers and keep the existing ones. New relationships must be 
built and relationships with old customers must be nourished to keep them and the current 
market share.

When trying to create or improve brand recognition all marketing communications should 
start with the customer, use all forms of contacts, and try to achieve synergy to achieve a 
strong brand image. That will ultimately lead to better relationships and generate positive 
feelings for the customers connected to the company.

To be able to create a favourable climate for future sales has a major part in the future 
success of a company. All communications should start with the customer and try to achieve 
synergy. The use of any and all forms of contacts should also be considered and leads to 
better relationships with customer. Good relationships with customers can have a big impact 
on future sales and is very important if the company will stay successful.
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When informing and educating the market the company need to find the best and most 
effective ways of communication. That is accomplished by using the customer to decide 
which form of contact to use. All marketing communications must then be synchronised to 
send the same message and get the right information out to the customers.

Creating a competitive advantage is crucial for the success of the company. To succeed 
good relationships must be created that affect the behaviour of the customers. Synchronised
messages that reach the customer the way they want is the right way to accomplish that. Then 
the company can create a competitive advantage relative to either the competition or the 
market position.

Improve promotional efficiency is to make sure that the company sends the right messages 
to the right people. That is achieved by starting with the customer to decide which appropriate 
forms of contact to use. All messages must then be synchronised to create the most effective 
marketing communication possible that ultimately will affect the behaviour of the customers.

5.2 Research question two: How can the intended messages versus 
the received messages of IMC be described?

In this section the analysis connected to the second research question will be done. Two 
theories are used, Belch and Belchs (2001) theory regarding message structure and Duncans
(2002) theory dealing with message execution. Within-case analysis of the two cases, 
company and customers, will first be conducted to reduce the data. The two cases will then be 
compared in the cross-case analysis where similarities between company and customer will be 
examined.

5.2.1 Within-case analysis of Case one: The company
The data collected from the company is compared to the two theories covering the area of 
message structure and messages execution.

Message structure
According to the theory (Belch, Belch, 2001) five major and important parts must be 
considered when structuring a message. Table 5.5 shows the opinions of the company on 
message structure and which parts they regard as important and effective.

Table 5.5: The company’s opinion on message structure

MESSAGE STRUCTURE COMPANY
Order of presentation +

Conclusion drawing +

Message sidedness +

Refutation

Verbal versus visual message +
+=stated as important

The order of presentation has to be given a lot of thought to catch the attention of the 
audience. Laponia Rederi AB messages follow the same format with all the details about their 
cruises. It begins with a presentation of the cruise and destination to make the audience 
curious followed by date and time. They end their messages with complete price and contact 
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information. According to the theory (Belch, Belch, 2001) arguments are better remembered 
if placed in the beginning or the end, something that the company uses when they begin their 
messages with the presentation of the cruise.

To present all information or to let the audience draw own conclusions, conclusion drawing, 
is another important part of the message structure. (Belch, Belch, 2001) The company wants 
their messages to be as informative as possible so they present all the information and thus not 
letting the audience draw their own conclusions. The theory states that if an immediate action 
is an objective the message should present all information and draw definite conclusion and 
that fits with Laponia Rederi AB. Messages with firm conclusion are often easier to 
understand and that is also something that is important to the company.

The message sidedness also has to be considered, whether only to have positive information 
or both positive and negative. Laponia Rederi AB wants their message to create positive 
feelings so they only use one-sided positive messages. According to the theory (Belch, Belch. 
2001) one-sided messages are preferred when the audience already has positive feelings 
connected to the company. The theory adds that most advertising are one-sided messages and 
Laponia Rederi AB is no exception.

A message that contains both negative and positive arguments and ends with why the positive 
ones are greater is called a refutational message. The theory (Belch, Belch, 2001) states that 
refutation is best used when facing opposing messages or negative attitudes. Laponia Rederi 
AB has never felt the need to have negative arguments in their messages; instead they are 
always focusing on the positive ones. Most likely due to no opposing messages and mostly 
positive attitudes from people.

The use of visual versus verbal messages, or a combination of the two, is also very important. 
(Belch, Belch, 2001) Visuals can strengthen the verbal part of a message and is best used with 
messages that contain little information. The company always tries to use visuals because they 
feel that it catches the attention and increases the positive feelings. Their messages are often 
short and informative and therefore matches the theory.

Message execution
The theory by Belch and Belch (2001) list twelve ways of message execution. In table 5.6 the 
similarities and differences between the company’s opinions and the theory is presented.
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Table 5.6: The company’s opinion on message execution

MESSAGE EXECUTION COMPANY

Straight sell or factual message +/+

Scientifical/technical evidence

Demonstration +/-

Comparison o

Testimonials +/-

Slice of life +/+

Animation

Personality symbol +/+

Fantasy +/-

Dramatization +/-

Humor +/-

Combinations +/+
+/+=stated as a good alternative and used by the company
+/-=stated as a good alternative but not used by the company
o=depends on the situation

The straight sell or factual message is simple message with straightforward information and 
the company likes and uses those kinds of messages. Laponia Rederi AB wants their 
messages to be informative and simple and so it is a great alternative for them. According to 
the theory (Belch, Belch, 2001) those messages often focuses on the positive attributes and 
that also matches the company’s opinions. 

Messages with scientific/technical evidence have similarities with the straight sell or factual 
message but add some sort of evidence that supports the positive attributes. The company 
does not like those messages as it can trick or fool people and they have never used evidence 
in messages.

Demonstrations in messages show the product/service in actual use as well as all the benefits. 
That is what the company likes with demonstrations, to be able to show the benefits in 
“action”. They do not use demonstrations but that is mostly because they think that it does not 
fit their offering.

The company see comparisons as a good alternative to use in messages in some situations. 
The theory (Belch, Belch, 2001) states that it is an effective way to show advantages or 
benefits compared to the competition.  But since Laponia Rederi AB only focuses on their 
own positive attributes they have not used messages with comparisons.

The company have not used testimonials in messages either but thinks that it can be good. 
According to the theory (Belch, Belch, 2001) is uses a person to highlight the positive 
attributes. It is often a famous person that the audience can identify with and the company 
admits that it could be very effective.

To show how an everyday problem is solved by using the product/service is called a slice of 
life execution. Laponia Rederi AB has uses it in their messages as it is a great way of turning 
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customer problems into opportunities, as long as they can really solve their problems. It most 
be done carefully or else it can be seen as silly.

Messages with animations are increasing rapidly but not something that Laponia Rederi AB 
uses. The theory (Belch, Belch, 2001) states that is most effective when reaching children and 
that is one reason why the company do not use animation. They instead use a real-life picture 
as it is more suitable to them.

The company uses a real-life picture of their boat in most of their messages and that works as 
a personality symbol. According to the theory (Belch, Belch, 2001) a personality symbol 
makes it easier for the audience to identify the company and that is the reason why Laponia 
Rederi AB uses that.

Fantasy can be used to place product/services in situations that do not exist. The company has 
never used fantasy, mostly because it does not fit them, but think that it can be effective 
sometimes. Those messages can be funny but also tend to be silly.

Dramatization is related to the fantasy execution with the product/service as star in a short 
story. The company has never used that but thinks that it can increase the interest surrounding 
the messages. The theory (Belch, Belch, 2001) says the same, that dramatizations in message 
can catch the attention of the audience.

Humor often increases the positive feelings so it is something Laponia Rederi AB likes if kept 
on a reasonable level. The theory (Belch, Belch, 2001) adds that humor is effective to attract 
and hold audience attention. The company do not use humor in their messages but admits that 
it is a nice touch to messages.  

Combinations of the above in messages can be done depending on what the company wants 
with their messages. Laponia Rederi AB thinks that it can create better messages as long as it 
does not combine too much. They use combinations but always try to keep the messages easy 
and simple.

