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Abstract

In order to be successful on the market, besides having a good and available
product with acceptable price, a company must establish communication with its
clients in order to promote this product. The communication is achieved through the
promotion, that is, through promotional or communication mix.

As a result of the increased communication needs between the company and its
environment, the concept of integrated marketing communications has been devel-
oped recently. Accepting this concept in the business world results in choosing a
strategy for complete marketing integration directed towards identifying how the com-
pany and its products can best help the consumers in satisfying their needs. This
concept also includes establishing feed back communication from the customers to
the company with the purpose of assessing the reactions, attitudes and effects from
the promotional activities.

Successful and effective communication between the company and the clients
can be achieved by possessing expertise and knowledge on how to properly use the
elements that comprise the communication process and their phases. When designing
the integrated marketing communication process one must take into consideration the
significance and the role of each element and each phase in the process. These roles
are different for each given case and scenario, therefore the need of choosing and
emphasizing the right element and the right phase which will lead to accomplishing the
communication’s aim in the most optimal way.
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Introduction

Every company’s main marketing aims refer to four business areas:
- Development of a good product, that fully satisfies customers needs, re-

quests and preferences,
- Setting up acceptable price,
- Availability of the product and
- Good promotion through communication with the current and potential cli-

ents.
The above mentioned business areas represent the instruments of the marketing

mix, and their joint operation/action contributes for the company’s successful market
positioning. Each of these instruments has its importance and specific role when
deciding on the marketing strategies and accomplishing the aims of the company.
These instruments do not act independently – when we talk of them, we talk of the
importance of the marketing mix of the promotional activities, which represents the
integrated marketing communication. In order to have successful market penetration,
besides having a good quality product, with acceptable price and good accessibility,
company needs to work towards its promotion through establishing good communi-
cation with the clients.

The promotion itself, that is, the marketing communication, is a complex sys-
tem that integrates several instruments: advertising, sales promotion, public relations,
personal sales and direct marketing. In the literature and in the practice the coordinat-
ed activities of the promotional instruments are called promotional or communication
mix. In a broader sense, we talk about integrated marketing communication by ac-
cepting the opinion that the other marketing mix instruments (product, price, chan-
nels) also contribute in the company’s communication with the environment. Having
this in mind, all marketing communication activities have to be planned, organized and
in accordance primary with the promotional mix, and secondary with the other mar-
keting mix instruments, which contributes the most in accomplishing company’s goals.

Interpretations about the role and the significance of the promotion, the promo-
tional mix and the integrated marketing communications have evolved over time. The
modern opinions view the integrated marketing communications as a continuing proc-
ess that has several interactive and integrated phases that enable the company’s com-
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munication with the environment (current and potential customers, business partners,
the society etc.).

1. PROMOTION, PROMOTIONAL MIX AND
INTEGRATED MARKETING COMMUNICATIONS

The promotion, as marketing mix instrument, is “a way of continuous commu-
nication of the company with the customers“.1) The communication is implemented
through the different areas (instruments) of the promotion that influence the creation
of products’ and company’s positive image through constant information, persuasion
and reminding, which contribute towards building the trust, the fondness and the
loyalty of the customers.

With time it was obvious that the desired effect can not be obtained with sepa-
rate and isolated actions of the promotional instruments. That led to acceptance of the
concept of the promotional mix. The promotion should be understood as a complex
system, i.e. promotional mix, which, due to its function, is also called communication
mix or mix of the marketing communications. The company is achieving its promo-
tional and marketing aims through the promotional mix. According to Kotler, the pro-
motional mix is comprised of the following five instruments: 2)

- Advertising – all paid forms of group presentations and promotions of ide-
as, products and services by certain sponsor,

- Personal sales – personal presentation by the company’s sales personal aiming
to achieve sales and build customers relations,

- Promotion of sales – short-term motivations in order to increase buying or
selling products and services,

- Public relations – building good relations with different public groups through
good publicity, positive image and dealing with unfavorable rumors, stories
and events, and

- Direct marketing – direct contacts with carefully targeted individual con-
sumers in order to achieve instant reaction and to maintain long-term cus-
tomers’ relations by using telephone, mail, e-mail, Internet, fax and other
means for direct communication.

