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ABSTRACT

The current literature has shown that organizations need to complete the entire
progressive stages of integrated marketing communication (IMC) to be able to
measure the return on customer investment (ROCI) of IMC campaigns. Due to the
lack of well-documented IMC research in most “non-English” speaking countries,
the validity and universality of the above claims had never been tested for

conformity.

The aim of this research is to contribute to the literature by examining the theoretical
and practical applicability of measurement of IMC in Turkish pension funds as a
“non-English” speaking country by developing a model and measuring ROCI.
Although Turkey is a developing country, it is a good ground because there is a
healthy competition among organizations. The findings of the research has brought
us into two important conclusions: 1) As a developing market, the Turkish financial
organizations are capable of practicing IMC and are able to measure ROCI. 2)
Regardless of the development status of the country they operate, financial
organizations such as banks, insurance organizations and pension funds are capable

of measuring ROCI.

This research has been conducted in two stages. Secondary data was used in the first
stage of the research and primary data was used in the second stage. The result of
these analyses, aided the development of an IMC model for pension funds in Turkey

and then measured one of the pension funds ROCI. As for the secondary source,



Turkish market statistics had been analyzed according to the TUIK (Statistics
Institution of Turkey) statistics and pension funds investments from pension
monitoring center (EGM). In secondary data, it was discovered that the banks
heavily invest in their marketing communication activities and pension funds, which
are mostly sub-divisions of these banks, thus gaining benefit. Since the pension fund
system is a recently developed sector, the organizations in the system have a more
dynamic approach to marketing communications than the banks that support them.
The primary data was collected in two stages. In the first stage, a survey method was
used. Two different questionnaires were prepared for Turkish pension funds and their
communication agencies, to understand the theoretical and practical applicability of
IMC in Turkey. Then, an in-depth interview was used in a case study for Finans
Emeklilik to calculate ROCI in which revealed that the company was in the first
stage of IMC, and was able to apply the fourth stage by calculating ROCI without

passing through the second and third stage.

The findings show that most pension funds and their agencies operate within the first
stage of IMC and conceptually developing towards the second or third stages. The
organizations can measure the return on customer investment while practicing
integrated marketing communication regardless of their company’s ranking in the
stages of IMC. On the other hand their advertising and public relations agencies
practice corporate & marketing communications and use IMC in their campaigns

according to their clients’ wants.

Keywords: Integrated marketing communication, return on customer investment,

pension fund, Turkey market.
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Cogu yapilan aragtirmalar Ingilizce konusulan iilkelere yonelik olup firmalarin
uyguladiklar: biitiinlesik pazarlama iletisimi (BPI) kampanyalarmin ne kadarmin
kurumlara geri déndiigiinii (ROCI) hesaplamalari igin BPI gelisim safhalarinda ancak
4. asamaya gelinildigi zaman Olciilebildigini iddia etmektedir. Ingilizce
konusulmayan ¢ogu iilkede BPI, uygulamalar1 ve arastirmalari hakkinda iyi kaynak
bulmakta giicliik ¢ekildiginden yukar1 da belirtilen iddianin gegerliligi, evrenselligi

ve dogrulugu daha once hig arastirilip test edilmemistir.

Bu arastirmanin amaci Ingilizce konusulmayan iilkelerden biri olan Tiirkiyede de
BPI teorik ve pratikte bireysel emeklilik kurumlarinca uygulanabilirligini yapilan
arastirma sonucunda ortaya cikarilan BPI modeli ve ROCI 6l¢iimlemesi ile
literatiirdeki bu eksikligi gidermeyi amaglamaktadir. Tiirkiye Pazarinin bdyle bir
aragtirma i¢in en uygun pazarlardan biri olmasinin en temel 6zelligi, her ne kadar
gelismekte olan bir pazar olsa da firmalar arasinda kiyasiya rekabet bulunmaktadir.
Arastirma bulgularinda iki 6nemli sonug¢ ortaya c¢ikmustir: 1) Gelismekte olan
pazarda Tiirkiye finans kuruluslar1 BPI’ni pratikte kurumlarinda uygulamalarinin
yani sira  yaptiklari  yatirnmlarin - miisteri  bazli  geri  doniisimiini  de
Olgtimleyebildikleri ve 2) tilkenin kalkinma durumu hangi noktada olursa olsun
bankalar, sigorta kuruluslar1 ve emeklilik fonlar1 gibi finansal kuruluslarin yaptiklar
faaliyetleri ROCI teknigini kullanarak Olgiimleme yapabilme yetenegine sahip

olduklar1 ortaya ¢ikmustir.



Bu arastirma iki asamadan olusmaktadir. Birinci asamada ikincil kaynaklardan
verilerin toplanmasi ikinci asamada ise birincil arastirma verilerin toplanmasi yer
almaktadir. Bu asamalarin sonucunda; Tiirkiyede faaliyet gosteren bireysel emeklilik
kurumlarinin BPI uygulamas1 igin model gelistirilmis olup, segilen bir kurum
tizerinde yapilan alan ¢alismasinda ROI 6lgtimlenmesi yer almaktadir. Ikincil veriler
iki kisimda toplanmustir. Oncelikle Tiirkiye pazarinin istatistiksel bilgileri Tiirkiye
istatistik kurumundan alinip analiz edilmistir. Bu siirecin devaminda emeklilik
gbzetim merkezine bagli bireysel emeklilik kurumlari incelenmistir. Bu asamanin
sonucunda bankalarin agirlikli olarak pazarlama iletisim aktiviteleri ve bireysel
emeklilik fonlarma yatirim yapmis oldugu goézlemlenmistir. Bireysel emeklilik
kurumlart ¢ogunlukla bu bankalarin alt kuruluslaridir ve bu yatirnmdan kar elde
etmektedirler. Emeklilik fon sistemi son zamanlarda gelisen bir sektor oldugu i¢in bu
sistemdeki kuruluglar pazarlama iletisimine bankalara oranla daha dinamik bir
yaklasim gosteriyorlar. Birincil verilerin toplanmasi iki asamadan olusmaktadir. 11k
asamada anket yontem bilimi kullanilmistir. Bireysel Emeklilik kurumlari ve bu
kurumlarin ortak ¢alistig1 Tiirkiye pazarindaki reklam ve halkla iliskiler ajanslarinin,
BPI uygulamasmin pratiklerini anlamak icin iki ayr1 anket diizenlenmistir. IKinci
asamada derinlemesine miilakat yontem bilimi ile Finans Emeklilik kurumunda alan
calismas1 yapilarak, her ne kadar firma BPI gelisim siireglerinde birinci asamada
olsalarda yaptiklar1 ROI ol¢iimleyerek ikinci ve tligiincli asamalara gecilmedende

dordiincti asamanin uygulanabilirligini géstermis oldu.

Bulgular gésteriyor ki ¢ogu bireysel emeklilik kurumu ve ajanslart BPI birinci
safhasinda islem yapiyor ve kavramsal olarak ikinci ve ii¢lincii safthalara ilerliyor.
Kurumlar biitlinlesik pazarlama iletisimini uygularken bunun kaginci sathasinda

oldugunu gozetmeksizin yapilan yatirimlarin geri doniisiimiinii 6lgebiliyorlar.

Vi



Bununla birlikte reklam ve halkla iligskiler ajanslar1 da ticari iletisim hakkinda
bilgilerinin var oldugu bulgusuna rastlanmis ve isteyen miisterilerine BPI

kampanyalar1 uyguladiklar1 gorilmiistiir.

Anahtar Kelimeler: Biitiinlesik pazarlama iletisimi, miisteriye yapilan yatirimlarin

geri doniistimii, emeklilik fonlar1, Tiirkiye pazari.
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Chapter 1

INTRODUCTION

Integrated communication is a key factor in the success and failure of today’s
increasingly competitive business world. Integrated communication is based on
harmonic strategic planning of various communication outlets of an organization.
Those outlets are consisted of integrated marketing communication (IMC), corporate
public relations (CPR), corporate social responsibility (CSR), and issues

management (IM).

IMC represents the entirety of commercial communications and hence commercial
communication (promotion), involves strict financial boundaries and therefore

measurement becomes an important necessity.

Measuring the efficiency and effectiveness of commercial communication is not an
easy task. Too many internal and external factors play a role during campaigns that
making accurate data collection rather difficult. Today’s technology and marketing
information system allows the organization to gather personalized customer data and

makes it possible to use communication based return on investment techniques.

Conversely, in traditional marketing it is difficult to measure this return on
investment. Up to today, a number of approaches have been introduced however, the

integrated marketing communication approach is the most popular one that can be



considered as a solution. Before the analysis of integrated marketing communication
approach, the traditional marketing and marketing communication approaches will

be defined to understand the situation better.

Marketing is the process of the exchange of commodities. The marketing exchange
process occurs either between two persons or two organizations or an organization
and the people. It should not be forgotten that each of the parties has to believe that
when making the exchange happen they are going to benefit and are going to be
satisfied with it. Thus, they have to volunteer for this exchange and have to have a
sufficient communicative ability. In traditional marketing approach, organizations
produce, price, distribute and promote in the market to achieve their organizational
objectives. In other words, they believe that adapting marketing mix is adequate for
them to succeed (Stanton, Etzel, & Walker, 1994, p: 5-6). However using just the
marketing mix strategy is not enough to compete in the competitive market because
consumers receive various forms of information about the brands and are influenced
by these messages; the move from mass marketing approach to a customer specific

strategy has prompted IMC.

Marketing communication is a continual dialog between the consumer and the
organization. To be more specific marketing communication is a communication
process among the organization and the consumer that tries to satisfy both parties’

needs and wants (Odabasi & Oyman, 2002, p: 35-36).