5.2.2 Within-case analysis of Case two: The customer
Data from the three customer interviews that form case two is also compared to the two 
theories concerning message structure and execution.

Message structure
Table 5.7 shows what the three customers thinks of messages structure and regard as 
important and effective compared to the theory. 

Table 5.7: The customers’ opinions on message structure

MESSAGE STRUCTURE CUSTOMER ONE CUSTOMER TWO CUSTOMER THREE
Order of presentation + + +

Conclusion drawing + + +

Message sidedness +

Refutation + o +

Verbal versus visual message + + +
+=stated as important
o=depends on the situation
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All three regard the order of presentation to be important. Customer one likes messages that 
are short and easy to understand. Messages should also include complete information so no 
additional contacts are necessary. Customer two can not really say why she like some 
messages and dislike other but it is important to her. It all depends on the situation how to 
present a message according to customer three but agrees that it is of great importance. 

Conclusion drawing is another important part of the message structure according to the three 
customers. The first customer wants messages with all the essential information and 
everything clearly stated in the message so people do not have to draw their own conclusions. 
Customer three thinks that different persons like different messages; some like to draw own 
conclusions while other want complete information. What he likes depends on the company 
and their offering. Customer two also thinks that it is important whether or not the people 
have to draw their own conclusion.

Message sidedness is considered very important by customer two. She likes positive messages 
as long as they are not overly positive as it makes them harder to believe. Both customer one 
and three are not very fond of one-sided messages because no product/service can be all 
positive, everything has some negative attributes. That makes the messages not trustworthy 
and creates the feeling that the company tries to lure people.

All three thinks that refutation in messages is effective and creates better messages that are 
easier to believe. Customer one feels that those messages make it easier to trust a company. 
Customer two also admits that it can be good with refutational messages but it depends on the 
situation. Messages with refutation have a better chance to reach customer three and have 
greater credibility. 

The use of verbal versus visuals is another important part of messages according to all three. 
They all agree that the use of visual in combinations with verbal creates more effective 
messages. Customer one thinks that the visual catches the attention while the verbal add 
information. Those messages have a stronger impression on customer two as long as they are 
kept simple. Customer three thinks that visuals says more then words and they should be 
combined to create more exiting messages. 

Message execution
The different opinions of the three customers are compared to the message execution theory 
(Belch, Belch, 2001) in table 5.8.
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Table 5.8: The customers’ opinion on message execution

MESSAGE EXECUTION CUSTOMER ONE CUSTOMER TWO CUSTOMER THREE
Straight sell or factual message + + +

Scientifical/technical evidence o + +

Demonstration + + +

Comparison o

Testimonials o o

Slice of life o + +

Animation + + o

Personality symbol + + +

Fantasy o

Dramatization + + +

Humor + + +

Combinations + + +
+=stated as a good alternative
o=depends on the situation

All three like straight sell or factual messages. Customer one thinks that easy to understand 
and structured messages can be much more effective than complex ones. Customer two and 
three agrees on that but adds that more people can understand those messages. 

Messages with scientifical/technical evidence are liked by customer two and three. Customer 
two feels that it is easier to compare product/services with those messages while customer 
three thinks that they have greater credibility. Customer one thinks that it can be good 
sometimes but that depends on the situation.

Demonstrations are also appreciated by all three. According to them it can show the 
product/service in actual use and display all the positive benefits.

They are not especially fond of comparison in messages. Customer one thinks that it can be 
good if both positive and negative attributes are presented. Customer two and three does not 
recommend using comparison because companies should focus on their own product and it 
does not feel trustworthy.

Testimonials are also something that the customers are not so positive about. Customer one 
and three thinks it can be good depending on the situation and the person endorsing the 
product. Customer two does not like it since companies often pay persons to say that they like 
the product/service.

The slice of life execution is more appreciated by them. Customer two and three thinks that it 
can show the solution to problem that most people can relate too, and they can identify with 
the situation. Customer one think that it can be both good and bad; it always looks so easy in 
the messages making them hard to believe. 

They are also positive to the use of animations in messages. Customer one and two fells that it 
creates different and funnier messages that can reach other target audiences. Customer three is 
not equally positive and thinks it is only effective in certain situations.
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They all agree on that personality symbols in messages are good. According to them it is 
easier to recognize the company and less information is then needed.

Fantasy in messages is not recommended and only customer three thinks that it can be good 
in some situations, depending on product/service and target audiences. Customer one and two 
does not like fantasy in messages and thinks that those messages do not feel serious.

Dramatizations are liked by all three. They think that it can create awareness, be more 
interesting and funny, and is easier to remember.

All three also likes humor in messages. It increases the positive feelings, makes the messages 
easier to remember and watch, and gets people in a better mood.

Combinations in messages are recommended by all three. Variation will create better 
messages that can reach a variety of people and makes the marketing communications more 
effective.

5.2.3 Cross-case analysis of Case one and two
The company’s opinions on message structure and execution are here compared to the three 
customers’ opinions.

Message structure
The different opinions and similarities between company and customers regarding message 
structure are shown in table 5.9.

Table 5.9: Cross-case analysis of the company’s and the customers’ opinions on message structure

MESSAGE STRUCTURE CASE ONE CASE TWO
Order of presentation + + + +

Conclusion drawing + + + +

Message sidedness + +

Refutation + o +

Verbal versus visual message + + + +
+=stated as important
o=depends on the situation

The company and the three customers all think that the order of presentation is important in 
messages. Laponia Rederi AB uses simple yet informative messages and that is exactly how 
customer one wants messages to be structured. Customer two and three thinks that the order 
of presentation depends on the product/service and target audience.

The company and customer also have similar opinions regarding conclusion drawing. The 
company presents all information in their messages drawing all conclusions and customer one 
likes those kinds of messages. Customer two and three admits that conclusion drawing is 
important but thinks that different people have different opinions on weather or not to draw 
their own conclusions.

Their opinions on message sidedness differ. The company want their messages to create 
positive feelings and thus only using one-sided positive messages. Customer two agrees on 
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that as long as the messages are not too positive. The other two customers do not like one-
sided messages and do not think it is important because no product can be all positive. 

The part of refutation in messages also generates different opinions. Laponia Rederi AB has 
always used positive arguments in their messages and will continue to do that. The customers 
have other opinions and think refutation is important and can be effective. Customer one and 
three thinks that it increases the credibility of the messages while customer two feels that it 
depends on the situation. 

They all agree on the importance of combining verbal and visuals in messages. The company 
always try to use visuals to catch the attention of the audience and further convey the positive 
feelings and customer one thinks the same. Those messages, as long as they are kept simple, 
have a stronger impression on customer two and customer three adds that it creates more 
exciting messages.

Message execution
The company’s opinions on message execution are compared to the customers’ opinions in 
table 5.10.

Table 5.10: Cross-case analysis of the company’s and the customers’ opinions on message execution

MESSAGE EXECUTION CASE ONE CASE TWO
Straight sell or factual message +/+ + + +

Scientifical/technical evidence o + +

Demonstration +/- + + +

Comparison o o

Testimonials +/- o o

Slice of life +/+ o + +

Animation + + o

Personality symbol +/+ + + +

Fantasy +/- o

Dramatization +/- + + +

Humor +/- + + +

Combinations +/+ + + +
+/+=stated as a good alternative and used by the company
+/-=stated as a good alternative but not used by the company
+=stated as a good alternative
o=depends on the situation

All four likes the straight sell or factual message. The company uses informative and not to 
complex messages and all three customers recommends that. They think that those messages 
are easier to understand and more effective.

