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Abstract

Integrated marketing communication was first proposed in 1991 by Professor Don E. Schultz in his book
Integrated Marketing Communication, that theory triggered profound revolution in the concept of
marketing and advertising communication. Schultz emphasized that integrated marketing communica-
tion is a management system, whose main content is to carry out information communication activities,
in order to form and maintain good relations with consumers and people who with benefits involved
through communication.

1 Introduction

Integrated marketing communication was first proposed in 1991 by Professor Don E. Schultz in his
book Integrated Marketing Communication, that theory triggered profound revolution in the concept
of marketing and advertising communication. Schultz emphasized that integrated marketing commu-
nication is a management system, whose main content is to carry out information communication
activities, in order to form and maintain good relations with consumers and people who with benefits
involved through communication.

Advertising, public relations, internet marketing, personal selling, sales promotion, and direct
marketing are just a few of the several forms of marketing communication that are intricately
combined in integrated marketing communication (IMC), a strategic strategy, with the aim of
delivering a consistent and harmonised message to specific target audiences (Pahlevi & Nurcahyo,
2022).

IMC is now an indispensable factor that affects the outcomes of marketing strategy, every marketing
activity should be geared towards ensuring that consumers are not just buyers of a particular brand,
but they are loyal to the brand, that is, being committed to the brand. A successful IMC program
requires that marketers find the right combination of communication tools and techniques, define
their roles and to what extend each can be used and also measured (Ekanem et al., 2024).

Organizations are increasingly adopting strategies that reflect broad developments and emerging
trends shaping the future, with particular attention to economic dynamics and the rapidly changing
expectations of stakeholders. In this context, Integrated Marketing Communication (IMC) has become
a critical approach, enabling organizations to deliver consistent, coordinated messages across
multiple channels while adapting to shifts in economic, political, and social environments.
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The growing diversity of labour market requirements and the intensifying level of competition
between organizations have further emphasized the need for cohesive communication strategies. IMC
supports this by aligning internal and external communications, ensuring that branding, messaging,
and stakeholder engagement are unified and effective.

A key element of this evolution is the “bridging strategy,” which focuses on building and sustaining
relationships. Through IMC, organizations integrate various communication tools such as advertising,
public relations, digital media, and direct marketing to create meaningful connections with their
audiences. This integration is made even more crucial by the rapid advancement of information
technology, which continues to expand communication capabilities and channels.

At the same time, the rise in social demand and the increasing influence of individual voices in
decision-making processes have transformed how organizations communicate. Consumers and stake-
holders now expect transparency, engagement, and responsiveness. As a result, IMC plays a vital role
in fostering trust and dialogue, rather than one-way communication.

Consequently, there has been growing interest in the concept of social capital, one of the most
influential ideas across disciplines. Within the IMC framework, social capital is strengthened through
consistent, relationship-driven communication that builds networks, trust, and mutual
understanding between organizations and their audiences.

2 Cohesive marketing

Cohesive Marketing Reinforcement is a core principle within Integrated Marketing Communication
(IMC) that focuses on ensuring all marketing efforts consistently support and strengthen a unified
brand message across every channel and touchpoint.

In today’s fast-changing economic, social, and technological environment, organizations face
increasing competition and more diverse audience expectations. Cohesive marketing reinforcement
addresses this by aligning all communication elements: advertising, public relations, digital
platforms, sales promotion, and direct marketing, so they work together rather than in isolation.

This approach ensures that every interaction a customer has with a brand delivers the same core
message, values, and identity. For example, a company’s social media campaigns, email marketing,
and in-store promotions should not only be visually consistent but also communicate the same tone,
purpose, and value proposition. This consistency reinforces brand recognition and builds stronger
trust with audiences.