Marketing communication deals with not only the design of the product but also its
price, distribution, advertisement and all the activity in the market place (Odabasi &

Oyman 2002, p: 36). Thus, the organization’s product design is a message for its



customers, the price of the product and the place that the product is sold are also
messages for its customers. With the help of marketing communication, the
consumer receives information about the product and the organization. Marketing
communication is based on the general communication model. There are source,

message, channel, and receiver in that model (Odabasi & Oyman, 2002, p: 37-38).

The aim of marketing communication is when the organization sends a message to
their consumers they expect them to store these information on their memory and
hope to affect their buying behavior in the future. Therefore, marketing
communication not only gives information to consumers but also tries to persuade
them to change their attitude in the future (Odabasi & Oyman, 2002, p: 38-39).
Therefore, persuasion becomes the most important strategy in marketing
communication. The commercial entities try to establish a competitive advantage by
persuading customer or clients toward the perception that their product or service is
the only one that is suitable for them. Thus when the consumers are ready for a
purchase decision, they are attracted by a specific brand because the positioning of

that brand has already persuaded them.

There is no unique method or technique for persuasion. The first essential technique
of persuasion is “message argument”; consumers expect an influential and credible
message in their argument from the firm. The second essential technique is
“peripheral cues”; it is the additional thing that is added to the message to influence
their consumer more; it can be the music that plays background or animation that is
added to the messages. Third essential technique of persuasion is “receiver
involvement”; according to the research it has been discovered that messages are

more effective on “highly involved consumers” than on the “uninvolved consumers



messages” because consumers want to find something themselves in the message.
The last essential technique in persuasion is “receivers’ initial position”; it is seen
that “self-generated thought” arises here. The answers that consumers get from the
messages are intended for the message argument and while implementing this
argument, the messages involve either “emotional reaction”, “image reaction” or
both while promoting their brands (Shimp, 2003, p: 117-120). As persuasion in
marketing communication is a key element in the short run and long run to create a

corporate image, brand value and reputation, firms have to decide on which

persuasion method has to be used in their campaigns.

According to Kotler, marketing communication generally focuses on the target
market “awareness”, “image” and “preference” that they have. However, since the
marketing communication is costly and it is difficult to control the message that the
consumers perceive on their mind (Kotler & Armstrong, 1999, p: 423), it is also

insufficient in satisfying the consumers’ and organizations’ need in that global world.

As a conclusion, marketing communication conveys information on everything that
iIs commercialized and intends to affect the consumer decision making and consumer
buying processes. Therefore, the messages that have been sent to the consumers are

important valuable investments for organizations.

Consumer needs is an expansive area about human needs that were exposed by
psychologists. Abraham Maslow was the one who proposed the basic approach for
motivation. He classified the basic human needs under a hierarchy that became a

foundation for the theory of motivation.



According to the basic needs in Maslow’s hierarchy, people have five levels of needs
where the stages pass one by one. According to this theory, the first stage is

physiological needs. The first levels of needs are the basic needs of the human

beings such as water, sleep and food; in other words, the things that people need to
survive. The second level is safety needs. At this stage, people need some security,
shelter and protection in their life. In other words, they try to guarantee their future.
Also social needs, ego needs and self-actualization are the third, fourth and fifth level

of needs (Solomon, Bamossy, Askegaard, & Hogg, 2006, p. 99).

Maslow’s Hierarchy of needs is commonly accepted as a basis for the classification
of human needs around the world including Turkey. As it was mentioned earlier,
people who achieved their physiological needs, pass through the second level which
is safety needs. The intention to secure one’s future is well connected with that need
and Turkish people are no exception to the rule. Employed people pay to the Turkish
social security benefits organization (SGK). The social security system used to be
adequate for the people but because of the high inflation rate, the government
continued the social security reforms by thinking of public welfare. Individual

pension fund system was introduced as one of the dynamic social security reforms.

The pension fund system makes it possible for people to increase their life standards
when they are retired. The system requires personal investing when employed and at
younger ages. People who are interested in investing will not lose their earnings
under the pension offered by the social security system (Individual pension system

2004 progress report, 2004).



Consumer decision process is influenced by some factors during their decision
making such as; “individual differences”, “environmental influences” and
“psychological process” (Engel, Blackwell, & Miniard, 1995, p: 143). In today’s
highly competitive world, consumers are offered many different brands with many
similarities. Once aware of a certain need, consumers scan and evaluate the products
according to their past experience, ability to use, their cultural values and attitudes
before purchasing it. This is why many radical improvements were observed in the

Pension Fund system since 2004.

“Individual resources” has five major conditions. These are “consumer resources”; it
is related to the consumers’ ability of using their time, money and perceiving
information; “knowledge” is about the memory that stores information like where
you can find the product, when you can find it, what it is used for and how you can
use it; “attitudes” is about the evaluation of the alternatives and is put in order from
positive to negative which effect the future behavior; “motivation” is about the level
of personal importance or interest reminded by an encouragement in a given
situation; “personality, values and lifestyle” is about people’s beliefs ,values and

traits (Engel, Blackwell, & Miniard, 1995, p: 144).

Environmental influences can be “culture”, “social class”, “personal influence”,

“family”, and “situation” (Engel, Blackwell, & Miniard, 1995, p: 144).

2 (13

Psychological process is about people’s “information processing”, “learning” and

“attitude and behavior change” (Engel, Blackwell, & Miniard, 1995, p: 145).



As it has been mentioned earlier each of the promotional activities aims to affect the
consumer decision process. For instance, advertisement is mostly used for the
purpose of generating consumer awareness and when the consumers are exposed to
the message they should feel that they need that product; in a public relations
campaign, consumers receive information about the product and learn about its
availability and features. Organizations mostly use sales promotions when the
consumer begins researching the product and starts to compare it with the other
products; direct sales is useful when the consumers want to test the product; direct
marketing is useful when the consumers decide if they are going to buy the product
or not, the point of purchase is useful when the consumers feel that they are satisfied
with using that product and fairs are useful when the consumers want to buy the
product again (Bozkurt, 2004, p: 119-124). Since all promotional activities have
different aims and activities, using them without a strategic plan is useless. That is
especially true in the services sector where persuading people is difficult by
comparing the products. Hence, firms especially in service sector have to organize
communication activities under their strategic plan, where all messages have a single

common voice.

This research is to show that IMC is not only functional in developed countries but
also in developing countries as well. Newly developing pension funds in Turkey
were studied to understand the acceptance and the role of measurement in integrated

marketing communication in the Turkish marketplace.
1.1 Aim of the study

The aim of this research is to contribute to the literature by examining the theoretical

and practical applicability of measurement of IMC in pension funds in Turkey which



is a “non-English” speaking country. In this study an IMC pension fund model has
been developed. Also Finans Emeklilik ROCI was calculated in the company that is
in the first stage of IMC. Tactically coordinated marketing communication activities,
without passing through second and third stage, can apply the fourth stage by

calculating ROI.
1.2 Problem statement

The problem statement for this study emerged due to intense competition among
organizations, which convey similar benefits by sending numerous confusing
messages to consumers. As these messages fail to generate the desired perception of
the brand and/or product in the consumers’ minds IMC practices were emerged to
strengthen the unity of marketing communications which usually take a large portion
of operational costs of many organizations. Therefore, knowing the return value of
the communication investment is extremely important for commercial entities. A
detailed measurement technique called ROCI was developed to analyze the
efficiency and effectiveness of the investment in developed markets. However, most
of the research and techniques development has been carried out in English speaking
countries and limited research has been done concerning practical applicability and
measurement of integrated marketing communications especially in “non-English”

speaking countries and expanding markets.
1.3 Importance of the study

This study contributes the literature by introducing the first ROCI measurement that
is being done in a developing market. A model was also developed the first time, to
understand the factors of all promotional activities that effect on reputation and brand
image of the pension fund’s; with this model an accurate return on investment for the

total marketing communication activities such as the time, money and labor that is



spent for promotional components while sending message to the consumer can be
measured. In fact the model provides us with the means to measure not only
individual marketing communication performance but also all marketing
communication instruments combined effort, which has recently been called

integrated marketing communication.

This study’s second important contribution is demonstrating the detailed and
accurate IMC analysis capability of financial organizations regardless of the IMC
stages they are in.

1.4 Background information

Various studies have been published about integrated marketing communication.

Some of them are;

Schultz D.E., Tannenbaum S.I., Lauterborn R.F.(1995), about how Integrated
Marketing Communication program is applied in the organization, how it works,
how the organization plans its communication program, what type of barriers they
can face in the integration and how the organization can establish a good relationship

with their consumers in their book (Schultz, Tannenbaum, & Lauterborn, 1995).

Sirgy M.J. (1998), in his book, explain system models can be found for integrated
marketing communication regarding how the organization can get their strategies,
tactics, objectives, resources and control system under the integrated marketing

approach (Sirgy, 1998).

Bozkurt 1. (2000), in his book, describes what integrated marketing communication

is and what the strategic planning process in integrated marketing communication is



and the role of public relations in the process of integration of marketing

communication (Bozkurt, 2000).
1.5 Research questions and hypothesis

This research intents to find out answers for the below research questions and then
test the hypothesis;
RQ1: Which sectors expect IMC campaign from advertising and public relations
agencies?

Ho: Pension funds in Turkey do not practice IMC accurately.

Hi: Pension funds in Turkey practice IMC accurately.
RQ 2: What are the pension funds’ marketing research priorities?
RQ 3: What types of corporate strategic plans are applied by pension funds?
RQ 4: How does pension funds reach their target markets?
RQ 5: How does IMC affect the pension funds’ product development stage?
RQ 6: How does a pension fund integrate their marketing communication activities?
RQ 7: What techniques are adequate for the pension funds to measure IMC
performance?