Messages containing scientific/technical evidence are popular and regarded as a good 
alternative by all customers except customer one. She thinks that it depends on the 
product/service in question. The company on the other hand does not like or use those kind of 
messages as they feel that it can trick or lure people.
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Demonstrations are popular and liked by all four. The company does not use demonstrations 
in their messages but regard it as a good way to display benefits, something the customers 
agree on.

Comparison is not regarded a good alternative, only the company and customer one agrees. 
The company sees potential with comparison but customer one adds that both positive and 
negative benefits should be mentioned. 

The opinions on testimonials also differ. Laponia Rederi AB like it but not use it while two 
customers think that it can be good depending on the situation. Customer two does not like it 
at all as she feels that everyone can be bought. 

The slice of life execution is more popular and is used by the company, only customer one is 
not all positive. They all feel that it is easier to identify and relate to those messages using 
real-life problems and thus making the messages more effective.

Messages with animation sees mixed opinions. Customer one and two is positive and thinks
that it creates funnier messages. Customer three feels that in can be both good and bad 
depending on the situation. Laponia Rederi AB has not used animation and do not think it fits 
their business.

Personality symbols are something all four are very positive about. It makes the messages 
easier to recognize so less information is needed. The company uses personality symbols and 
thinks that it is effective.

The company is alone feeling positive towards fantasy in messages although they are not 
using it.  Customer three thinks that it can be good in certain situations. Customer one and two 
does not like it at all as it raises question about the seriousness of the company.

Dramatizations are considered a good alternative by both company and customer but Laponia 
Rederi AB are not using it. It can increase the awareness, are often funny, and make more 
interesting messages.

Humor is also highly popular amongst all four. Humor in messages generates more positive 
feelings as long as it is kept on a reasonable level. The company does not use humor in their 
messages even though they think it can increase the positive feelings.

They all like messages with combinations nad the company try to use that in their messages.
With the use of combinations messages can reach a wider audience and also create more 
interesting and exciting messages.

5.3 Research question three: How can the used tools versus the 
preferred tools of IMC be described?

In this section the analysis concerning intended tools versus preferred tools will be made. 
Duncans theory (2002) concerning tools of IMC will be used to analyze the classic tools 
followed by Belch and Belchs theory (2001) on Internet objectives to gain a deeper 
understanding of the use of the newer tool Internet. A within-case analysis will first be 
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conducted on the two cases to compare it with the theories and then a cross-case analysis to 
compare the two cases with each other.

5.3.1 Within-case analysis of Case one: The company
The data collected from the company is compared to the two theories covering the area of the 
classic tools and Internet characteristics.

The classic tools
Duncan (2002) presents six different tools as the tools of IMC. The company’s opinion 
regarding the different tools can be seen in table 5.11.

Table 5.11: The company’s opinions on the classic tools

THE CLASSIC TOOLS COMPANY
Advertising +/+

Personal sales +/+

Public relations +/+

Sales promotion

Direct response +/+

Events and Sponsorships +/-
+/+=stated as a good alternative and used by the company
as it is an important part of marketing communications
+/-=stated as a good alternative but not used by the company

The company finds advertising a good way to create awareness and is one of the most 
important and used communication tools for them. According to the theory (Duncan, 2002) 
the primary objective of advertising is to create awareness and is the most common and 
recognized tool in marketing communications.

Laponia Rederi AB also uses personal selling, or personal sales, and sees it as an important 
tool. They think it is a good way to create and improve relationships and supports 
communication in both ways. That matches the theory (Duncan, 2002) that states that 
personal sales main advantages are the two-way communications and that it can help build 
trusting relationships.

Public relations can be used to create awareness and to build credibility. (Duncan, 2002) 
Laponia Rederi AB thinks that it is effective and important for companies as long as it is 
positive. They would like to be able to control it more because it has greater credibility and 
affect the audience more.

Sales promotion is not something that the company likes or uses. According to the theory 
(Duncan, 2002) sales promotion adds value and can increase the distribution. The company do 
not think that it fits their offering and would only take up their time. They also think that it 
would affect how people feel about the company. 

Direct response, or direct marketing, is an important tool for Laponia Rederi AB. It is a 
personal tool that they feel that they can control more so the message reaches the right target. 
The theory (Duncan, 2002) highlights the main advantage of direct response as being highly 
targeted. It is also more personal and can lead to immediate results.
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Events and sponsorships are fairly recent tools and can create goodwill for companies. It can 
also build good relationships and create involvement. (Duncan, 2002) The company considers 
the two tools to be interesting when trying to reach new customers but they have not planned 
to use it in the near future and therefore does not regard it as an important tool.

Internet objectives
According to Belch and Belch (2001) the Internet has a number of objectives. Data from the 
company is compared to the theory in table 5.12.

Table 5.12: The company’s opinions on Internet objectives

INTERNET OBJECTIVES COMPANY
Disseminate information +

Create awareness +

Gather research information +

Create an image +

Stimulate trial +

Improve customer service +

Increase distribution +
+=stated as an objective/characteristic/benefit

According to the theory (Belch, Belch, 2001) the Internet can provide lots of information, or 
disseminate information, quicker then other tools or mediums. The company agrees with that 
and uses the Internet to handle information more effectively and to make it easier for the 
customer to collect information.

The theory (Belch, Belch, 2001) states that the Internet is an excellent tool, both quick and 
cheap, to create awareness. Laponia Rederi AB also feels that it is an advantage with using 
the Internet and companies have more control compared to other traditional tools.

The Internet can help companies gather research information, from both customers and 
competitors. (Belch, Belch, 2001) The company thinks that the Internet makes it easier for 
them to collect valuable information on both their customers and their competitors’ offerings.

The Internet is for some people the only contact they have with Laponia Rederi AB and 
therefore it can create an image of the company. The theory adds that companies can use the 
Internet to create a desirable image, but it has to match the overall image of the company. 
(Belch, Belch, 2001)

Buying from the Internet is very quick and easy and with almost everything available one-
klick away the Internet can effectively stimulate trials. (Belch, Belch, 2001) The company 
feels that the whole buying process is shorter on the Internet and all available information 
makes buying so much easier.

The communication between the company and their customer has been made easier and 
simpler with the use of Internet; it has improved the customer service. Customers now do not 
have to call or visit Laponia Rederi AB, instead their can collect their own information. The 
theory adds that customer service on the Internet often leads to better relationships. (Belch, 
Belch, 2001)
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The last stated objective, increase distribution, is also supported by Laponia Rederi AB. 
According to the theory (Belch, Belch, 2001) new relationships between companies and 
cross-promotion can generate new customers. 

5.3.2 Within-case analysis of Case two: The customers
Data from the three customer interviews that form case two is also compared to the two 
theories concerning the classic tools and Internet characteristics.

The classic tools
Data from the three customer interviews are here compared to the six different tools stated in 
Duncans (2002) theory, see table 5.13.

Table 5.13: The customers’ opinions on the classic tools

THE CLASSIC TOOLS CUSTOMER ONE CUSTOMER TWO CUSTOMER THREE
Advertising +/+ +/+ +/+

Personal sales +/+

Public relations +/+ +/- +/+

Sales promotion o o

Direct response +/+

Events and Sponsorships +/- +/-
+/+=stated as a good alternative and an important part of marketing communications
+/-=stated as a good alternative but not an important part of marketing communications
o=depends on the situation

Advertising is a good tool according to all three customers. They think that advertising is 
important and an easy way to reach a lot of different people. They especially think that 
advertising creates awareness in a simple way.

They are more negative to personal sales. Only customer three thinks it is a good and 
important tool because it is more personal and creates relations between company and 
customer. The other two customers feel annoyed by personal sales and add that it can be 
difficult to say no.

Public relations is a tool they are more positive about. They all like it and consider it to be 
more trustworthy then other paid messages but realizes that it can be hard to control. Only 
customer two does not regard it as an important tool.