In the recent years, the same author is adding three more instruments to the
original group of five. These three new instruments also contribute to the increasing
of the marketing communication effects: 3)

1) Milisavljeviæ d-r M.(1997): pg. 392.
2) Kotler F., Armstrong G., Saunders X., Vong V. (2004): pg. 631.
3) Kotler F., Keler K. (2009): pg. 520.
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- Events and experiences – activities and programs sponsored by the compa-
ny designed to create every-day or specially initiated ties between the brand
and the potential customers,

- Interactive marketing – on-line activities and programs designed for direct
or indirect customers’ influence in order to raise their awareness and pro-
mote the image of the company’s products and services, and

- Word of mouth marketing – oral, written or electronic communications
between people, that refer to the values or experiences related to the pur-
chase or use of the products and the services of the company.

As a result of the increased importance and application of the company’s com-
munications with its environment, lately the (so called) concept of integrated market-
ing communications has been developed. According to this concept “the company
carefully integrates and coordinates many communication channels with aim to con-
vey clear, consistent and attractive message about the organization and its products“.
4) In the business world the acceptance of this concept results with selection of a
strategy for complete marketing integration that shows how the company and its
products can help the customers in satisfying their needs. This concept also includes
establishing feed-back communication in order to understand the reactions and the
attitudes and to measure the effects from the promotional activities. This concept and
strategy give advantage to the company from its competitors.

2. INTEGRATED MARKETING COMMUNICATION
PROCESS

The integrated marketing communication is a process that establishes continu-
ous feedback between the company and its clients’ different specific segments. The
main aim is to influence the customers’ behavior in several areas: to be familiar with
the company and its products, to make purchase decision, to utilize the product and to
build loyalty. In order for the company to know if it is on good track of achieving the
above mentioned aim, good feedback channels need to be established. They will help
evaluate the clients’ reactions (information receivers) on the messages sent to them.

The literature refers to two models of the communication process: macro-mod-
el and micro-model. According to the integrated marketing communication concept
these two models need to be concurrently utilized. 5)

According to the macro-model, successful and effective communication can be
established between the company and its clients by recognizing and properly utilizing
the nine elements of the communication process:

4) Kotler F., Armstrong G., Saunders X., Vong V. (2004): pg. 635.
5) Kotler F., Keler K. (2009): pg. 523.
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Sender – side that is sending the message to the other partner (also called
source or communicator),

Coding – process of transferring the idea with symbols,
Message – sum of symbols send by the sender,
Media – communication channels that are transferring the message from the

sender to the recipient,
Decoding – process of recipient’s explanation of the meaning of the sender’s

symbols,
Recipient – the side that receives the message (also called audience or destina-

tion),
Response – sum of recipient’s reactions after getting certain message,
Feedback / information – part of the recipient’s response intended for the

sender,
Interruptions – unplanned pause, stagnancy or distortion of the message in

the communication process which results in delivering different message
than the initially sent.

Coding of the message is crucial for the successful communication. It should
be done in accordance with the decoding possibilities of the recipient. The company –
sender should know its target group, to know the media this group uses, to take into
consideration its decoding methods and to develop feedback channels in order to
evaluate the reactions from the message.

The marketing communication micro-model refers to the modalities of the cus-
tomers responses to the received messages (direction market-company) which are
sent by the marketing communication macro-model (direction company-market). There
are many opinions about the intensity and the level of acceptance of the company’s
messages by the consumers. They all have in common that the initial phase begins
with attention attraction, i.e. being aware of the message, than showing interest for
assessment and establishing attitude, and ending with purchasing the product of the
message sending company. According one of the models, the following is the hierar-
chy of the effects from the integrated marketing communication activities on the
customers: awareness, knowledge, empathy, preference, persuasion and procure-
ment.6)

The process of passing from one phase to next is complex one, and the basic
aim of the integrated marketing communications is reaching the last phase: to attract
as many customers as possible to reach the last phase and purchase the product. That
is why it is essential to have permanent researches and data to determine the number
of customers and the phase of the communication acceptance process they are in.

6) Kotler F., Keler K. (2009): pg. 524.
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That helps to determine the effects of the marketing communications and to be able to
create (design) a campaign that will send the right message, on the right place, in the
right time, to the right customers.

3. PHASES IN THE INTEGRATED MARKETING
COMMUNICATION PROCESS

The integrated marketing communication process has several phases: (1) iden-
tification of the target group, (2) determining the communication aim, (3) creating the
message, (4) choosing the communication channels, (5) creation of the promotional
budget, (6) decision on the promotional mix, (7) assessment/evaluation of the promo-
tional results and (8) management and coordination of the entire marketing communi-
cation process. 7)

Each of these phases has its own specifics and importance for the success of
the communication and the promotion. Skipping a phase or not paying enough atten-
tion may endanger the desired effects. The following text gives short overview of
each of the phases in the process of the development of the communication and
promotion program.