Ho: In measuring the efficiency and effectiveness of an IMC campaign, ROl is
not an effective tool.

H.. In measuring the efficiency and effectiveness of an IMC campaign, ROI is an
effective tool.

Ho: Pension Funds do not measure the efficiency of IMC campaigns by ROI
technique before they pass through the fourth stage.

Hs. Pension Funds measure the efficiency of IMC campaigns by using ROI

techniques before they pass through the fourth stage.
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1.6 Assumptions of the study

The research has three assumptions while researching;

e There is an expanding market and intense competition among the pension funds
in Turkey.

e The promotional campaigns are widely used in Turkey.

e Media influences Turkish consumers.

1.7 Limitations of the study
This research has some limitation as seen below;

¢ The data that has gotten from the secondary source and primary research is used
to understand the theoretical and practical applicability of IMC in Turkey. As a
secondary data, TUIK data was retrieved May 2010 and EGM report was
retrieved October 2010 from their original internet webpage.

e In primary data, there were two researches where quantitative and qualitative
research was conducted.

¢ The quantitative research is an exploratory study where exploring pension funds,
advertising and public relations agencies characteristics, perception and
application of IMC in Turkey. A survey method was used and two different
questionnaires were distributed. In the pension funds survey, the upper level
managers were asked to respond. In the advertising and public relations agencies
survey, the people who are responsible for the whole campaigns were asked to
respond. While determining the public relations and advertising agencies
stratified method used. Public relations agencies are considered as agencies
where they are a member of a communication consultant association and for
advertising agencies having more than or equal to 50 employees, a membership

in the Advertising Association (Reklamacilar Dernegi), and either with foreign
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partners or an annual revenue greater than or equal to USD 2,000,000 are
considered.

e In qualitative research Finans Emeklilik was analyzed as a case study in July
2009 by using an in-depth interview method to describe one of the pension funds
where IMC had been applied accurately in their organization and its ROI and
ROCI were calculated to understand the role of measurement in IMC for Turkish
pension fund.

o All the research is conducted in Istanbul.

1.8 Definitions of the study:
The definitions below help to follow the research more easily.

e Integrated marketing communication: “the joint planning, execution and

coordination of all areas of marketing communication” (Lane, King & Russell,
2008, p: 48).

e Personal selling: gives information to the consumer or potential consumer about

the firm’s product or services (Semenik, 2002, p: 562).

e Advertisement: is a specific message that is sent to the audiences to inform,

persuade and remind them about the organization product (Semenik, 2002, p:
555).

e Sales promotions: create an awareness of “brand value” for channel members,

consumers and for potential consumers in order not to lose to a competitor firm
(Semenik, 2002, p: 564).

e Public relations: building a good relationship between the company and public

to inhibit a negative image (Kotler & Armstrong, 1999, p: 468).
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eDirect marketing: is the type of marketing system that “uses one or more

advertising media to affect a measurable response” without using any channel
member (Semenik, 2002, p: 558).

e Point of purchase: “materials used in the retail setting to attract the shoppers’

attention on the marketer’s brand” (Semenik, 2002, p: 562).

¢ Trade shows: exhibition of manufacturer’s product (Semenik, 2002, p: 566).

e Sponsorship: to stress their firm’s brand to the target audience, organization
funding an event (Semenik, 2002, p: 565).

¢ Relationship marketing: ongoing communication between the consumer and the

company to increase the number of “loyal users” in the market; therefore they
have to understand the expectation of the consumer (Etzel, Walker & Stanton,
2001, p: 13).

e | oyalty: make the consumer prefer a specific brand without looking at any other
alternative brand (Etzel, Walker & Stanton, 2001, p: 97).

eBrand image: “the perception of a brand on the consumers’ mind”. It can be
positive or negative (Semenik, 2002, p: 556).

e Corporate Image: it is related to the company position in the market place that

elaborates the company’s activities and operations (Clow & Baack, 2010, p: 50-
51).

e Reputation: it is the perception of public affair, media, internal customer,
business partner, financial audience and external customer about your
corporation in their mind (Haywood, 2005, p: 3-5).

e Return on investment (ROI): it is the calculation of “managerial effectiveness”

of gain or loss from the investment in a certain period of time and exposed as a

percentage (Kotler & Armstrong, 1999 p: A 11).
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ROI= (net profit/sales)*(sales/investment) (Kotler & Armstrong, 1999 p: A 11).

eReturn on customer investment (ROCI): the measurement of return on

investment as customer base (Schultz & Schultz, 2004, p: 221-222).

ROCI= (Net contribution of Comm. Inv.-Net contribution of No Comm. Inv.)

(Total marketing communication investment)
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Chapter 2

LITERATURE REVIEW

This chapter consists of three main parts; integrated communication (IC) as a
concept, integrated marketing communication (IMC) as a concept and measurement

in integrated marketing communication.

The first part of this chapter; focuses on all the strategic communication outlets
briefly and then discusses the importance of integrated communication in this highly
globalized world. In the second part, IMC is analyzed as a concept. Firstly, different
IMC definitions is analyzed to understand the true meaning of IMC. Then the
evolution and characteristics of IMC, customer as a focal point and the value
proposal of IMC is analyzed to understand the birth and necessity of IMC. Again in
this part, IMC progressive stage is analyzed one by one. Then the focus moves
towards IMC application in the international markets. The final sections of this
second part focuses on marketing and the marketing communication structure in
Turkey in which the entire marketing communication application is discussed in

detail and focuses on the importance of pension funds in IMC .

In the third part where measurement in integrated marketing communication is
analyzed, the focus is initially on marketing communication measurement to
understand the concept better, then marketing audit and customer based return on

investment is analyzed.
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2.1 Integrated communication as a concept

In our increasingly globalized world, everything changes rapidly such as life
standards, information technology and customer expectations. The chaos of change
causes intense competition among organizations to have a comparative advantage.
Both profit and non-profit organizations use promotional activities intensely. While
all profit and non-profit oriented organizations spend large amounts of money for
promotional activities, it is not easy to measure the return on investment of the
promotional and non-promotional communication investments. Thus, if a campaign
is not successful, organizations end up losing money, time and efforts as well as
profits, brand value and reputation. Integrated communication approach largely
prevents such losses, and its key point is having clear corporate communication

objectives and strategy within the corporate strategic plan.

According to Cornelissen, with this highly competitive environment, the success of
companies depends on how shareholders, current & potential customers, employees,
entrepreneurs and the public members perceived the operated marketplace. As the
perception of the stakeholder is important, corporate communication objective
mainly focuses on “building, maintaining and protecting the corporate reputation”
(Cornelissen, 2011, p: 3-4). As stakeholders of the company’s process a large amount
of information from different mediums, losing reputation is quite easy as none of the
companies expect to face such a situation and strategic communication is the solution

for such problems.

Corporate communication has to be well planned, organized by managers who use it

for controlling and coordinating all the communication process both internally and
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externally. Integration of those corporate communications becomes an important
aspect especially for “multinational corporations” (Cornelissen, 2011, p: 5). Many
companies try to become a global brand and in the process both external and internal
communication must be coordinated effectively and efficiently. Therefore, corporate

communication has to be coordinated through an upper management position.

As mentioned earlier strategic communication is the solution for efficient corporate
communication. Upper level management uses various tools while integrating their
communication. Corporate public relations, issue management, corporate social
responsibility (more practiced in developed countries) or social responsibility (more
practiced in developing countries) and integrated marketing communication are the

tools for strategic communication.

According to Cansel, companies have to be aware of the importance of CSR, CPR,
IM and IMC in the 20" century. He mentioned that issue management (IM) is
important for strategic communication because “it is a proactive approach that
prevents organizational crises before happening”. The other strategic communication
tool is corporate public relations, where “various operations are specialized to reflect
a successful trustworthy image” corporate identity, image and positioning in

consumer mind are done by CPR professionals (Cansel, 2010, p: 21).

Consumers have more power now compared to past centuries since there is always
an alternative product around the corner that they can access very easily. In addition,
while searching for the right product they can gather an abundance of information
about the product they are looking for and its manufacturer. In other words, they do

not just care about what companies offer them but they also care about the
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company’s reputation, image and other existence in the market. Thus, the companies
can go through the entire marketing process ambitiously but there is no guarantee
that they would succeed. With the help of issues management, the awareness of the
professionals is higher regarding what type of problems may occur in the public
policy arena so they prepare alternative plans and solutions before a crisis has a
chance to occur. Being aware of the oncoming problems protects the company
interests that are stated among the corporate objectives and the related corporate
strategic plan. Therefore, in case of crises no time is wasted for indecisiveness.
“Doing the right thing at the right time” is so important that if the company does not
obey this in a short period of time they lose their entire market share. On the other
hand, corporate public relations professionals try to manage and differentiate the
corporate communication that mainly focuses on the image, reputation and identity

of the organization.

According to Sheikh and Zee; whether in a developing or developed country, bad
reputation or negative perception of companies affects the consumer attitude. They
mentioned that consumers do not judge companies only with their products, they also
care about how companies react to some issues; like whether if they are involved in
social responsibility activities for welfare of society or not. Being a “good citizen” or
being a “good” company is about supporting all stakeholders (Sheikh, Zee, 2011, p:
27-29). Therefore, it can be easily said that just producing high quality products or
services and having reasonable prices, distribution and promotional activities are not
enough for companies to protect differentiation and their competitive advantage.
They also have to be a “good citizen” as well. Many organizations highly emphasize
the social responsibility projects. In developed countries, companies’ emphasize

corporate social responsibility starting before the production until the recycling. They
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take care of their workers, customers, environment and the general public as a
responsible citizen. On the other hand, in the developing countries where the
environment is not one of the priorities for the profit organizations, social
responsibility projects and participating in social problem solving or cultural affairs
become the priority. In Turkey, companies are mostly active in social responsibility

work such as giving scholarships or building schools etc.