Sales promotion is not recommended. Customer one and two thinks that it can be useful in 
some situations. It can mean cheaper product/services but often lead to people buying things 
they did not need. Customer three do not like it because he is exposed to it daily.

Only customer one likes direct response or direct marketing. According to her it is a more 
personal and trustworthy tool and an important part of marketing communications. Customer
two and three admit that it can feel more personal but they often experience direct marketing 
as pushy and annoying.

Customer one and three regard events and sponsorships to be good communication tools. 
They think that it can attract new customers and will see greater use in the future but does not 



Kristoffer Ejebro IMC – Connecting Company and Customer –

55

see it as an important tool at the moment. Customer two dislikes it because it can lure people 
into things they did not intend to.

Internet objectives
Table 5.14 shows data from the three customers compared to the theory (Belch, Belch, 2001) 
covering Internet objectives.

Table 5.14: The customers’ opinions on Internet objectives

INTERNET OBJECTIVES CUSTOMER ONE CUSTOMER TWO CUSTOMER THREE
Disseminate information + + +

Create awareness + + +

Gather research information + + +

Create an image + + +

Stimulate trial + + +

Improve customer service + + +

Increase distribution + + +
+=stated as a objective/characteristic/benefit

All three feel that Internet is an excellent tool to disseminate information. It contains lots of 
information that most people can easily access.

As more and more people use the Internet it is easier for companies to create awareness
online according to the three customers. It can also be used to reach people the regular tools 
could not reach.

The information on the Internet is always available wherever people are so it is a great way to 
gather research information. Customer three adds that everything is stored digitally and that 
makes it even easier.

With new technology and the great control companies have over the Internet it is possible to 
create an image online. Customer one adds that much effort must be put down to create a 
favourable image.

They all think that the Internet has made buying easier, for good or for worse. Most products 
are available online and the prices are often cheaper that in traditional stores. It can stimulate 
trials but also make people buy things they really do not need. 

Internet is a great tool to improve customer service according to the three. It is fast, easy, and 
does not force people to make a phone call or visit the company in person. 

Increasing the distribution is another advantage of the Internet. They think that with links, 
portals, and cross-promotion they find new companies online all the time.

5.3.3 Cross-case analysis of Case one and two
The company’s opinions on tools and Internet characteristics are here compared to the three 
customers’ opinions.

The classic tools
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The company’s and customers opinions on the tools of IMC are presented in table 5.15.

Table 5.15: Cross-case analysis of the company’s and the customers’ opinions on the classic tools

THE CLASSIC TOOLS CASE ONE CASE TWO

Advertising +/+ +/+ +/+ +/+

Personal sales +/+ +/+

Public relations +/+ +/+ +/- +/+

Sales promotion o o

Direct response +/+ +/+

Events and Sponsorships +/- +/- +/-
+/+=stated as a good alternative and used by the company as it is an important part of marketing 
        communications/stated as a good alternative and an important part of marketing communications
+/-=stated as a good alternative but not used by the company/stated as a good alternative but not an 
        important part of marketing communications
o=depends on the situation

Advertising is regarded as a good communication tool by both company and customer. The 
company uses advertising to create awareness amongst a lot of people and all three customers 
agree on that it is the main advantage with this important tool.

Only the company and customer three thinks personal sales is a good and important 
alternative because it feels more personal and creates relationships. Customer two and three 
thinks that personal sales often is to pushy and annoying.

Public relations is another favourite amongst all four. It is a great way to create credibility but 
they all agree on that it is very difficult to control. They all regard it as an important tool 
except customer two who thinks it is a small part of marketing communications.

Sales promotion on the other hand is not very popular. Laponia Rederi AB and customer three 
do not like it while customer one and two thinks that it can be good in some situations. Often 
because it means cheaper products/services and can stimulate trials.

The company likes direct response and gets support from customer one. They think that it is 
an important and more personal tool and Laponia Rederi AB feels that they can control it 
more. Customer two and three only thinks that direct response is annoying.

Events and sponsorships are appreciated by the company and customer one and three due to 
the ability to find and attract new people, but they do not regard it as important. Customer two 
does not think that events and sponsorships are important or good tools because they can lure 
people into action.

Internet objectives
The company’s and the customers’ views on the Internet are compared in table 5.16.



Kristoffer Ejebro IMC – Connecting Company and Customer –

57

Table 5.16: Cross-case analysis of the company’s and the customers’ opinions on Internet objectives

INTERNET OBJECTIVES CASE ONE CASE TWO
Disseminate information + + + +

Create awareness + + + +

Gather research information + + + +

Create an image + + + +

Stimulate trial + + + +

Improve customer service + + + +

Increase distribution + + + +
+=stated as an objective/characteristic/benefit

Both company and customers thinks that the Internet is a great tool to find and disseminate 
information, and everything is easily accessible.  The company feels that the use of Internet 
makes them handle information in a more effective way.

Laponia Rederi AB thinks the Internet can create awareness and that is something they try to 
accomplish. The customers agree and add that the Internet can create awareness amongst 
people that other tools have difficulties to reach.

As the Internet contains a lot of useful information they all think that it makes it easier to 
gather research information. The company can collect information on both customers and 
other companies while customers can compare different companies.

The company tries to create an image on the Internet, because for some people that is the only 
contact they have with the company. The customers think with the new developments in the 
technological areas that companies can create an image online, as long as it matches the 
overall image.

Since the Internet has made buying so much easier, both the company and the customers feel 
that it can stimulate trials. More products are available, it is easy to order, and the prices are 
often better.

With the use of Internet Laponia Rederi AB has improved their customer service. They 
receive much less phone calls and communications with the customers are more effective. 
The customers add that communications over the Internet is much faster and easier than 
before.

Links and cooperation’s between companies and different sites on the Internet will increase 
the distribution. According to the customers they discover new companies on the Internet all 
the time, companies they would not have discovered otherwise.
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6 FINDINGS AND CONCLUSIONS

This, the final chapter, presents the answers to the three research questions posed in the first 
chapter. The most important findings in the previous chapter are discussed followed by 
general conclusions for each research question separately. The chapter ends with 
implications for theory, management, and future research.

6.1 Research question one: How can the company objectives 
versus the customer benefits of IMC be described?

The findings of this thesis suggest that companies have many different objectives. Objectives 
that are closely tied to each other but also connected to benefits for their customers. The 
choice of objectives will largely influence the company’s marketing communications and 
ultimately how the customers will view the company. Different company objectives generate 
different customer benefits and affect the marketing communications between them.

This company’s marketing communications aim to attract new customers and keep existing 
ones and that leads to an increase in sales and maintains or improves the market share. It is 
also very important for them to convey positive feelings, to place a positive image in the mind 
of the customer. That improves brand recognition and creates a favourable climate for future 
sales. They try to design their marketing communications as effective and efficient as possible 
and to inform and educate the market of their offerings and changes. All this they are hoping 
will generate a competitive advantage against the competition.

The customers acknowledged a number of benefits with integrated marketing 
communications. Good marketing communications will affect the behaviour of the customers 
and also uses the customers as a base when designing marketing communications. Many 
companies will claim that the have the customers in mind when designing their marketing 
communications, but that is not always the true. All forms of contacts must be considered to 
be able to choose the most suitable ones, and then synergy between them must be 
accomplished. That will ultimately lead to better relationships between company and 
customer.