3.1. Identification of the target group

In the first phase the company should determine who is it addressing, i.e. the
target group. It can be composed of the current or the potential customers, of the
purchase decision makers or those who influence the decisions etc. In any case, all
further decisions and actions in the next phases of the communication will depend on
the identified target group.

Determining the target group is of great importance for the entire communica-
tion process. Therefore, it has to be done based on several researches on the familiar-
ity of the target group with the company, its products and the competition. Knowing
the image the company has and the level of affection customers have for its products
will determine the content of the messages that will be created.

3.2. Determining the communication aim

After the identification of the target group, next step is to determine the commu-
nication aim. Here there is no dilemma, as the aim of all marketing activities, which
include the integrated marketing communication, is the purchase. In order to reach

7) Kotler P. (1989): pg. 626.
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the purchase act, the customer passes through a decision making process who is
composed of several phases. This is why it is crucial for the marketing agents to
know in which phase are the majority of the customers, so they can tailor the messag-
es in a way that will encourage and inspire purchase decision.

The customers’ behavior differs and depends on the habits, character and the
purchase power of the customers on one side, and on the price, image, characteristics
and other product attributes on the other side. That is why the purchase decision
making process can have more or less phases and can last longer or shorter period of
time. In general, the overall accepted model for this process is that the customer is
passing through the following phases: awareness, knowledge, liking, preference, per-
suasion and purchase.

Having this in mind, the basic aim of the company is to shorten this process
through the communication, to get customers interested in its offer and to motivate
them for purchase.

3.3. Creating the message

The company through the communication message should draw the attention,
keep the interest, create desire and inspire action of the target group. 8) The message
gives answer to the following basic communication questions: what to tell, how to tell
and who should tell. The answers of these questions are given through the content,
the structure, the shape and the source of the message.

Content of the message represents carefully created basic theme, which pro-
motes the usefulness of the product and is motivating the target group to perform
certain action that would benefit the sender of the message. There are three types of
themes: rational, emotional and moral. The marketing agent will select the type de-
pending on the products’ characteristics (quality, design, packaging, labeling, price
etc.) or on the acceptance and reaction to the messages by the target group. For
example, it is considered that the rational themes are most adequate for industrial
products, because their characteristics are most visible and the customer recognizes
and reacts only on concrete and realistic message. Emotional themes are more suc-
cessful when it comes to products for mass use, especially the products whit fashion
or status character.

The structure and the form of the message are important too. Special attention
needs to be paid to the sequence of the presentation – to decide if the main point
should be at the beginning or at the end of the message. Besides, when it comes to the

8) AIDA model (Attention-Interest-Desire-Action) which shows the phases from attract-
ing customer’s attention until the final action, i.e. purchase of the product.
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written media, the title, the text, the pictures, the color, the size and the position are of
importance as well.

Source of the message can be the company itself, the product’s brand, the
seller of the product or the actor-promoter in the advertisement. The source should be
persuasive and well received, because in most of the cases it has determining influ-
ence in initiating reaction from the target group. For example, when it comes to phar-
maceutical products, most acceptable presenter of the message would be a doctor,
for sport products good presenter would be a successful athlete etc.

In order to achieve maximum impact on the target group, the source of the
message should have the following three characteristics: expertise, reliability and at-
traction /charm.

3.4. Choosing the communication channels

The massage is transferred from the company to the target group through the
communication channels. There are two types: personal and general communication
channels.

When using the personal channels, one or two person(s), as the message sourc-
es, communicate directly with individuals from the target group by phone, radio, TV,
mail or Internet, and they establish feedback communication connection. This method
is very useful when it comes to very expensive products that are rarely bought, and
for products that have significant public and status importance.

The media (published, audio-visual, electronic etc.) is a general communication
channel and is transferring the message without making personal contact and without
establishing feedback between the source and the target group. The general commu-
nication channels are widely used and very popular in the practice because they cost
less, and because they also stimulate personal communication through, so called,
public opinion leaders, who transfer the messages, gathered through the general chan-
nels.