The last integrated communication outlet that has to be planned strategically is
integrated marketing communication. As mentioned earlier IMC is a part of
corporate communication and this research aims to understand the concept and its

applications in Turkey.
2.2 Integrated marketing communication as a concept

There are various definitions for integrated marketing communication. In order to
understand integrated marketing communication it is better to look at some of the
definitions.

“Integrated marketing communication is a concept of marketing
communications planning that recognizes the added value of a comprehensive
plan that evaluates the strategic role of a variety of communications disciplines
and combines these disciplines to provide clarity, consistency, and maximum
communications impact” Schultz(1993), (Semenik, 2002, p: 23-24).

“Integrated marketing communication is a new way of looking at the whole,
where once we only saw parts such as advertising, public relations, sales
promotions, purchasing employee communication and so forth. It’s realigning
communications to look at it the way the consumer sees it” Schultz, Tannenbaum
&Lauterborn (1995), (Bozkurt, 2000, p: 16).

“Integrated marketing communication is the strategic coordination of multiple
communication voices. Its aim is to optimize the impact of persuasive
communication on both the consumer and non-consumer audiences by
coordinating such elements of the marketing mix as advertising, public
relations, promotions, direct marketing” Thorson & Moore (1996), (Semenik,
2002,p: 23-24).
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These three definitions clearly state that IMC is a strategic planning process for
persuading existing and potential customers by creating synergy between product,

price, place and promotional activities with the leadership of communication.

Integrated marketing communication tries to understand the consumers’ attitude for
products and services and create a relationship with the consumer. Unless the
organizations have a good relationship with their consumer, they cannot compete in
the marketplace. To have a good relationship with the consumer, the communicator,
who is going to plan the campaign, has to participate with the other functions of the
organization as well. By doing so the strategic plan will be clear enough and all the
functions of the organization can see what role they are going to have during this
process and it is going to work with synergy in accomplishing the organization vision

(Seitel, 2001,p: 226-227).

The organization’s vision shows the aim they need to achieve in the future without
any explanation about their plan, policies and the actions that they are going to take
and it becomes more accurate when it transforms the mission statement because it
directs the subject more clearly and distinguishes the nature of the organization. In
addition, to make the mission statement clearer, organizations have to define their
goals and objectives which are about the role of members that they have to do in
their work (Miller & Dess, 1996, p: 6-18). Each organization has a mission and
vision and a strategic plan to realize them. Therefore, before the IMC planning,
organizations prepare their marketing plan that is in sync with the organization’s

mission and vision.
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In integrated marketing communication, organizations have to integrate and
coordinate all the promotional activities to get a reliable brand message. The message
has to be “speak with a single voice” (Shimp, 2003, p: 6). Consumers constantly
receive competing commercial messages and some of them find a place in the
consumer’s consciousness. IMC practices aim to coordinate and strengthen various
forms of marketing communications under a single message strategy to increase the
chances of organization’s and its product’s awareness and related attitude formation

in the consumers’ mind.

The main aim of integrated marketing communication is to affect the consumer’s
behavior directly or indirectly. In general integrated marketing communication is
determined as a process that organizations coordinate all of their communication
activities together (Shimp, 2003, p: 8). This is the one thing that differentiates

integrated marketing communication from traditional marketing.

As mentioned earlier, rapid changes occur in communication technologies in the
world. These changes affect promotional techniques as well and cause a proliferation
of new promotional mix approaches that support integration of all promotional

elements rather than using them separately (Hartley & Pickton, 1999, p: 97-98).

Since consumers have buying power they set the priorities that lead to the
production, product, service, quality, availability of the product, suitability of the
product, easiness of usage. If they experience problems, they would not prefer that
brand (Yamamoto, 2003, p: 97). Hence, to succeed in the marketplace, a firm should

make decisions based on customer expectations to keep its market share.
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It should not be forgotten that customers are not passive receivers anymore; they are

well informed and be active in the process (Williams, 1981, p: 13).

Therefore, it can be said that customers can easily get plenty of information through
different channels about the products, however they cannot store all the information
that they get from the environment. According to their interests, they eliminate some
of them and only store the messages that they are really interested. This is the reason
why the organizations have to design their promotional activities well. They have to
know what type of messages can attract the consumers’ attention, at what time they
perceive more and which channels they use to get information, these are the
important points that organizations need to know before the application of
promotional activities. Due to the characteristic structure of integrated marketing
communication, the organization can easily understand who their existing and
potential customers are, what their needs are and how they perceive the message.
Therefore, they can easily gain a comparative advantage in the competitive market.
2.2.1 Birth of IMC; a necessity

There is a discussion among the researchers whether IMC is an old concept or new
concept that has occurred because of “digitalized environment”, is IMC a theoretical
concept or is it practical?. There is a limited resource that researchers have
researched about the implementation of IMC efficiently and effectively (Kitchen,
Schultz, Kim, &Han, 2004, p: 1418). There are comprehensive research and findings
about IMC implementation in developed countries but research is limited in

developing countries.

IMC was first discussed by one of the young PR managers after the “post World War

I1”. That public relations managers claimed that the marketers lose their time and
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money in their promotional programs; they use advertising, public relations and other
promotional activities to persuade their customers, but the consumer is confused by
facing different messages. In those years, the markets have been so magnificent;
since they have passed World War 11, they have jumped back into scarcity, they have
had money to spend, and their advertisements have been seen in three different
stations or in the most popular magazines, where the consumers just use those media

channels to get informed (Harris, 1998, p: 4).

This idea was not good for those years because during those years, the market was
product oriented which means what had been produced was easily sold. In those
year’s mass production met with the mass demand with the assistance of mass media.
Consequently in those years, the reach of the media that people could receive
information was limited and the competition was mild so the enterprises did not need

IMC application in their organizations for not to increase their expenses.

When the past 50 years’ market and today’s market are compared, it can be seen that
different dynamics affect today’s world market. Customers have become well
educated, media channels have been increased, therefore the consumers get lots of
information from different media channels and integrate these messages according to
how to perceive the message and add their past experience and make their decision
according to their “perceived reality rather reality itself” (Harris, 1998, p:1X). Some
of the messages sent from the companies are targeted and strategized but still some
messages and information consumers will get about the products would remain
unintended or not planned by the companies. The consumers learn and integrate

these messages with the previous ones.
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Communities live in a rapidly changing environment like transformation from “mass
media” to “new media”. For that reason, the marketers have to adopt themselves to
the environmental changes. The main difficulty for the industries was to develop a
new method for marketing communication planning where gathering the needs of
“the new information-driven interactive consumer focused marketplace” in this 21%
century. Therefore, IMC was adopted by advertising agencies first in 1980 to achieve
the appeared demand in the new environment. With the “new information driven”,
marketers can easily create the customer profile, what type of thing they want to buy,
what will satisfy their needs, how to purchase the product/service by providing a
database (Zambardino & Goodfellows, 2003, p:429). Using databases in the highly
competitive environment is important for the protection and growth of the market
share since databases hold and process large amounts of customer, market and other

important marketing data.

According to Nowak and Pheleps (1994), there are two main aspects in “integration
of media and integration”, it is planning and coordinating the integrated
communication of the media and coordination of the integrated communication
inside the organization in which these integration methods must mutually be
integrated (Cornelissen & Lock, 2001, p:425). In other words, companies have to
integrate all their external and internal communications in harmony. External
communication is the communication with customers, media and all other
stakeholders internal communication is the communication with shareholders and

employees.
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Table 1: The appeal of integration (Cornelissen &Lock, 2001, p: 429)

Organizational aspect | Theory before 1990 Theory after 1990
Organizational Functional view: | Process view: activities
structure distinction discipline and process through
organization

Communication Fragmented: inside-out | Consistent: outside-in
program (mass communication) | (targeted
communication)
Practitioners Specialist Generalist

Table 1 shows the integration appeal before and after 1990. As shown the
organizational structure, communication program and practitioners have radically
changed. After 1990, organizations made all their strategic communication decisions
inside the organization, used targeted communication for their communication
program, try to be at the right time at the right channel for the right people with the

right messages, and worked with generalist practitioners.

According to Schultz, different techniques can be used if organization is going to use
traditional marketing communication and electronic media, but it should not be
forgotten that they are sending the message to the same consumer or potential
customer because the consumers who use traditional marketing communication they
also use new electronic media together so “convergence” becomes an important

aspect for marketers (Schultz, 2000, p: 3).
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Figure 1: Traditional marketing communication (Schultz, 2000, p: 3)

This model was used many years in markets which focused on the product, price,
promotion and place where the marketers control all these. However, because of the
new economic dynamics (technology, globalization and the war of talented), it is not
accurate anymore. In the old economic system communication was obtained by
either delivery system or the channels that the marketers prefer and make their
promotion. However, with the new economic system, the consumer controls all these
where “customer-driven marketplace” comes out (Schultz, 2000, p: 3). As shown in

the fig below.

Customer

Figure 2: Customer oriented marketing communication (Schultz, 2000, p: 3)
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Therefore instead of using 4P in the planning, 5R must be used that are;

responsiveness, relevance, receptivity, recognition, relationship (Schultz, 2000, p: 3).

Both figure 1 and 2 show that marketers use one way communication in traditional
marketing. Marketer creates the message they want to send, selects the channel and
selects the media to reach the audience. On the other hand in the customer oriented
marketing communication, marketers use different channels and select different
media to persuade their customers in the most efficient and effective way. Therefore,
while selecting the media marketers select the right media at the right time that

potential and existing consumers use.