This study shows that three company objectives are more important as they will lead to more 
benefits for the customers. The three objectives are to increase sales, create a competitive 
advantage, and to improve promotional efficiency and they all generate many benefits for the 
customers. These are good objectives for a company if they aim to create as many benefits for 
their customer as possible. But the objectives have to fit the overall strategy of the company 
and other objectives can be better suited for different strategies. Increase sales is a very broad 
objective and requires a lot of work and resources allocated to the marketing communications. 
The same can be said about creating a competitive advantage, which is also broad objective 
that requires the company to be able to convey the unique experience they are offering to the 
customers. These two objectives are crucial for the success of the company. Improve 
promotional efficiency also generates many customer benefits but has more to do with how 
effective the company’s communications efforts are compared to the money and time spent. 
Create or improve brand recognition and create a favourable climate for future sales both have 
connections with four of the five customer benefits and should also be considered as 
objectives by companies. These are similar and focus on giving the customers a nice and 
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positive experience of the company so they want to come back. Having one of these 
objectives often means having the other one as well. To inform and educate the market only 
have small connections with customer benefits. That should only be an objective for a small 
selection of companies in certain situations or if sudden changes within the company have
occurred. To maintain or improve market share is an objective that mostly focuses on getting 
bigger instead of getting better and will not generate many customer benefits. That objective 
will only remove the focus from the customer and only show him/her as a small part of the 
company’s market share.

Conclusions
From the analysis and the discussion concerning the first research question the following 
conclusions have been drawn:

 Company objectives are connected to each other as well as to customer benefits

 The different company objectives will generate different amounts of customer benefits

 To increase sales, create a competitive advantage, and improve promotional efficiency 
are the objectives that have the most impact on customer benefits

 The objectives that generate the most customer benefits are not always the most 
suited; it depends on the overall strategy of the company

6.2 Research question two: How can the intended messages versus 
the received messages of IMC be described?

There are many aspects to consider when designing a message, both regarding the structure 
and the execution. What the companies thinks and likes does not always match the customers’
preferences. Even if they intend to create a certain message the customers can receive it as a 
completely different message. How a company design their messages affect their marketing 
communications and ultimately how their relationships with their customers will be. 

In this study the company want their messages informative, yet simple and easy to 
understand. People should only have to be exposed to the message once and yet be able to 
obtain all information. Another important aspect for the company is to focus on what they 
offer, not their competition, and convey a positive image of it. People should have positive 
feelings connected to the company and therefore they only use one-sided positive messages. 
The combination of verbal and visual information is also considered important; they always 
try to use pictures in their messages. That leads to less verbal information is needed, and the 
messages can be kept shorter and simpler. In the area of message execution they use four 
different alternatives, the straight sell or factual message, the slice of life execution, messages 
with personality symbols, and combinations. Naturally, they regard these four as good 
alternatives, else they would not use them, but they also see demonstrations, testimonials, 
fantasy, dramatizations, and humor as good alternatives. Due to the nature of the company 
and the market they do however not use these alternatives as they feel that is does not fit their 
offering. They also see benefits with the comparison execution, but that depends on the 
situation. There were only two alternatives the company did not like, messages with 
scientific/technical evidence and animation.
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According to the customers the most important parts when structuring a message are order of 
presentation, conclusion drawing, and verbal versus visual message. They have different 
opinions on how to structure the order of presentation and the conclusions drawing, but they 
agree that it is an important aspect when creating the message. When using visuals in 
messages they all feel that less verbal information is needed; it will create better and more 
effective messages. Their opinions differ slightly on refutation in messages, according to them 
it creates more credibility and all except one customer think that it is an important part when 
structuring a message. She thinks that the importance depends on the situation. Message 
sidedness and one-sided positive messages especially are not appreciated, except for one 
customer. The other two want their messages to display both sides, because no 
product/service can be all positive, and that makes the messages more trustworthy. Their 
views on message execution show a number of differences but also similarities. The analysis 
shows that the all think that straight sell or factual message, demonstrations, personality 
symbols, fantasy, dramatizations, humor, and combinations are good alternatives. Other good 
alternatives according to the customers, only one thinks that it depends on the situation, are 
scientific/technical evidence, the slice of life execution, and animation. Testimonials can be 
good in certain situations says two of the customers while only one think that comparisons 
and fantasy is a good alternative, and only in the right situation.

The company and customer share more similar opinions regarding message structure than 
message execution. Both company and customer think that the order of presentation, 
conclusion drawing, and verbal versus visual messages all are important parts when 
structuring a message. So these are the aspects most important to be considered when a 
company is structuring a message. The company also thinks that message sidedness is 
important but only one customer agrees as she likes one-sided messages. On the other hand all 
three customers appreciates refutation in messages, it increases the credibility of the message, 
although one customer adds that it depends on the situation. The company has always used 
one-sided messages and do not like refutational messages. The analysis of message execution 
brings forth a couple of important findings. Both company and customers see straight sell or 
factual messages, demonstrations, personality symbols, dramatizations, humor, and 
combinations as good alternatives. But the analysis also shows that the company are not using 
all those alternatives, they are at the moment using straight sell or factual messages, 
personality symbols, and combinations. They are also using the slice of life execution and the 
customers are more or less positive about that alternative, only one thinks it depends on the 
situation. The company also likes testimonials and fantasy in messages, something that the 
customers do not agree on, only one and two customers think it can be good in the right 
situation. The customers on the other hand likes scientific/technical evidence and animations 
in messages, only one think that it is only good in some situations, but the company do not see 
those as good alternatives. And finally, comparisons, that the company and one customer see 
as good alternatives but it depends on the situation.

Conclusions
The analysis and discussion focusing on the second research question has lead to a number of 
general conclusions:

 The company’s and customers’ opinions differ more on message execution than 
message structure.

 The most important aspects of message structure are the order of presentation, 
conclusion drawings, and verbal versus visual messages.
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 Straight sell or factual message, demonstrations, personality symbols, dramatizations, 
humor, and combinations are all alternatives that are positive for both company and 
customer.

 Although some alternatives are regarded as good alternatives by the company it does 
not mean that they automatically use it, if must fit the company and their offering.

6.3 Research question three: How can the used tools versus the 
preferred tools of IMC be described?

There are different strengths and weaknesses with the different marketing communication 
tools and they are all effective in certain situations. Some of them are more popular to the 
company as they generate more benefits for them. Other tools are more beneficial for the 
customers and thus making these more popular among them. The choice of tools is very 
important and plays a major part in how a company’s marketing communications will look 
like.

The company see advertising, personal sales, public relations, direct response, and events and 
sponsorships as good alternatives. Only sales promotion was disliked by the company making 
them almost support the whole theory. They regard those five alternatives as good but only 
use four of them; they do not use events or sponsorships as they feel that it does not fit their 
marketing communications. Advertising is their most used communication tool and it creates 
a lot of awareness and makes it easier to spread their messages. To improve their relationships 
with the customers they use personal selling, or personal sales, as both company and customer 
can establish a dialogue. Public relations is something the company would like to see more of, 
as it has a greater credibility than paid marketing communications, but it is very hard to 
control for a small and private company. Direct response on the other hand is a tool that they 
can control, it is a personal tool and it often finds the right target. Their use of the Internet has 
also increased and it generates a number of advantages for the company, they even want to 
increase their Internet use in the future. With the Internet both the company and their 
customer can collect information much easier and quicker than traditional tools, the Internet 
disseminates information. The company also think that the Internet creates additional 
awareness, and that it is easier to control than many other tools. Research information is very 
easy to find and collect, both on customers and on the competitions offerings. The Internet 
can also display an image, as long as it matches the off-line image of the company and it 
stimulates trials, mostly because everything is available one click away for cheap prices. The 
customer service is also improved according to the company as not as many customers now 
have to call or visit them personally. Finally, they feel that the Internet increases the 
distribution with the many links, portals, and cross-promotion available on the Internet.