Schultz (2019) delineated these processes into six stages: outside-in planning, which prioritises
consumer needs; utilisation of gathered data to determine the most appropriate communication
strategy to fulfil those needs; establishment of a customer-centric database, which assists marketers
in comprehending and forecasting consumer behaviours and in addition facilitates the identification
of appropriate targets; and brand contacts, which necessitate the integration of diverse marketing
communications efforts. Initiate zero-based planning by budgeting and planning according to the
current brand situation and market environment, communicate with one voice to ensure that all
communication tools support the same brand concept, and utilise cross-functional teams to
concentrate efforts on a common objective (Kliatchko & Schultz, 2014).

The rapid growth of information technology and digital media has made cohesive reinforcement even
more important. With consumers engaging across multiple platforms simultaneously, any inconsist-
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ency can weaken brand perception. IMC helps organizations bridge these gaps by integrating

communication strategies and maintaining message clarity across channels.

Additionally, cohesive marketing reinforcement supports relationship-building strategies by creating
a seamless experience for stakeholders. As individual voices become more influential in decision-
making and social demand for transparency increases, organizations must ensure that their
messaging is not only consistent but also authentic and responsive.

Ultimately, cohesive marketing reinforcement contributes to the development of social capital by
strengthening trust, credibility, and long-term relationships. It transforms marketing from a series of
disconnected activities into a unified system that continuously reinforces the organization’s identity
and value in the minds of its audience.

3 Importance of consistency in messaging

Consistency in messaging is a fundamental pillar of Integrated Marketing Communication (IMC),
ensuring that an organization presents a clear, unified voice across all communication channels. In an
environment characterized by rapid technological advancement, shifting consumer expectations, and
intense competition, maintaining consistency is essential for building a strong and recognizable
brand.

One of the primary benefits of consistent messaging is brand recognition. When audiences repeatedly
encounter the same tone, visuals, and core message across platforms such as social media, advert-
ising, websites, and customer service they are more likely to remember and trust the brand.
Inconsistent messaging, on the other hand, can create confusion and weaken brand identity.

Consistency also plays a crucial role in building trust and credibility. Modern consumers are highly
informed and value transparency. When an organization communicates reliably and coherently, it
signals professionalism and authenticity, which strengthens customer confidence and loyalty over
time.

In addition, consistent messaging enhances the effectiveness of marketing efforts. When all
communication tools are aligned, they reinforce one another, creating a cumulative impact rather
than fragmented impressions. This synergy improves the overall efficiency of campaigns and ensures
that resources are used more strategically.

Another important aspect is audience engagement. As individual voices become more influential and
stakeholders expect meaningful interaction, a consistent message helps create a seamless and
relatable experience. It allows organizations to maintain a clear narrative while adapting content to
different platforms and audiences.

Consistency contributes to the development of long-term relationships and social capital. By
delivering reliable and coherent messages, organizations foster trust, encourage loyalty, and build
stronger connections with their audiences. Consistency in messaging is not just about repetition, it is
about alignment, clarity, and reliability. It ensures that every communication reinforces the
organization’s identity, making it more impactful, trustworthy, and competitive in a dynamic market-
place.
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4 Channels to bridge: Traditional, social media, and digital

In Integrated Marketing Communication (IMC), effectively bridging traditional, social media, and
digital channels is essential for delivering a unified and impactful brand message. Each channel plays
a distinct role, but their true strength lies in how well they are integrated to create a seamless
customer experience.

4.1 Traditional channels

These include television, radio, newspapers, magazines, and outdoor advertising such as billboards.
Traditional media remains valuable for reaching broad audiences and building brand awareness. It
often serves as the foundation of a campaign, providing credibility and mass exposure.

4.2 Social media channels

Platforms such as Instagram, Facebook, X (formerly Twitter), and TikTok enable real-time interaction
and engagement with audiences. Social media allows organizations to humanize their brand, respond
to customer feedback, and amplify their message through shares, comments, and user-generated
content. It is especially powerful for building relationships and fostering community.

4.3 Digital channels

Digital marketing leverages highly targeted, measurable channels including websites, email, mobile
apps, and online advertising to personalize messages and drive conversions in real time. By fostering
direct customer relationships through these platforms, organizations can effectively turn engagement
into sales.