There are developments which affect the market; like technology, globalization and
the war for talent. Thus marketers has to have knowledge about their customers like;
what type of things will satisfy their needs, how they perceive, how they consume.
According to this knowledge they have to segment their audience, prepare a
“customer focused” slogan as in their campaign then measure their return on
investment (Gonring, 2000, p: 1). To compete with their competitor and understand
the customer profiles in that new economic system, organizations use high
technology. With the help of high technology organizations having database where
they understand the customer profiles and have two way communication with their
customer (Gonring, 2000, p:1). Adaptations of these mega trends in the organization
make marketers compete in this competitive environment. Thus, the marketers who
know their consumers and measure their campaign efficiency and effectiveness

would be one step ahead of their competitor.
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2.2.1.1 Evolution of IMC

Since successful marketing requires careful integration of all promotional and non-
promotional elements, looking for the sales figures for the product or service is not
enough to measure the return on investment in nonprofit or profit organization.
Integrated marketing communication is one of the most important marketing
developments which starts and ends with the consumer by using the effective

communication programs. It determines the necessary forms and methods.

When marketers complete 3P, Product, Price and Place, they have to plan the
communication with their customers to make them walk through the stages of
awareness, interest and desire or prepare to purchase the product. Still many people
are confused about the role of advertising, sales promotions, public relations, and
personal selling. To understand what the advertising agencies and public relations
agencies do in the communication mix, their communication with the consumers
need to be analyzed. Then, focusing on the promotional mix would let us see the
relationship between the message and the receiver. Consequently, the levels of
integration have to be analyzed to understand the concept better. Below table shows
specifically the communication mix elements.

Table 2: Elements of the communication mix (Blythe, 2006, p: 41)

I Element Explanation I

Advertising A paid insertion of a message in a
medium.

Ambient advertising Messages placed on items such as bus
tickets, stamp franking, till receipts,
petrol pumps, and so forth. Any
message  that forms of the

environment- for example, “art
installations” in city center.

Press advertising Any paid message that appears in a
newspaper or magazine.

TV advertising Commercial message shown in the
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I breaks during between TV programs. I

Radio advertising Sound only advertisements broadcast
on radio.

Outdoor advertising Billboards, bus shelters, flyposters etc.
Inside transport advertising Posters in station and inside buses and
trains.

Outside transport advertising Posters on buses, taxis and in some
countries, the side of trains.

Press releases News stories about a firm or its
products.

Public relations The planned and sustained effort to
establish and maintain goodwill and
mutual understanding between an
organization and its publics.
Sponsorship Funding of art event, sporting events
etc. in exchange for publicity and
prestige.

Sales promotions Activities designed to give a
temporary boost to sales, such as
money off coupons, free sample s and
two-for-the-price-of-one promotions.
Personal selling Face to face communications between
buyers and sellers designed to
ascertain and meet customer’s need on
a one-to-one basis.

Database marketing Profiling customers on to a database
and sending out personalized mailings
or other communications to them.
Telemarketing Inbound (helpline, telephone ordering)
or outbound (telecanvassing,
teleselling) telephone calls.
E-commerce Use of website to promote and/or sell
products.

Off-the screen selling Using TV adverts linked to inbound
telephone operations to sell goods.
Also home shopping channels such as
QVC.

Exhibition and trade fairs Companies take stands at trade fairs to
display new products, meet consumers
and customers and to raise the
company profile with interested
parties.

Corporate identity The overall image that the corporate
projects; the company personality.
Branding A name, symbol etc to identify
product with the purpose of easily
recognized among consumer.
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Figure 3: Promotional mix (Blythe, 2006, p: 52)

As shown in the model above, there are two types of messages available for
organizations who would want to inform their customers, employees, pressure
groups or other public about their product brand. Advertising, sales promotions,
personal selling or public relations would work in unison. Consumers do not
receive information solely from the advertisements but also from other
promotional activities as well. This is the reason why integration has become an
important aspect. Thus, “how to integrate?” becomes a critical question. In table
3, the stage of integration is clearly specified.
Table 3: Levels of integration (Blythe, 2006, p: 55)

Levels of integration Explanation

Awareness stage Those responsible for
communications realize that a
fragmented approach is not the
optimum one.
Planning Integration The coordination of activities. There
are two broad approaches: functional
integration, which coordinates

separate tools to create a single
message where appropriate, and
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instrumental  integration,  which
combines tools in such a way that
they reinforce one another.
Integration of content Ensuring that there are no
contradictions in the basic brand or
corporate messages. At a higher
level, integrating the theme of
communication to make the basic
messages the same.

Formal Integration Using same logo, corporate colors,
graphic approach and house style for
all communications.

Integration  between  planning | Basic content remains the same from
periods one campaign to the next. Either
basic content remains the same or the
execution approach is used in
different projects.

Intra-organizational integration Integration of the activities of
everyone involved communication
function  (which  could mean
everybody who works in the
organization.

Inter-organizational integration Integration of all the outside agencies
involved in the firm’s
communications activities.
Geographical integration Integration of campaigns in different
countries. This strongest in the large
multinationals that operate globally,
e.g. the Coca-Cola Corporation.
Integration of publics All communications aimed at one
segment of the market are integrated
(horizontal integration) or all
communications aimed at different
segments are attuned (vertical
integration).

According to the integrated marketing communication approach, all the decisions
related with the organization like “corporate decision”, “marketing decision” and
“marketing communication decision” should be integrated and work in harmony and
while taking these decisions, the effect on the consumers’ attitudes and behaviors

should be taken into consideration and should be started from inside to outside of the

organization (Bozkurt, 2002, p: 150-151).
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In other words integrated marketing communication approach requires all the
decisions about the organization, corporate decision, marketing decision and
marketing communication decision must put the consumer demands in the center of
any business plan.“Corporate decision” is about the decision taken by corporation
for short term and long term plan, like how to increase market-share, investment for
human resource, new investment field, and investment for new machinery. These
types of decisions are all related with the corporate decision (Bozkurt, 2002, p: 150-
151). Therefore, the corporate decision is the first decision that has to be taken. After
that marketing and marketing communication decisions would be all related with

each other.

According to the corporate decision, managers decide on their marketing mix like
what type of product they are going to produce, in what price, range in which
package, where they are going to sell; these type of decisions are included in
marketing decision (Bozkurt, 2002, p: 150-151). Marketing decisions are important
for companies because there are many similar products with different names and
brands. For that very reason, marketers rely on positioning strategies to differentiate

themselves.

The final decision as it has been mentioned earlier is marketing communication
decision; and it is about the promotional activities that are used to reach the target
consumers (Bozkurt, 2002, p: 150-151). Marketers make marketing communication
decisions according to their corporate objectives and use them to strategize their
promotional mix. Also in integrated marketing communication approach all the
promotional efforts like personal selling, advertising, sales promotions, public

relations, direct marketing, point of purchase, trade shows, sponsorship, events
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marketing and relationship marketing and non-promotional effort should be
integrated and strategically managed in one hand. It must be one voice and one look

in order to create synergy (Bozkurt, 2002, p: 150-151).

Duncan and Caywood (1996) claimed that, IMC has three elements in IMC
literature;
1. To be fully integrated, organizations have to integrate their “internal
communication group” with the agencies they work
2. Integrate “internal Communication functions” and “external communication
functions”
3. Communicate with their many stakeholders to continue their relationship

(Pettegrew, 2000, p: 2).

According to Aberg (1990), there must be “total communication” coordination in the
market. Total communication includes “marketing communication, product
communication, images and profiling activities”. Organization must internally
coordinate their activities like “work instructions, internal marketing, and training
programs”. It is so important in this world to compete with other competitors

(Christensen, Trop, & Firat, 2005, p: 161).

Therefore IMC is not just simply a integration of communication tool, it is also

29 13 2 13

“speak in one voice”, “coordination and control of marketing process”, “assuring
consistency at every contact point”, “integrating the organization with its customer”,
“building relationship” and “look at the business from consumer point of view”

(Harris, 1998, p: 7). Missing any one of these elements may cause the loss of the

competitive advantage in a competitive environment. As mentioned earlier,
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integration of internal communication function that is communicative with the
employees becomes an important aspect in IMC as well. Therefore, administration
has to define their vision where it promises its employees and the organization will
satisfy their needs (Overstreet & Gorman, 1995, p: 1). Employees should feel that
they are a part of the organization and if their company succeeds, they will succeed
as well. Understanding the employee expectations and satisfying their needs became
an important aspect because the product can be perfect, price can be suitable and the
consumers may reach the products easily but if the consumers contact make with the
employees who would not represent the organization in the required style the market
perception will be affected negatively. Therefore, communication with the
employees is important and managers make sure to communicate that their company

success relies on their employees’ success.

Before managers implement IMC in their organization, they have to understand the
employees’ mind and heart. First, to change the employees’ behaviors otherwise,
they cannot adopt these organizational changes and they will prohibit these changes

rather than adopting it (Overstreet &Gorman, 1995, p: 2).

Thus in order to have a successful business communication, employees pass through
four stages; firstly they receive the corporate message and recognize the situation,
then understand the corporate message, then moves employee “commitment point”
and if they accept to “internalizing” it, they change their working behavior and try to

achieve the organizational goal (Overstreet & Gorman, 1995, p: 4).