The best marketing promotions tools, and regarded as good alternatives, according to the 
customers are advertising and public relations. They like advertising as it is an excellent tool 
to create awareness and public relations has great credibility. All three also see advertising as 
important and two out of three think public relations are. Events and sponsorships are also 
regarded as a good alternative as two customers think they are a good alternatives, although 
they do not see them as important. Events and sponsorships can attract new customers and 
will grow more and more popular. Personal sales and direct response are not so popular as 
only one customer think that they are good alternatives and important tools. The other two 
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regard those tools as pushy and annoying. The customers are most negative to sales promotion 
as only two of them feel that it can be good in certain situations. All three are very positive to 
the increasing use of Internet and the benefits it generates. The Internet contains a lot of 
information that is easy to get access to according to them. It also creates awareness and is 
able to reach targets the ordinary tools can not reach. As the Internet is full of all kinds of 
information it is easy to gather research information; nowadays almost all information is 
stored digitally. All three of them also see the Internet as a way to reinforce the image of a 
company and strengthen their image towards the customers. More benefits for the customers 
are that it can simulate trials, products are always available to cheap prices, and improve 
customer service. The customers no longer need to call or visit the company to get their 
questions answered; communications over the Internet are quicker and more effective. The 
last objective supported by the customers is that the Internet improves distribution; websites 
can link to each other directing new people to companies.

The best tools according to both company and customers are advertising and public relations. 
Both company and customer regard them as good and important alternatives, except one 
customer who do not agree on the importance of public relations. The company is using these 
two tools at the moment because it creates a lot of awareness and increases the credibility and 
according to the analysis that is something they should continue to do. They are also 
regarding personal sales and direct response good and important alternatives and therefore 
using them, as those are more personal tools and can establish relationships. The customers
however do not agree as only one of them sees those as good and important tools, they feel 
that it can be too personal and annoying. The company also likes events and sponsorships 
although they are not using them, and gets support from two of the customers. According to 
them events and sponsorships can be the way to attract new customers. Sales promotion is 
once again the least popular alternative with the company and one customer dislike it. The 
other two customers feel that it can be effective in some situations. The Internet is very 
popular amongst both company and customers. The use of Internet can provide many benefits 
for both the company and its customers according to the analysis.  It is a great place to spread 
and collect information, and all the information is always accessible. The Internet is also a 
great tool to create awareness as it can reach new people other tools can not reach.  As already 
mentioned the Internet is a great way to collect important information such as research 
information. That helps companies to collect information on their competitors as well as their 
customers while the customers can compare the competition to each other. Companies can 
also use the Internet to create or strengthen their image, bit it must match their overall image 
or else it will confuse the customers. According to the analysis the Internet can also stimulate 
trials; as buying is made much simpler and often only requires a few mouse-clicks and a 
credit card. With the Internet there is no longer need for the customers to call or visit the 
company as they can communicate more easily and quicker over the Internet. That helps save 
resources such as time and money for the company. Finally they all agree on that the 
distribution is increased with the use of Internet as relationships can be formed and links 
exchanged. People visiting one site can be redirected or end up at another site trough different 
links and banners.

Conclusions
The following conclusions have emerged from the analysis and discussion concerning the 
third research question:

 Companies is overall more positive to the different marketing communications tools 
than the customers
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 The best tool for both company and customer is advertising, closely followed by 
public relations

 The Internet is appreciated by both company and customers and can be a very 
effective marketing communication tool

 The use of Internet can provide many benefits for both company and customers if 
implemented right

6.4 Implications for management

The purpose of this thesis was “to gain a deeper understanding of how IMC is used in 
companies” and this section contains a number of suggestions for companies using IMC or 
companies that simply want to use a customer-based approach. The implications are derived 
from the empirical data, analysis, and the discussion previously done in this chapter.

Companies have to thoroughly consider which objectives to set and really make sure that they 
match the company, their offerings, and their overall strategy. The different objectives are 
connected to each other but also to a number of customer benefits. A good mix contains 
objectives that fit the company but also generates appropriate benefits for the customers. 
Company objectives that are connected to many customer benefits are to increase sales, to 
create a competitive advantage, and to improve promotional efficiency. If these objectives fit 
the company it will provide their customers with many benefits which can lead to long and 
successful relationships.

When designing a message the companies must consider both the message structure and the 
message execution. The most important parts when designing the message structure are the 
order of presentation, conclusion drawings, and verbal versus visual messages. Companies 
have to put in a lot of effort when considering these three parts and make sure they structure 
the messages the way their customer wants. The message execution can be done in many 
different ways and people have different tastes in what they like and dislike. Message 
executions that are positive for both company and customer are the straight sell or factual 
message, demonstrations, personality symbols, dramatizations, humor, and combinations. But 
as with the objectives, the structure and execution of the messages must fit the company and 
the overall strategy.

For the message to reach the customers the companies have to choose the appropriate tools. 
The appropriate tools reach the right customers, but different customers appreciate different 
tools. Companies must get a clear picture of which their customer are and then choose the best 
suited tools to be able to reach them. The most popular tools, and the tools both company and 
customer are positive about, are advertising and public relations. Internet is a new tool that 
sees greater use everyday, and is a fundamental part of IMC. It is a tool or medium that is 
appreciated by company and customer and can generate many benefits for both; therefore it is 
a very effective marketing tool.

6.5 Implications for theory
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This thesis has looked on IMC from both the company and customers point of view to get a 
deeper knowledge how IMC can be used in companies. The three research questions stated in 
this thesis was connected to company objectives/customer benefits, messages of IMC, and the 
tools of IMC. This thesis both supports existing theories, found connections between theories, 
and disagrees with theories. In research question one the empirical data supported both 
theories and found connection between them, connections between company objectives and 
customer benefits. Research question two, regarding the messages of IMC, showed some 
support for the theories; mostly on the message structure. Research questions three, focusing 
on the tools of IMC, showed massive support for the theory regarding Internet objectives. The 
company and customers also supported the classic tools to a certain degree. In conclusion, this 
thesis both strengthens the theories and showed new findings. With the comparisons between 
the theories and the empirical data followed by the discussion this thesis has reached its 
purpose.

6.6 Implications for future research

This thesis has focused on IMC, a relatively new concept that has not seen to much research. 
Earlier research has often been from either the company or the customer point of view, but 
this thesis has looked at them both combined. But due to time limit and other restrictions 
certain demarcations has been done such as only looking at a small company and only using 
three potential customers. During the work on this thesis different topics and issues appeared 
that this thesis does not cover but could be interesting for future research:

 Investigate how companies that do not use IMC can implement it

 Do more research on different customer segments and their connections to IMC

 Explore the disadvantages with the use of IMC, for both company and customer

 Focus on the effectiveness of IMC, how the outcome can be measured

 Use a larger sample selection, either more companies or more customers

 Focus more on the use of Internet as it is a most important tool of IMC
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APPENDIX A: INTERVIEW GUIDE – ENGLISH VERSION

Company

Background information

Name of the company:

Size of the company:

The company’s main market:

Name of the respondent:

The respondents position at the company:

The respondents past education/experience in marketing:

RQ 1: How can the company objectives of IMC be described?

General questions

Opinions about objectives and advantages of marketing communications?

Experiences of marketing communications?

Why does the company use marketing communications?

When and how frequent are the company using marketing communications?

Is marketing communications important to you?

Detailed questions

Company objectives

Do marketing communications affect your sales?
 Why/why not?
 Experiences?

Do marketing communications your market share and position in the market?
 Why/why not?
 Experiences?

Do marketing communications affect the market’s brand recognition?
 Why/why not?
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 Experiences?

Do marketing communications affect the climate for your future sales?
 Why/why not?
 Experiences?

Do marketing communications help you inform and educate the market?
 Why/why not?
 Experiences?

Do marketing communications help you to create a competitive advantage?
 Why/why not?
 Experiences?