3.5. Creation of the promotional budget

Deciding on the budget that will be used for product’s promotion is one of the
most difficult marketing decisions for every company. Promotion budgets will differ
from company to company, from industry to industry. For example, we could gener-
alize that the biggest promotional budgets are in the cosmetics industry, industry for
domestic hygiene products, in the automobile industry, in the telecommunications etc.

When deciding on the level of the promotional budgets, companies use several
methods: arbitrary method, sales percentage method, competitive parity method and
aims and objectives method.
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The arbitrary method allows the promotional budget to be determined in the
most voluntary (subjective) way, depending on the financial strength of the company
and its ability to allocate the desired level of finances. This method neglects the pro-
motion’s effect on the sales level.

The sales percentage method determines the promotional budget as a certain
percentage from the current or the planned sales level or as a percentage from the
selling price of the product. The positive side of this method is the connection be-
tween the promotion expenses, the selling price and the profit by unit product. But the
main disadvantage is the fact that the promotional costs are treated as result from the
sales, so it turns that the promotion is outcome of the sales, and not vice verse – that
the sales are result of the promotion.

The competitive parity method means that the promotional expenses are deter-
mined depending on the competitors’ promotional expenses. The use of this method is
not very good solution – there are big differences between the companies (different
reputation, different financial means, capabilities, aims etc.) and the promotional budgets
should vary.

The aims and objectives method is most acceptable method because it starts
from the defined specific promotional aims and objectives and the tasks needed to be
performed in order to reach those aims and objectives. The budget is based on the
defined tasks. By using this method the company establishes connection between the
expenses and the results of the promotion. At the same time, this method is hardest to
be put into practice because it is not easy to determine which tasks will contribute
towards completion of the set marketing aims and how much should be budgeted for
that. Another problem is allocation of the estimated promotional budget according
certain instruments of the promotional (communication) mix.

Whichever method is used, when determining the promotional budget, the com-
pany should take into consideration several characteristics of its products: the current
phase of the life cycle, use and function of the product (for personal or industrial use),
are they homogenous or differentiated, the frequency of the purchasing etc.

3.6. Decision on the promotional mix

Several factors influence the choice of the promotional instrument that will be
used and its intensity: the nature of the promotional instruments, the market character
of the instrument, the phase of client’s readiness and the life cycle phase of the prod-
uct.

When it comes to products for general use, the advertisement has biggest im-
portance, over the sales promotion, the personal sales and the public relations. For the
industrial products most important is the personal sale, than the sales promotion, the
advertisement and the public relations.
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Promotional instruments have different impact on different phases of the con-
sumer’s readiness to acquire the product. For example, in the first phases from this
process the most important role lies with the advertisement and the public relations,
whereas at a latter stage, the personal sales have greater importance.

If we look at the life cycle of the product, the advertisement and the public
relations contribute the most for introducing the new product to the target group in
the initial phase. Also, in this phase the personal sale is used to a limited extent in order
to encourage the sales network to include the new product into their sales assortment.
In the maturity phase the most important aspect is sales promotion, while in the phase
of declining the use of the promotional instruments decreases.

3.7. Assessment/evaluation of the promotional results

After conducting promotional or communication activity, it is crucial to meas-
ure and asses the results. The aim of the assessment is to determine the effect the
message has on the target group and to gather information that will help for more
efficient and effective future planning and implementation of the promotional activi-
ties.

The research for this aim could be done with inquiry with focus on the follow-
ing elements:

- Do the subjects remember the message,
- How many times have they noticed the message and on which occasions

(which media),
- Which parts of the message they remember most,
- How did they accept / understand the message,
- What was their attitude towards the company and the product before and

after receiving the message,
- Did they bought the product after receiving the message,
- If yes, what is their opinion of the product,
- Did they talk with someone about the product etc.

The future promotional activities of the company will be created based on the
results from these inquiries. If the research shows that the biggest percentage of the
subjects are familiar with the product and big percentage already bought it, but small
percentage is satisfied with its quality, it would mean that the communication program
was good and the company should focus on improving the quality of the product. In
other case, when the subjects are familiar with the product and small percentage
bought it, but the percentage of the satisfied subjects is high, it means that the product
is good, but the promotional campaign was not successful.
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3.8. Management and coordination of the entire marketing
communication process

The promotion is a complex process that needs permanent adequate manage-
ment and coordination because it is a way of continuous communication of the com-
pany with its customers. If not done properly, it causes uncoordinated use of the
communication instruments, irrational budget use, inadequate messaging and poor
effects with the target group.