Successful digital strategies require bridging these channels through a cohesive, customer-centric
approach that ensures consistent branding across all touchpoints. Furthermore, organizations should
integrate data analytics to inform overall marketing efforts, while using cross-channel promotion,
such as linking traditional media to digital platforms, to enhance overall campaign performance.

e Message Consistency: Maintaining a uniform brand identity across all platforms.

¢ Cross-Channel Promotion: Leveraging traditional media to drive traffic to digital platforms and
amplifying campaigns via social media.

« Data Integration: Using digital analytics to optimize strategies across all marketing channels.

e Customer-Centric Approach: Mapping communication to user behavior for a seamless
experience.

5 Adapting to changing consumer behaviour

The landscape of consumer behaviour has undergone a seismic transformation in the past two
decades. The democratisation of information, and the accelerating pace of cultural change have
collectively dismantled the predictable, linear pathways through which consumers once discovered,
evaluated, and committed to brands. Today's consumer is mobile, multi-platform, perpetually
connected, and deeply sceptical of one-dimensional brand messaging. (Rehman et al.,, 2022; Kliatchko
& Schultz, 2022).

In response to this paradigmatic shift, organisations that persist in deploying siloed, fragmented
communication strategies find themselves at a severe and compounding disadvantage. It is the firm
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and unequivocal position of this paper that Integrated Marketing Communication (IMC) is not merely
a strategic convenience but is, in truth, a non-negotiable imperative for achieving cohesive marketing
reinforcement in the modern era. (Bruhn & Schnebelen, 2020). Specifically, this paper argues that
IMC is the singular most effective framework through which organisations can intelligently adapt to
changing consumer behaviour, thereby cultivating stronger brand identity and more meaningful,
enduring audience engagement. The sub-topic at the heart of this discussion, adapting to changing
consumer behaviour, serves as the crucible in which the value of IMC is most powerfully
demonstrated (Porcu et al.,, 2021). It is here, at the intersection of consumer evolution and brand
communication, that integration ceases to be a tactical preference and becomes an existential
strategic necessity.

5.1 The nature of changing consumer behaviour

5.1.1 From passive audience to active participant

The conventional model of marketing communication operated on a fundamentally passive con-
sumer: one who received messages broadcast through mass media channels and responded accord-
ingly. That model is obsolete. The contemporary consumer is an active, empowered participant in the
brand narrative. Armed with smartphones, social media platforms, review aggregators, and peer
networks, today's consumer does not merely receive messaging; they interrogate, challenge, co-
create, and amplify or undermine it. (Rehman et al., 2022; Kliatchko & Schultz, 2022).

This transition from passive audience to active participant demands a radical reimagining of how
organisations craft and deliver communication. A brand that speaks with inconsistent voices across
channels, or that fails to acknowledge and respond to the multi-directional nature of modern
communication, forfeits the trust and attention of the very consumers it seeks to engage. IMC
provides the structural coherence necessary to meet consumers wherever they are, with a unified
message that reinforces rather than contradicts itself (Bruhn & Schnebelen, 2020).

5.1.2 The demand for personalisation and relevance

Perhaps the most consequential dimension of changing consumer behaviour is the expectation of
personalisation. The era of generalised mass messaging has given way to a consumer culture in which
individuals expect brands to recognise their specific needs, preferences, and contexts. Consumers are
no longer content to be addressed as undifferentiated members of a demographic segment; they
expect to be spoken to as individuals. (Vollero et al., 2019; Bruhn & Schnebelen, 2020)

This expectation creates a profound tension for organisations that operate without an integrated
communication framework. Delivering personalised experiences at scale requires the seamless
sharing of consumer data, insights, and strategic direction across all departments and channels. Only
through genuine integration can an organisation synthesise the intelligence gathered from one
channel and deploy it meaningfully across others (Porcu et al., 2021).IMC thus becomes not just a
brand management tool but a data governance and consumer intelligence imperative.