Do marketing communications improve your promotional efficiency?
 Why/why not?
 Experiences?

Other questions

Anything to add about marketing communications and company objectives?

RQ 2: How can the messages of IMC be described?

General questions

Opinions about the design and use of messages in marketing communications?

Experiences of the design and use of messages in marketing communications?

Is the design of messages in marketing communications important?

Detailed questions

Message structure

Does the order of presentation in a message matter?
 Why/why not?
 Experiences?

Does the content of the message matter? (conclusion drawing)
 Why/why not?
 Experiences?

Does the message sidedness matter?
 Why/why not?
 Experiences?
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Does it matter if the message is a refutational message?
 Why/why not?
 Experiences?

Dos it matter if and how a message uses verbal and visual information?
 Why/why not?
 Experiences?

Message execution

Are messages containing straightforward information good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing scientific/ technical evidence good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing demonstrations good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing comparison good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing testimonials good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing solutions to everyday problems good/not good? (slice of life)
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing animation good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing personality symbols good/not good?
 Why?
 Advantages/disadvantages?
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 Experiences?

Are messages containing fantasy good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing dramatization good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing humor good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages using combinations of the above good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Other questions

Anything to add about the messages of marketing communications?

RQ 3: How can the tools of IMC be described?

General questions

Opinions about choice and use of different tools in marketing communications?

Experiences of choice and use of different tools in marketing communications?

Is the choice of tools in marketing communications important?

Detailed questions

The classic tools

Is the use of advertising good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of personal selling good/not good? (personal sales)
 Why?
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 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of public relations good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of sales promotion good/ not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of direct marketing good/not good? (direct response)
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?


Is the use of events and sponsorships good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Internet (the new tool)

Is the use of Internet good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Can the use of Internet disseminate information?
 Why/why not?
 Experiences?

Can the use of Internet create awareness?
 Why/why not?
 Experiences?

Can the use of Internet help gather research information?
 Why/why not?
 Experiences?
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Can the use of Internet create an image?
 Why/why not?
 Experiences?

Can the use of Internet stimulate trials?
 Why/why not?
 Experiences?

Can the use of Internet improve customer service?
 Why/why not?
 Experiences?

Can the use of Internet increase distribution?
 Why/why not?
 Experiences?

Other questions

Anything to add about the tools of marketing communications?

Customer

Background information

Sex:

Age:

Civil status?

Work:

City:

Own experiences of Laponia Rederi AB:

RQ 1: How can the customer benefits of IMC be described?

General questions

Opinions about advantages of marketing communications?

Experiences of marketing communications?

Is marketing communications important to you?

Detailed questions
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Customer benefits

Do marketing communications affect your behaviour?
 Why/why not?
 Experiences?

Do marketing communications start with the customer instead of the company?
 Why/why not?
 Experiences?

Do marketing communications use any and all forms of contacts?
 Why/why not?
 Experiences?

Do marketing communications achieve synergy and speak with the same voice?
 Why/why not?
 Experiences?

Do marketing communications build relationships?
 Why/why not?
 Experiences?

Other questions

Anything to add about marketing communications and customer benefits?

RQ 2: How can the messages of IMC be described?

General questions

Opinions about the design and use of messages in IMC?

Experiences of the design and use of messages in IMC?

Is the design of messages in IMC important?

Detailed questions

Message structure

Does the order of presentation in a message matter?
 Why/why not?
 Experiences?

Does the content of the message matter? (conclusion drawing)
 Why/why not?
 Experiences?
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Does the message sidedness matter?
 Why/why not?
 Experiences?

Does it matter if the message is a refutational message?
 Why/why not?
 Experiences?

Dos it matter if and how a message uses verbal and visual information?
 Why/why not?
 Experiences?

Message execution

Are messages containing straightforward information good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing scientific/ technical evidence good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing demonstrations good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing comparison good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing testimonials good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing solutions to everyday problems good/not good? (slice of life)
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing animation good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
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Are messages containing personality symbols good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing fantasy good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing dramatization good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages containing humor good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Are messages using combinations of the above good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?

Other questions

Anything to add about the messages of marketing communications?

RQ 3: How can the tools of IMC be described?

General questions

Opinions about choice and use of tools in IMC?

Experiences of choice and use of tools in IMC?

Is the choice of tools in IMC important?

Detailed questions

The classic tools

Is the use of advertising good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
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 Important part of marketing communications?

Is the use of personal selling good/not good? (personal sales)
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of public relations good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of sales promotion good/ not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Is the use of direct marketing good/not good? (direct response)
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?


Is the use of events and sponsorships good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Internet (the new tool)

Is the use of Internet good/not good?
 Why?
 Advantages/disadvantages?
 Experiences?
 Important part of marketing communications?

Can the use of Internet disseminate information?
 Why/why not?
 Experiences?

Can the use of Internet create awareness?
 Why/why not?
 Experiences?
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Can the use of Internet help gather research information?
 Why/why not?
 Experiences?

Can the use of Internet create an image?
 Why/why not?
 Experiences?

Can the use of Internet stimulate trials?
 Why/why not?
 Experiences?

Can the use of Internet improve customer service?
 Why/why not?
 Experiences?

Can the use of Internet increase distribution?
 Why/why not?
 Experiences?

Other questions

Anything to add about the tools of marketing communications?
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APPENDIX B: INTERVJUGUIDE – SVENSK VERSION

Företag

Bakgrundsinformation

Företagets namn:

Företagets storlek:

Företagets huvudsakliga bransch:

Respondentens namn:

Respondentens position på företaget:

Respondentens tidigare utbildning/erfarenhet inom marknadsföring:

Forskningsfråga 1: Hur kan företagens mål med IMC beskrivas?

Övergripande frågor

Vilka åsikter har ni om mål/fördelar med marknadskommunikation?

Vilka erfarenheter har ni av marknadskommunikation?

Varför använder ni marknadskommunikation?

När och i vilken utsträckning använder ni er av marknadskommunikation

Är marknadskommunikation viktig för er?

Detaljerade Frågor

Företagets mål

Har marknadskommunikation någon inverkan på er försäljning?
 Varför/varför inte?
 Är det en målsättning för er?

Har marknadskommunikation någon inverkan på er marknadsandel och position på 
markanden?

 Varför/varför inte?
 Är det en målsättning för er?

Har markandskommunikation någon inverkan på ert varumärke?
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 Varför/varför inte?
 Är det en målsättning för er?

Har marknadskommunikation någon inverkan på er framtida försäljning?
 Varför/varför inte?
 Är det en målsättning för er?

Har marknadskommunikation någon inverkan på marknadens kunskaper om er?
 Varför/varför inte?
 Är det en målsättning för er?

Skapar marknadskommunikation någon fördel för er gentemot resten av marknaden? 
 Varför/varför inte?
 Är det en målsättning för er?

Skapar marknadskommunikation en effektivare marknadsföring?
 Varför/varför inte?
 Är det en målsättning för er?

Övriga Frågor

Har ni något att tillägga kring marknadskommunikation och mål med användandet?

Forskningsfråga 2: Hur kan meddelanden inom IMC beskrivas

Övergripande Frågor

Vilka åsikter har ni om utformning och användande av meddelanden inom 
marknadskommunikation?

Vilka erfarenheter har ni av utformning och användande av meddelanden inom 
marknadskommunikation?

Är utformningen av meddelanden inom marknadskommunikation viktig för er?

Detaljerade Frågor

Struktur på meddelanden

Har utformningen och ordningen av texten/presentationen i ett meddelande någon betydelse?
 Varför/varför inte?
 Något ni funderat kring?