Pettegrew suggests some views to efficient implementation of IMC like; IMC must

systematically implement all the functions of the company at the same time, chief
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executive officer (CEO) of the company highly supports the implementation of IMC,
in any IMC program’s structural and functional issues must be taken into
consideration as a critical component and according to the firm, the organizational
culture should apply the most adequate IMC program (Pettegrew, 2000, p: 2).
Organizational culture varies among organizations. Organizations operating in
competitive environments should have an organizational culture that is open for
change, adopts the technological improvements, believes the promotional campaigns
are important for their success and uses integrated marketing communication in their

organization to assure maximum and efficient reach in the marketplace.

Since IMC is a practical concept, it is obvious that if the organization does not
implement it correctly, the IMC program would fail. Nike and Procter & Gamble are
good examples to this situation. While Nike and Procter & Gamble are successful in
marketing, they are weak in PR and employee communication because they have not
integrated them effectively and efficiently. Therefore, many of the companies like
Nike and Procter& Gamble in America are unsuccessful in speaking to their
stakeholders in one voice especially in crises and these companies have not
implemented the strategic coordination of all message and media used by the
organization to collectively influence its perceived brand value (Pettegrew, 2000, p:

3-8).

This is the reason why integrated marketing communication model is so important
for organizations where organizations “operate and evaluate the process and
effectiveness of integrated communication”. The main aim of IMC is to determine
the efficient and effective communication for “new and comprehensive business

model” (Lin, 2000, p: 4).
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On the other hand, as mentioned earlier, in traditional marketing when organizations
advertise they give all responsibilities of their brands to the advertising agency.
When they need any public relations activity, they find a public relations agency
outside and give them responsibility concerning their organizations’ reputation.
Inside the organization, the marketing department comes up with a sales promotion
program. As a result, organization’s advertisement, public relations and sales
promotion programs are not integrated in traditional marketing and that’s why they
do not generate synergy. They just send different messages to customers because of
the different approaches, different goals and budgets, resulting in different target
market attitudes and behaviors than the organization’s expectation, which causes
waste of time and money for the organizations as well (Bozkurt, 2000, p: 16). In
IMC approach organizations define their mission then conduct a situation analysis to
understand their competitors, marketplace, company, consumers and the products
better. Then according to the mission, managers specify their objectives clearly and
make sure that all marketing communication activities interact with the general IMC

objectives.

While integrating the promotional and non-promotional activities managers have to
understand the IMC mix first. Therefore, like marketing plan, IMC has a plan as
well. The figure below shows that agencies, marketers or whoever wants to use IMC

can easily create and develop an IMC campaign.

As shown in figure 4, the company sets IMC objectives. Generally, when
managers set their objectives, they need to make sure that the objectives’ are
quantitative and there are deadlines, because the campaign must be measurable

during and after the implementation. Before the IMC strategies and tactics are
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made, the budgeting decisions need to be taken by either one of the “top to
bottom” or “build up” approaches. In “top to bottom” approaches the budgeting
decisions are made within the organization without considering the current
external conditions. On the other hand, the “build up” approaches work in an
outside-in manner. After setting the IMC objectives and budgeting, campaign
strategies are created and implemented to communicate with the target
audiences according to the marketing plan. The last stage would be the

evaluation of the campaign.

IMC Mission/Vision

\ 4

Compet. Analy.

A 4

Current users Situation Analysis K

Geographics

A 4

Overall IMC objectives

\ 4

Budget
A 4
IMC Strategy
A 4
/ IMC Tactics ~ Advertising [
— Personal / \
A 4
Direct Sales Cybermrkt. Publicity
\ v v /

» IMC Plan (Include Resource Allocation)

A

\ 4
Evaluation Methods

A

Figure 4: IMC campaign (Ogden, 1998, p:30)
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2.2.1.2 Characteristic of integrated marketing communication
Integrated marketing has many differentiating characteristics in comparison to the

classical approach. These are;

¢ In IMC approach the marketing mix and the communication technologies must
be integrated and planned together; in classical approach organizations just focus
on the marketing mix, they do not plan how to make a product accepted and how
to stabilize a place in the market. This plan is done separately but in the
integrated marketing communication approach look, the organization is in
general perspective and all the decisions taken are to support each other
(Bozkurt, 2000, p.18). Due to the fact that all marketing mix elements
communicate with the target markets, the product itself, the brand, logo, package
design, the product price and the place that they exhibit for sale is
communicating with the customers and the integrating all those aspects make

consumers perceive the way we want.

¢ IMC uses all the technological improvements in the marketing field. As an
example, by using computer technologies, organizations can easily and
successfully prepare database and direct marketing in their organizations
(Bozkurt, 2000, p.18). Technological improvements not only make marketers to
prepare databases it also enables them to use internet marketing. Consumers use
internet extensively and every organization today should have an existence on

the web.

¢ IMC is customer focused; the aims of IMC approach are making the brand

awareness and making a repetitive buying behavior for a consumer and to
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structure each individual buying behavior. This new approach uses all the
technological advantages so the organizations can be successful in direct
marketing and they can affect the consumer buying behavior (Bozkurt, 2000,

p.18).

¢ IMC is measurable. This approach helps the organizations to get the direct data
and make them measurable. They can test all their activities and their goals to
succeed in their marketing communication. On the other hand, in the classical
marketing communication, organizations can only test how the advertisements
affect the consumer buying or they can measure how the public relations activity
affects the media (Bozkurt, 2000, p.18). This characteristic makes IMC more

practical and preferable.

¢ IMC makes an interactive communication process; in this new approach the
consumer is in the center of the marketing plan. In this process, the consumers
have an active role and they have two-way interaction (Bozkurt, 2000, p.19).
Two-way communication is important for a company’s efficiency and
effectiveness because their aim is not just selling products in the short run. In the
long run customer satisfaction and having two-way communication is important.
Having two way communication make marketers to understand customer

expectations and build a strong customer relationship with them.

¢ IMC makes a database planning and application; by using this approach the
organization can understand and identify the market segment and target market
with buying behavior, brand approaches, attitudes, demographical, sociological,

psychological and geographical characteristics and then set their strategies
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(Bozkurt, 2000, p.19). With the databases, marketers know more about their
customers such as the buying habits / demographics relationship, consumers’
purchasing priorities, culture’s effect on purchasing decision making and so on.

The data is crucial for marketing strategies and IMC approach.

Database can be used “strategically and tactically”. By creating a database,
organization can “change its basis of competition”, gain a comparative advantage in
the market place due to good relationship with their customer, solve their “supplier

problem” and create a new product (Zambardino & Goodfellow, 2003, p: 428).

¢ IMC planning approach is outside in instead of inside out. IMC strategic
decisions focus on the market and the customer needs and expectations. The
organization becomes customer oriented (consumer involvement) instead of
product oriented. In consumer orientation, organizations have to think about
involvement that occurs with the relation and there must be two-way
communication (Bozkurt, 2000, p.19). In some periods of time, production
oriented and sales oriented marketing strategies were widely used. Due to the
market structure in that period, simple marketing strategies were used
efficiently. However, in today’s global market is a much more competitive and
diverse environment where numerous brands offer consumers more than what
they expect. Therefore, companies who deliver a superior value would have a

long lasting interaction with the consumers.

¢ IMC uses zero-based planning; based on their goals and objectives and
according to the present situation. They do not consider the previous years while

setting their organizational goals and objectives (Bozkurt, 2000, p.19). Each
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organization uses different strategies and tactics to achieve their goals and while
applying their strategies they are acting according to the existing situation. In
IMC “zero- based” means decisions on marketing or marketing communications
must focus on customer expectations and the current market competitor
situation. The early success of the tactics does not necessarily mean success in
the long run.
2.2.1.3 Customer as the focal point of IMC
In developed countries, consumers face nonstop potentially unnecessary and
unrelated marketing communications and these messages, make people to consume
more and because of improved media technologies people continue to receive
overloading messages and continue to consume more. Therefore, managers desire to
integrate their communication under one strategic plan otherwise, they cannot
differentiate themselves in the market so when the organizations integrate their
marketing communication, they have to understand how the consumers know about
the organization and how they perceive the messages through the media channels

(Hackley & Kitchen, 1998).

According to Sherif and Sherif (1967), there is a “two-step process” for persuasion.
In the first-step process consumers receive the message according to their opinions
and the situation they are in and after that they evaluate the message by the content,
source of the message and other aspect then decide either they are going to change

their behavior or not (Jones &Sanders, 2001).

It should not be forgotten that the consumers integrate the entire picture (various
messages of a single source) in their minds. Initially it has to be understood how a

consumer’s mind work.
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Storage system works with the comparison of the existing knowledge or information
and the new knowledge. Knowledge or the information compared with the existing
knowledge and stored near the existing information if necessary. By doing that the
customers creates the concepts and the categories on their mind (Bozkurt, 2000,

p.50).

People can get millions of messages in everyday life and to transform these messages
as the marketing communication message, the message has to pass three main

information process stores (Schultz, Tannenbaum & Lauterborm, 1995, p: 33).

The first step is “sensory register”; in this process, people store in their minds what
they heard or hear. This system has three sub characteristics; the first characteristic is
that according to our senses and feelings which of them selected as an example.
People can understand the noise, symbols and feelings by comparing the concept and
categories on their mind. The second characteristic is that information is separated in
short periods for the future process. The third characteristic is that the brain sends
this information to the upper level to transfer them to the future process. Shortly this
controls the brain not to see and hear the unnecessary things (Schultz, Tannenbaum

& Lauterborm, 1995, p: 33).

The second step is “short-term memory” which stores the information for a short
period of time. Information is stored in the short-term memory during the
comparison process till the feeling of the need. In this stage, information looks at the
relations of causes and effects and determines if the information has any place for the

existing classification on their mind that’s why the brain stores this information in a
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short period of time. That’s why short-term memory is active and has limited

capacity (Schultz, Tannenbaum, &Lauterborm, 1995, p: 34).