5.2 IMC as the strategic response to consumer evolution

5.2.1 Unified messaging as a competitive differentiator

In a marketplace saturated with competing claims and communications, the clarity and consistency
of a brand's voice is among its most powerful differentiators. IMC ensures that regardless of the
channel through which a consumer encounters a brand, the core proposition, values, and personality
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of that brand are communicated with unwavering consistency. This consistency is not merely aesthet-
ically pleasing; it is functionally critical. Repetition and coherence across channels dramatically
amplifies message retention and deepens the consumer's cognitive and emotional association with
the brand. (Kliatchko & Schultz, 2022).

Consider the strategic advantage held by an organisation whose television campaign, digital content
strategy, point-of-sale materials, and social media engagement all speak from the same strategic
foundation, using complementary language, visual identity, and emotional register. Such an organisa-
tion does not merely communicate; it reinforces. Every consumer touchpoint becomes a brick in the
construction of a formidable brand edifice, rather than an isolated and easily forgotten impression.

5.2.2 Agility through integration: Responding to behavioural shifts in real time

The capacity to adapt swiftly to shifting consumer behaviour is a hallmark of organisational
resilience. However, agility without integration produces chaos rather than strategic responsiveness.
When departments operate in silos, the detection of a behavioural shift in one channel often fails to
produce a coordinated response across the organisation. By the time insight from the digital analytics
team reaches the content creation team, the public relations department, and the sales force, the
moment of opportunity has passed, or worse, conflicting responses have already been dispatched to
confused consumers. (Bruhn & Schnebelen, 2020).

IMC addresses this structural liability directly. By establishing shared strategic frameworks,
centralised consumer intelligence systems, and cross-functional communication protocols, integrated
organisations are able to translate behavioural insights into coordinated, multi-channel strategic
responses with speed and precision (Porcu et al., 2021; Rehman et al., 2022). This agility is not incid-
ental; it is engineered through deliberate integration. In an environment where consumer sentiment
can shift in hours and digital conversations evolve in real time, this capacity is not a luxury but a
survival mechanism.

5.2.3 Building trust through consistency and authenticity

Consumer trust is among the most fragile and most valuable assets a brand can possess. It is built
incrementally, through repeated experiences of consistency, reliability, and authenticity, and it can be
shattered by a single experience of dissonance or perceived deception. Changing consumer behaviour
has, if anything, heightened the premium placed on trust. Informed and empowered consumers are
acutely sensitive to the gap between what brands claim and what they deliver. (Kliatchko & Schultz,
2022).

IMC is, at its philosophical core, a framework for authentic communication. By ensuring that every
message, from every channel, reflects the same genuine brand values and commitments, integration
eliminates the contradictions and inconsistencies that erode consumer trust. An organisation whose
customer service interactions align with its advertising promises, whose social media engagement
reflects its stated corporate values, and whose product experience delivers on its marketing claims is
not merely a consistent communicator; it is a trustworthy one. Trust, once established through this
kind of sustained coherence, becomes a formidable barrier to competitive displacement (Porcu et al.,
2021).

5.3 The cost of non-integration in a changing consumer landscape

To argue for the necessity of IMC in adapting to changing consumer behaviour is, inevitably, to also
illuminate the costs of its absence. Organisations that resist integration, whether through structural
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inertia, departmental politics, or a misguided belief in channel-specific autonomy, pay a compounding
and often invisible price (Bruhn & Schnebelen, 2020).

The first cost is communicative waste. Without integration, the same strategic insights must be
rediscovered independently by each channel team, and synergistic opportunities between channels
are systematically missed. The second cost is reputational. Inconsistent messaging creates consumer
confusion, and in an era where confused consumers are merely one click away from a competitor,
confusion is conversion-destroying. The third and most serious cost is strategic irrelevance (Rehman
et al, 2022). An organisation incapable of presenting a coherent identity across the channels through
which contemporary consumers navigate will, with time, become invisible to the very audience it
seeks to serve (Porcu etal., 2021).

It is not hyperbolic to assert that, in today's consumer environment, non-integration is not merely
suboptimal; it is strategically untenable.