Recently, so called coordinated marketing communication concept is devel-
oped. According this concept, for the company’s successful communication with the
potential and future customers, several criteria needs to be fulfilled:

- To assign person (manager) responsible for the marketing communications,
who will manage and coordinate all promotional activities,

- To analyze the external situation and the internal capabilities in order to
determine the strengths and weaknesses, and the role and the scope of use
of each promotional instrument, which will serve as a base when determin-
ing their optimal combination,

- To have detailed accounting of all promotional expenses by product, by
promotional instrument, by the product’s life cycle phase and by the ef-
fects, as a base of future more rational budget utilization,

- To coordinate the promotional activities between themselves and with the
other marketing instruments.

This approach enables successful management and coordination of the com-
munication activities, which results in effective efforts of the company and acquiring
relevant and useful information for the customers in the intent of satisfying their
needs.

4. SPECIFICS OF THE INTEGRATED MARKETING
COMMUNICATIONS ON THE FOREIGN MARKETS

When emerging on the foreign markets companies can develop the same mar-
keting communication programs that are used on the national market or can change
them for every local market which is called adjustment of the communications. 9   The
adjustment usually occurs in the segments that can cause misunderstanding with the
target group in certain countries, due to some stereotypes, taboos, habits, perceptions
etc.

   There are always more unknown factors and risks when communicating on
the foreign markets. In order to achieve successful and efficient integrated marketing

9) Kotler F., Keler K. (2009): pg. 683.
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communication on the foreign markets, special attention needs to be paid on the fol-
lowing:

1. To conduct research in order to determine the specifics of the communica-
tion environment. That would encompass the differences in the communi-
cation means and conditions, the target group characteristics, the promo-
tional infrastructure, state regulations about the communications etc.

2. To avoid the danger of message not getting to the target group. This risk is
realistic because of potential lack of some media or certain possible limits or
prohibitions for their use. Besides, even if the message reaches the target
group, there is always a danger of not being understood and received as the
sender intended, due to the language and culture differences. In this case,
the expected communication will not be established and the planned effect
will not occur.

3. The company has to be familiarized with the existent barriers10) for estab-
lishing communication on the foreign markets:

- Legal and tax limitations,
- Symbols and their different meaning in different countries,
- Tradition, as important part of each culture,
- Values and norms, as sum of attitudes and beliefs,
- The language, as direct influencing factor on the strategy and the tactics

of the international marketing communications,
- The literacy, as limiting factor when selecting media and the communi-

cation means,
- The subculture, especially when communicating with market segment

on local and regional level,
- The expenses, which are significantly higher in comparison with the

domestic communication, and
- The national control, which is especially evident in relation with the pro-

motional and communication activities.
All of the above points out on the complexity of the integrated marketing com-

munication process, especially when it comes to the foreign markets, which requires
analytical and scientific approach. It implies preceding researching activities as a base
of creating adequate strategy and tactics which will provide successful and effective
communication with the current and potential customers.

10) According Rakita B.(2005)
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Conclusion

The integrated marketing communication is one of the basics marketing mix’s
instruments, which enables the communication between the company and its environ-
ment (current and potential customers, business partners, society etc.). It represents
a complex system because it integrates five instruments: advertisement, sales promo-
tion, public relations, personal sale and direct marketing.

Successful and effective communication between the company and the cli-
ents can be achieved by possessing expertise and knowledge on how to properly use
the nine elements that comprise the communication process: sender, coding, mes-
sage, media, decoding, recipient, response, feedback / information and interruptions.
For the communication’s success, the sender needs to pay attention to the coding of
the message. The company-sender should precisely know the target group, to know
which media are most appropriate to reach this group, to take into consideration the
decoding style of this group and to develop feed back channels that will help assess
the reaction on the message.

The integrated marketing communication is a continuous process that encom-
passes the following phases: identification of the target group, determining the com-
munication aim, creating the message, choosing the communication channels, crea-
tion of the promotional budget, decision on the promotional mix, assessment/evalua-
tion of the promotional results and management and coordination of the entire market-
ing communication process. The integrated marketing communication activities must
be planned, organized and coordinated first on the promotional mix level, second, on
the level with the other marketing mix instruments. This will enable accomplishing the
company’s aims. Last, but not least is providing the second communication compo-
nent: the opinions, the attitudes and the behavior of the target group (the current and
the potential customers).
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