The third step is “long-term memory”. This process includes “all the concepts and
categories” that people create in their mind for the passing time. People can also
store the information that they did not need for a long time. Long-term memory is
divided into two parts. The first part is semantic arrangement. In this process,
information is hierarchically arranged according to its semantic and then stored.
Then the second part of the long-term memory is “temporary store”. People can store
the information and characteristics chronologically; they prepare this chronology
previously in their minds. People can easily understand the characteristics, situations,
activities clearly because of our long-term memory and it can be said that this
knowledge or information is a temporary experience. Shortly we can say that in the
long-term memory it is thought that the new information is necessary and people
either learn this information or memorize it. It is stored dependently and people put
them in category on their mind (Schultz, Tannenbaum, & Lauterborm, 1995, p: 34-
35). Thus, in order to gain a comparative advantage and having a loyal user the
organizations have to apply the integrated marketing communication in their
organizations.

2.2.1.4 The value proposal of IMC

According to Kotler (1993), Marketers cannot easily reach the minds of the target
consumers with traditional marketing approach. This is the reason why “mass
marketing” and “target advertising” lose their efficiency and effectiveness in the
market and integrated marketing communication approach is a solution for that
problem, because it causes a good relationship with the consumer (Caywood, 1997,

p: 93).
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Building customer relationship is so important for an organization and that’s why
there must be a nonstop communication between the consumer and the company.
Having nonstop communication increases the organization’s sales unit and profit

(Duncan, 2002, p: 7).

It can be said that the public relations and marketing concepts are integrated under
the integrated marketing communication approach for the purpose of having easy and

good relationship with the customer (Cutlip, Center, &Broom, 2000, p: 76).

If the firms apply the integrated marketing communication approach in their
organizations they are going to have “two-way communication” with their customer
and potential customer. Thus, they can easily listen to and communicate with them
because integrated marketing communication depends on continual interaction with

the public (Caywood, 1997, p: 104).

The organization, which strategically coordinates all brand and corporate messages,
the effect will be greater than when it uses the marketing communication tool
independently because using the marketing communication tool independently
requires more budget, power and sometimes the messages that are sent to public

include some conflicts (Caywood, 1997, p: 91).

Marketers have to know when they are going to use the promotional tools and which
promotional tools will be more efficient during the process and while planning all
these they have to create a synergy in this marketing communication program, this is
the reason why the integrated marketing communication is so important for the

organizations (Sirgy, 1998, p: 4).
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In the development stage of integrated marketing communication, there are seven
levels. “Awareness of the need for integration”, that marketers have to feel that they
need integrated marketing communication in their organization. “Image integration”
that marketers have to decide which messages and media they are going to use and
the style of the message like written message, visual message or both in their
advertisement. “Functional integration”, that is formulated process of marketing
communication program, which shows the integration of other functions in the
organization. “Coordinated integration”,; personal selling is integrated with the other
marketing communication tools like when the consumer or potential customer talks
with the salesman and the thing that is said by the salesman must be the same with
the product advertisement as well. “Consumer based intzegration” is to have the
target consumers; the marketing strategy has to base on the consumer wants and
needs. If not they cannot position the product for those target consumers.
“Stakeholder based integration”; employees, suppliers, distributors, government
agencies are all stakeholders and the firm has to communicate with them. Final
development of integrated marketing communication stage is “relationship
management”’; since in goal achievement each function in the organization has to
work coordinately and there has to be communication with each other (Sirgy, 1998,
p: 6-8).

2.2.2 Progressive stage of integrated marketing communication

Steps of the IMC stages begin with the sense of necessity: in today’s competitive
market conditions, the macro environment around the organizations dictates the
logical choice of integrated messaging and customer focus. Thus the organizations
first step into IMC’s stage one and then they “move progressively to the questions of

coordinating internal and external activities, using customer data to drive priorities,
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and finally to apply the IMC principles for far-reaching and the strategic issues such
as resource allocation, organizational alignment, and financial integration and
accountability.” (Hack &Schultz, 1999, p: 7). However, few organizations manage to

attain full capabilities in the later stages.

Schultz and Kitchen developed the progressive stages of integrated marketing
communication in 2000. As it is shown in the figure below, there are four stages; the
first stage is “tactical coordination of marketing communication”, second stage is
“redefining the scope of marketing communication”, third stage is “application of
information technology” and the final stage is “financial and strategic integration”
(Kitchen, Schultz, Kim, Han, &Li, 2004, p: 1422). As shown in the model below
organizations pass through the stages one by one. Most authors claimed that at
“financial and strategic integration” stage the organization must have already
completed the other three stages efficiently and effectively otherwise, the last stage
cannot be reached. However, in this research it is shown that companies who are still
in the first stage of IMC may be implementing “financial and strategic integration”

without passing through the second and third stage.
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Figure 5: Progressive stage of IMC (Kitchen, Schultz, Kim, Han, Li, 2004)

2.2.2.1 Tactical coordination of marketing communication

Within this first stage, organizations functionally coordinate their communication
elements that they use and develop their communication policies, practice and
deliver as a whole in a synergy. Therefore, they need highly “interpersonal” and
“cross-functional” communication (American productivity & quality center, 1998, p:
7-8).

In other words in this stage the teams in different field or specialization come
together and create a cross-fertilization of their ideas for the aim of “one sight,

one sound” in their communication planning (Blythe, 2006, p: 55).

Briefly, this stage is the entry point into IMC for most organizations. Commonly, the
IMC initiative is driven by the desire to achieve better coordination of
communication elements such as advertising, promotion, direct response, public

relations, and special events. Developing overall communication policies and
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practices, and delivering “one sight, one sound” via marketing communication are
typically emphasized (Schultz & Schultz, 2004, p: 23-32).

2.2.2.2 Redefine the scope of Marketing Communication

In this stage, organizations start to focus on the communication by putting
themselves in the position of the consumer. They coordinate the internal
communication (employees, suppliers, and other business partners) and the external
communication. To get information about the consumer, they use primary and
secondary marketing research source (American productivity & quality center, 1998,

p: 7-8).

During this stage of development, IMC focused firms shift their emphasis from
simple tactical coordination to the customer’s point of view. Marketing
communication begins to give consideration to all sources of brand and the company
contacts with the customer about the product or service. Organizations expand their
view of marketing communication to include more outbound messages sent to
customers. Additionally, the management broadens the scope of communication
activities to encompass and coordinate the internal marketing to employees,
suppliers, and other business partners and align with the existing external
communication programs (Schultz & Schultz, 2004, p: 23-32).

2.2.2.3 Application of Information Technology

Organizations sustain comprehensible database and structure a globally segmented
data source. By doing that they can distinguish, assess and evaluate the influence of
the internal and the external program to accomplish these stages, the organizations
need huge data sources and perfect marketing communication planning (American

productivity & quality center, 1998, p: 7-8).
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At the third stage of IMC development, organizations use the power and potential of
information technologies to provide a basis for identifying, valuing, and monitoring
the impact of integrated internal and external communication programs on the key
customer segments over time (Schultz & Schultz, 2004, p:23-32).

2.2.2.4. Financial and Strategic Integration

This is the final stage in the development of IMC, where organizations examine their
performance by return on investment (American productivity & quality center, 1998,

p: 7-8).

According to Schultz and Kitchen, most of the companies are still at the “tactical
coordination of marketing communication” stage and “redefining the scope of
marketing communication” stage; some of them have moved at the “Application of
information technology” and the limited organizations moved at the “financial and

strategic integration” stage (Kitchen, Schultz, Kim, Han, &Li, 2004, p: 1422).

At the highest level of integration, the emphasis shifts to employ the skills and data
generated in the earlier stages to drive the corporate strategic planning by using
customer information and insight. Organizations commonly re-evaluate their
financial information infrastructures to foster creation of “closed-loop” planning and
capabilities to evaluate the marketing expenditures based on the return-on-customer-
investment measures. IMC “return on investment (ROI) methods are applied on a per
customer basis. Shortly, at Stage 4, IMC is concerned much more with the issues
facing the senior management (Schultz &Schultz, 2004, p: 23-32).

2.2.3 IMC application in the international markets

There is limited literature about the implication of IMC in the international market

and most of these conduct the development, diffusion and acceptance of IMC by
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focusing on the customer perception in US, New Zealand, UK and Australia. In other
words, almost all reports of studies are done for the countries that use English as a

main language (Kim, Han, &Schultz, 2004, p: 32).

According to llchul, the implication of IMC changes country to country because the
countries’ “socio-cultural circumstances” and “market environment” as “information
technology, media segmentation, market factor” change from one country to another.
In 1999, Kitchen and Schultz claim that IMC is at the introduction stage in India and
Australia, growth stage in United Kingdom and New Zealand and early maturity

stage in United State in 1999 (Kitchen, Schultz, Kim, Han, &Li, 2004, p:1421).

Most of the “English speaking countries” have same facilities like improved
communication, high information technology, diversified media, different consumer
attitude and taste, speedily diffused information technology, the consumer’s demands
for “cost-efficient marketing communication” force the company to apply IMC

(Kim, Han, &Schultz, 2004, p:34).