5.4 Adapting through IMC: Practical imperatives

5.4.1 Investing in cross-functional collaboration

The structural prerequisite of effective IMC is cross-functional collaboration. Organisations must
deliberately dismantle the departmental silos that insulate marketing, communications, sales,
product development, and customer experience from one another. This requires not only organisa-
tional restructuring but a cultural shift toward shared ownership of the consumer relationship. When
teams share data, insights, and strategic objectives, integration becomes organic rather than enforced
(Bruhn & Schnebelen, 2020).

5.4.2 Harnessing data to drive adaptive communication

Adapting to changing consumer behaviour demands that organisations invest in robust data infra-
structure capable of capturing, analysing, and distributing consumer insights across all communica-
tion functions. Integrated data systems enable organisations to detect behavioural shifts early,
personalise communication at scale, and measure the holistic impact of multi-channel campaigns.
Without this infrastructure, integration remains aspirational rather than operational (Porcu et al.,
2021).

5.4.3 Establishing clear brand architecture

At the foundation of all effective IMC is a clearly articulated brand architecture: a definitive statement
of the brand's values, voice, personality, and promise. This architecture serves as the strategic
constitution to which all channel-specific communications must remain faithful. In a changing
consumer landscape, where new channels and formats emerge continuously, a strong brand architec-
ture ensures that adaptation does not compromise coherence. The brand can evolve in its expression
while remaining immutable in its essence (building on Keller, 1993; supported by Kliatchko &
Schultz, 2022).

6 Strategies for effective bridging

Integrated Marketing Communications (IMC) is the process of aligning all marketing and communica-
tion channels so they deliver a unified, clear, and compelling message to the target audience. Rather
than operating in isolation, tools such as advertising, social media, and public relations are
coordinated to work together, ensuring consistency and reinforcing the overall impact of campaigns.
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A central element of IMC is consistent brand messaging. A clearly defined message greatly increases
the likelihood that audiences will understand and remember what an organization intends to com-
municate. When the same message is delivered repeatedly across multiple channels, its effectiveness
is amplified. Conversely, poorly defined messaging leads to confusion, weak audience engagement,
and wasted resources. Organizations typically develop different forms of messaging to serve various
purposes, including corporate messaging, which communicates organizational values and purpose;
brand messaging, which defines how the brand is presented; product messaging, which highlights
key benefits; and crisis messaging, which guides communication during challenging situations. These
messaging frameworks ensure that all members of an organization communicate with a shared

understanding and a consistent voice.

Persuasion plays a crucial role in IMC, as it involves the strategic use of messages to influence
audience attitudes, beliefs, and behaviors. It is a deliberate and skillful process that employs
language, visuals, and other symbolic elements to shape perceptions and encourage desired re-
sponses. Effective persuasion enables audiences to internalize ideas and act in ways that align with
communication objectives. According to William D. Perloff (2017), persuation is a symbolic process
through which communicators attempt to influence attitudes and behaivours. Phillip Kotler and Kev-
in Lane Keller (2016) highlight that communication efforts are fundamentally designed to inform,
persuade, and remind consumers.

Cross-channel coordination is essential for ensuring that all communication platforms function
cohesively. This involves maintaining a consistent brand voice and visual identity across channels,
fostering collaboration among marketing teams, and using customer data to tailor messaging.
Marketing automation tools can further enhance coordination by streamlining campaign manage-
ment and ensuring timely delivery of content. Continuous monitoring and analysis of performance
metrics also allow marketers to refine strategies and improve outcomes. George E. Belch and Micheal
A.Belch (2021) assert that IMC requires the integration of various promotional tools to deliver a
unified and consistent message across multiple platform.

Data and analytics are fundamental to the success of IMC, as they provide valuable insights into
customer behavior, preferences, and engagement patterns. By collecting and integrating data from
various sources, organizations can develop a comprehensive understanding of their audience and
deliver more targeted and relevant messages. Analytical tools help track campaign performance and
inform decision-making, enabling marketers to optimize their efforts in real time. Despite its
importance, data should support a customer-focused approach rather than replace it. Chaffey and El-
lis-Chadwick (2019) note that digital analytical enable marketers to measure effectiveness and refine
strategies continuously.