Har innehållet i texten/presentationen i ett meddelande någon betydelse?
 Varför/varför inte?
 Något ni funderat kring?

Har det någon betydelse om texten/presentationen i ett meddelande är enbart positiv?
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 Varför/varför inte?
 Något ni funderat kring?

Har det någon betydelse om texten/presentationen i ett meddelande både är positiv och 
negativ där de positiva framhävs?

 Varför/varför inte?
 Något ni funderat kring?

Har det någon betydelse om och hur meddelandet innehåller ord och bild?
 Varför/varför inte?
 Något ni funderat kring?

Genomförandet av meddelanden

Är meddelanden med vanlig enkel information bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är meddelanden med teknisk data och undersökningar bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är demonstrationer i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är jämförelser med konkurrenter i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är rekommendationer från andra personer i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är visandet av hur produkten/tjänsten kan användas till att lösa vardagliga problem i 
meddelanden bra/mindre bra?

 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är animationer och tecknade figurer i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
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Är användandet av återkommande figurer, personer eller personliga symboler i meddelanden 
bra/mindre bra?

 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är användandet av fantasi och ”overkliga situationer” i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är dramatisering i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är användningen av humor i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Är kombinationer av ovanstående i meddelanden bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?

Övriga Frågor

Har ni något att tillägga om meddelanden inom marknadskommunikation?

Forskningsfråga 3: Hur kan användandet av olika verktyg inom IMC 
beskrivas?

Övergripande Frågor

Vilka åsikter har ni kring val och användande av olika verktyg inom 
marknadskommunikation?

Vilka erfarenheter har ni kring val och användande av olika verktyg inom 
marknadskommunikation?

Är val av verktyg inom marknadskommunikation viktigt för er?

Detaljerade Frågor

De Klassiska Verktygen



Kristoffer Ejebro APPENDIX

Är användandet av annonsering bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av personlig försäljning bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av public relations (PR) bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av sales promotion bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av direkt marknadsföring bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av tillställningar och sponsring bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Är användandet av Internet bra/mindre bra?
 Varför?
 Är det något ni har använt? Varför/varför inte?
 Fördelar/nackdelar?
 Viktigt del av eran marknadskommunikation?

Internet (Det nya verktyget)

Kan användandet av Internet förenkla spridandet av information?
 Varför/varför inte?
 Är det en målsättning för er?
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Kan användandet av Internet skapa medvetenhet/uppmärksamhet?
 Varför/varför inte?
 Är det en målsättning för er?

Kan användandet av Internet förenkla insamling och användandet (undersökningar, databaser) 
av data? 

 Varför/varför inte?
 Är det en målsättning för er?

Kan användandet av Internet skapa en bild (image) av företaget?
 Varför/varför inte?
 Är det en målsättning för er?

Kan användandet av Internet locka till provköp?
 Varför/varför inte?
 Är det en målsättning för er?

Kan användandet av Internet förbättra kundservicen?
 Varför/varför inte?
 Är det en målsättning för er?

Kan användandet av Internet förbättra distributionen?
 Varför/varför inte?
 Är det en målsättning för er?

Övriga Frågor

Har ni något att tillägga om de olika verktygen inom marknadskommunikation?

Kund

Bakgrundsinformation

Kön:

Ålder:

Civilstånd:

Arbete:

Ort:

Egna erfarenheter av Laponia Rederi AB:

Forskningsfråga 1: Hur kan kundens fördelar med IMC beskrivas?
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Övergripande frågor

Vilka åsikter har ni om fördelar med marknadskommunikation?

Vilka erfarenheter har ni av marknadskommunikation?

Är marknadskommunikation viktig för er?

Detaljerade Frågor

Kundens Fördelar

Upplever ni att marknadskommunikation har någon inverkan på erat beteende?
 Varför/varför inte?
 Erfarenheter?

Upplever ni att marknadskommunikation utgår från kunden istället för från företaget?
 Varför/varför inte?
 Erfarenheter?

Upplever ni att markandskommunikation använder alla sorters kontaktmöjligheter?
 Varför/varför inte?
 Erfarenheter?

Upplever ni att marknadskommunikation är synkroniserad och säger samma sak?
 Varför/varför inte?
 Erfarenheter?

Upplever ni att marknadskommunikation skapar och förbättrar relationer mellan kund och 
företag?

 Varför/varför inte?
 Erfarenheter?

Övriga Frågor

Har ni något att tillägga kring marknadskommunikation och fördelar med användandet?

Forskningsfråga 2: Hur kan meddelanden inom IMC beskrivas

Övergripande Frågor

Vilka åsikter har ni om utformning och användande av meddelanden inom 
marknadskommunikation?

Vilka erfarenheter har ni av utformning och användande av meddelanden inom 
marknadskommunikation?

Är utformningen av meddelanden inom marknadskommunikation viktig för er?
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Detaljerade Frågor

Struktur på meddelanden

Har utformningen och ordningen av texten/presentationen i ett meddelande någon betydelse?
 Varför/varför inte?
 Erfarenheter?

Har innehållet i texten/presentationen i ett meddelande någon betydelse?
 Varför/varför inte?
 Erfarenheter?

Har det någon betydelse om texten/presentationen i ett meddelande är ensidigt positiv?
 Varför/varför inte?
 Erfarenheter?

Har det någon betydelse om texten/presentationen i ett meddelande både är positiv och 
negativ där de positiva framhävs?

 Varför/varför inte?
 Erfarenheter?

Har det någon betydelse om och hur meddelandet innehåller text/tal och bild?
 Varför/varför inte?
 Erfarenheter?

Genomförandet av meddelanden

Är meddelanden med vanlig enkel information bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter

Är meddelanden med teknisk data och undersökningar bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är demonstrationer i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är jämförelser med konkurrenter i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är rekommendationer från andra personer i meddelanden bra/mindre bra?
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 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är visandet av hur produkten/tjänsten kan användas till att lösa vardagliga problem i 
meddelanden bra/mindre bra?

 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är animationer och tecknade figurer i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är användandet av återkommande figurer, personer eller personliga symboler i meddelanden 
bra/mindre bra?

 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är användandet av fantasi och ”overkliga situationer” i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är dramatisering i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är användningen av humor i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Är kombinationer av ovanstående i meddelanden bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?

Övriga Frågor

Har ni något att tillägga om meddelanden inom marknadskommunikation?

Forskningsfråga 3: Hur kan användandet av olika verktyg inom IMC 
beskrivas?
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Övergripande Frågor

Vilka åsikter har ni kring val och användande av olika verktyg inom 
marknadskommunikation?

Vilka erfarenheter har ni kring val och användande av olika verktyg inom 
marknadskommunikation?

Är val av verktyg inom marknadskommunikation viktigt för er?

Detaljerade Frågor

De Klassiska Verktygen

Är användandet av annonsering bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Är användandet av personlig försäljning bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Är användandet av public relations bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Är användandet av sales promotion bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Är användandet av direkt marknadsföring bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Är användandet av tillställningar och sponsring bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
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 Viktig del av marknadskommunikation?

Internet (Det nya verktyget)

Är användandet av Internet bra/mindre bra?
 Varför?
 Fördelar/nackdelar?
 Erfarenheter?
 Viktig del av marknadskommunikation?

Kan användandet av Internet förenkla spridandet av information?
 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet skapa medvetenhet/uppmärksamhet?
 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet förenkla insamling och användandet (undersökningar, databaser) 
av data? 

 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet skapa en bild (image) av företaget?
 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet locka till provköp?
 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet förbättra kundservicen?
 Varför/varför inte?
 Erfarenheter?

Kan användandet av Internet förbättra distributionen?
 Varför/varför inte?
 Erferanheter?

Övriga Frågor

Har ni något att tillägga om de olika verktygen inom marknadskommunikation?