A customer-centric approach places the audience at the center of all marketing efforts. By under-
standing customer needs, preferences, and interactions across different touchpoints, organizations
can create more personalized and meaningful experiences. This approach enhances customer satis-
faction, increases engagement, and improves return on investment. Strategies such as personaliza-
tion, maintaining consistency across channels, and actively incorporating customer feedback are key
to achieving this. Philip Kotler et al (2021) emphasis that modern marketing is increasingly custom-
er-driven, focusing on engagement and long-term relationship

Implementing an effective IMC strategy begins with defining clear and measurable goals that align
with broader business objectives. These goals should follow the SMART framework to ensure they
are specific, measurable, achievable, relevant, and time-bound. Establishing benchmarks helps track
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progress, while prioritizing objectives ensures focused efforts. Assigning responsibilities to team
members further supports accountability and successful execution. According Paul R Smith and
Jonathan Taylor (2004) structured planning and clear objective- setting are essential component of
effective marketing communications.

7 The role of data analytics in bridging communication

Data analytics according to Brown et al. (2024) refers to the process of assessing voluminous and
complex sets of data with the aim of uncovering hidden patterns, trends and correlations.

Data analytics is a crucial factor that enhances sustainable growth in the field of digital marketing
within the confines of the present day corporate environment marked by speed and heavy
dependence on digital technologies. (Salhab, 2024)

It involves methodical gathering, assessment, interpretation and eventual use of data to facilitate
marketing tactics and initiatives, promote customers engagements and achieve optimal corporate
outcomes.

The process of data analytics begins with the collection of pertinent data which can be sourced from
the large pool of data from social media platforms such as Facebook, X, Instagram etc, from Internet
of Things (IoT) etc. The collected data then undergoes processing for a verification of its validity,
quality and suitability for analysis. This process of data analytics includes the tasks of cleansing,
manipulating and organizing collected data. Data analysis is the core component of the entire process
of data analytics (Salhab, 2024)

Effective use of data analytics offers organisations an advantageous position where they are able to
seamlessly adjust, develop and succeed in the market place, making it a potent digital marketing tool
that avails brands an in-depth and thorough understanding of consumer behaviours, a chance to
upgrade marketing strategies and ultimately achieve substantial growth

8 Impacts of data analytics on customer experience

8.1 Improved content personalization, customer satisfaction and brand loyalty

By analysing user data such as browsing history, past purchases and online interactions, brands are
able to craft highly personalised contents for customers, it is worthy of note that data-driven
personalization improves overall customer experience while fostering stronger connections between
brands and customers.

The use of recommendation algorithms avail customers with product suggestions based on previous
purchasing behaviours, increasing their chance of making another purchase. (Salhab, 2024)

Data analytics helps organisations develop messages and adverts tailored towards the unique needs
and purchasing behaviours of each customer (Ijomah et al., 2024) while helping brands meet and ex-
ceed customers expectation with great precision (Alonge et al., 2023)

Also, it improves customer service by helping businesses identify and address potential issues before
they escalate (Brown et al., 2024).

This proactive approach fosters customer satisfaction and builds brand loyalty.
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8.2 Real time interaction and responsiveness

Businesses are able to instantly respond to inquiries and complaints while customers are also able to
give instant feedbacks that will subsequently improve customer experience. (Iljomah et al.,, 2024).

8.3 Driving innovations and competitive advantage

Data analytics fosters innovations and drives competitive advantage through deep insight into the
ever-changing customer behaviour. (Brown et al., 2024)

It shapes customers experience via personalization, customer service, operational efficiency and
strategic decision making. (Brown et al,, 2024)

Data analytics allow brands measure customer satisfaction and effect corrections where necessary
(ljomah et al.,, 2024).

Aside from enhancing customer experience, data analytics help brands design and execute more
effective advertising and marketing campaigns, prepare adequately for future trends through
prediction, and minimize cost by spending on the exact things that matter among others
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