Understanding perception and the application of IMC in both English and non-
English speaking countries is important. Therefore UK as “English speaking” and
then South Korea as “non-English speaking” cases have to be analyzed. According to
Kitchen, Schultz, Kim, Han and Li’s research has shown that 89% of public relations
agencies and 85% advertising agencies in the UK provide IMC service for their
clients. When looked from the clients’ point of view, just a few of them (8.3%) do
not need to see an integrated campaign from the agencies. When the general service
provided in UK is viewed, it is seen that the advertising agencies provide 64.4%

advertising service, 22.3% public relations, 48.6% for direct mail, 39.4% for sales
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promotion, 55.3% for internet and 27.6% other types of services to the clients. In
public relations agencies’ view 34.6% advertising, 88.5% public relations, 26.9%
direct mail, 7.7% sales promotion, 61.5% and 1.19% other types of services for the
clients. Both agencies strongly agree that IMC is a coordination of communication
discipline and 48.3% advertising agencies measure the effectiveness of IMC
campaign always and 38.3% measure it sometimes. On the other hand, 26.9% of
public relations agencies measure the effectiveness of IMC campaign always and
61.6% measure it sometimes. In this research, it is understood that in UK, the
advertising agencies believe that the best measurement method is ROI and then an

increase in sales (Kitchen, Schultz, Kim, Han &L.i, 2004, p: 1424-1430).

On the other hand, “non-English speaking” South Korea is rapidly becoming an
information society like the “English-speaking” countries. In 1999, more than 50%
of households owned cable TV, 9 million have a PC at home; 5.7million people use a
PC to communicate and 6 million use the internet. This shows that most of the
population in South Korea uses the new media. In Kim’s opinion South Korean
people have the same demographic structure however their “buying behavior”,

attitudes and their tastes are completely different (Kim, Han & Schultz, 2004, p: 34).

The client research in South Korea has shown that 62.4% of agencies and 45.9% of
clients know somewhat IMC, where 14.7% of agencies and 10.1% of clients know it
well, 21.1% of agencies and 23.9% of clients know a little and 1.8% agencies and
20.2% of clients do not know about it. In addition to this, 61.5% of agencies and
54.6% of clients consider IMC as necessary where 42.6% of clients and 36.7%
agencies say IMC is not necessary. According to the cross tab analysis that is “who

will be the controller?” 81.7% of client group say the client must be the controller
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where 68.8% of agency group support the controller must be themselves and this will
be a big barrier in the implementation of IMC. Other barriers according to the
research “lack staff talent, the business culture, present decision making procedure in
marketing communication” in the South Korean market (Kim, Han & Schultz, 2004,
p: 35-40).

2.2.4 Marketing in Turkey

Historically, Turkey was the first Turkic country to adopt capitalism as a mode of
production. The Ottoman Empire, the predecessor of today’s Turkish Republic, made
a successful transition to a physically inactive state but never established an
economic base for capitalism, nor, therefore, a base for marketing. The Ottomans
perceived trade as a lowly occupation and let the minorities within the empire handle
it; international trade and most of the national businesses of the Ottomans were

managed by French, Italian, Armenian and Jewish entrepreneurs (Roux, 2007).

In the end, when the empire collapsed in the early twentieth century, it was replaced
by the Turkish Republic. However, after a long and exhausting period of war, the
country was left with scarce resources and no qualified people to handle any form of
production and business (Boratav, 1989, p. 265-275). Under these circumstances and
with many restrictions, the ruling elites took a decision to transform the state into a
democracy and the economy into Western-style capitalism; but it was also decided
that the state would make all physical investments, while encouraging, even creating,
a sufficient number of capitalist entrepreneurs (mostly within the state system)
through the transition period. State-owned banks were established to invest in

production facilities, and also in the bureaucratic elites (Kepenek, 1982).
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Although this “mixed” system worked to a certain degree, leaving the control of
people’s wealth entirely in the hands of politicians and bureaucrats. A small number
of families have constantly risen in prosperity and kept their interests integrated into
the state system; and although Turkey has a strong and rapidly growing private
sector, the state still plays a major role in basic industry, banking, transport, and
communication (CIA World Fact Book, 2008). With highly protective customs and
duties walls around industries, and with a considerable tax rate, Turkish consumers
have always paid the price for state-driven capitalism (Heper, Kramer, & Oncu,

1993).

Marketing, on the other hand, as its integral component, has developed
simultaneously with capitalism in Turkey. Until the mid-1980s, the economy was
dominated by a monopolistic and an oligopolistic structure. Basic marketing
activities such as research, product development, logistics, and marketing
communications, were functioning at minimal levels. Beginning in 1983, following
the election of Turgut Ozal as the prime minister, the economy began to open up for
international competition, while rapidly developing a large amount of foreign debt.
The country also opened up for foreign investments that brought competition, market
development and a stream of more sophisticated marketing techniques to Turkey.
Founded on a non-capitalistic economic background, the Turkish economy has
typically oscillated and struggled between a state-driven system and the wild side of
capitalism; and although, logically, a somewhat socialist structure should have
emerged out of that combination, such a structure never emerged (Aktan, 1999, p:

459-462).
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Within the last 25 years, Turkey has transitioned into a consumer society by
borrowing more and producing relatively less. However, obtaining consumer and
market data continues to be a problem: primary research must be carried out in
Turkey to produce quantitative data, and in the rare instances where this is being
done, those conducting the research tend to be unwilling to share their findings. In
consequence, strategic planning is usually a very difficult task; most consumer
market players rely on internal data and their instincts for assessing day-to-day
activity. There is income-based, simple demographic segmentation information
available for general use, and most marketers rely on this information for
segmentation decisions (Turkish Advertisers Association, 2008). Logistics are
usually well invested and organized throughout Turkey. However, R&D and product
development have never been popular, and these still receive a 0, 76% share (4.4
billion Turkish Liras or USD 3.6 billion) from Turkey’s GDP (TUIK, 2008).

2.2.5 Marketing Communications in Turkey

The main determinant of the degree of sophistication of marketing communications
in Turkey is the depth and width of the market. Turkey's economy is a complex mix
of modern industry and commerce, along with a traditional agriculture sector that
still accounts for more than 35% of employment. The largest industrial sector in the
country is textiles and clothing, which accounts for one-third of industrial
employment. However, other sectors, notably the automotive and -electronics
industries are rising in importance within Turkey's export mix (CIA World Fact
Book, 2008). In this picture, the big spenders of the marketing communications
services appear as the automotive, clothing, electronics and food industries, and

service providers such as banking, telecommunications, insurance and transportation.
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The pharmaceuticals industry remains the biggest spender in personal selling and

sales promotion.

There is limited research about advertising agencies and public relations agencies in
Turkey. During the 1990s, public relations agencies offered IMC services rather than
advertising agencies. However, that changed in the 2000s. Today, advertising
agencies are offering IMC services more than public relations agencies. (Sayimer,
2007, p. 259-264) (Cansel & Kemal Kaya 2011, p: 49). The IMC campaigns are
mostly strategized and coordinated by advertising agencies and the commonly
coordinated tools are advertising and sales promotions. Internet and MPR efforts
sporadically join the integrated campaigns. It is estimated that in 2007, the total
marketing communications expenditures in Turkey came to approximately USD 5
billion. The advertising sector had the major share, with USD 2.5 billion: there are
close to 100 advertising agencies and 30 film production facilities in Turkey
operating with proper facilities and staff; and the total number of employees in the
advertising agencies is approximately 3,000 (Turkish Advertisers Association, 2008)
(Cansel & Kemal Kaya 2011, p: 49). Yet most advertising campaigns in Turkey are
based on limited marketing information and strategy, and the success or failure of the
campaigns is usually left in the hands and instincts of the creative staff. Research,
strategic creativity, and pre- or post-testing concepts have not yet found a stable

platform within the industry (Cansel & Kemal Kaya, 2011, p: 49).

Public relations in Turkey are mostly practiced as publicity and event organization;
the Turkish PR industry is dominated by veteran journalists. Due to the lack of
market data, long-term strategic planning and therefore important CPR applications

such as issues management are very difficult to accomplish. With a few exceptions,
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the PR departments of both state and private sector organizations usually perform
weakly in strategic PR. Moreover, with more than 130 PR service providers, the
industry barely totals USD 50 million a year: “The results of a recent survey with 65
companies are pretty objective: 44% of PR agencies (that is, almost half of the
industry) have annual revenues of over USD 500,000. Consultancy services are very
limited. Only 25% of the agencies receive consultancy fees that exceed USD
500,000. A great majority (57%) would serve 1 to 10 companies and employ 16
people on average. Among the communications services they provide, media
relations, corporate social responsibility efforts, and product and brand public
relations take the top three slots. Likewise, the services for which they believe there
is an increase in demand are media relations (94%), event management (74%),
corporate social responsibility efforts (69%) and product and brand public relations
(66%). In this broad picture, realistically speaking, the proportion of companies
whose communications consultancy fees exceed USD 1 million is just about 14%. In
short, the picture we have of the industry is as follows: the Turkish PR industry
makes most of its income through the operational PR services it provides to its

customers.” (Ilhan, 2007) (Cansel & Kemal Kaya, 2011, p: 49-50).

Various sales promotion techniques, including frequency programs, are well known
and practiced in Turkey. Credit cards, airlines and many other sectors plan and
develop frequency programs that can benefit all parties involved. Campaigns on both
the trade and consumer sides are integrated with PR and/or advertising efforts.
Promotional items expenditures have reached over USD 1 billion in 2007, with the
pharmaceutical clients being responsible for a 30% share. Other major spenders are
the automotive, finance, food, logistics, and education sectors (Hero Training

Seminar, 2007) (Cansel & Kemal Kaya, 2011, p: 50).

56



Direct marketing (DM) in Turkey is surprisingly weak, due to the lack of databases
and industrial regulations. DM is not yet recognized by the Turkish authorities as a
distribution channel and/or means of marketing communications. The total
employment in the sector is less than 30,000 and the number of companies that run
DM operations is less than 200. Overall DM expenditures in 2007 were estimated at
around USD 70 million (Turkish Union of Chambers of Commerce, 2007) (Cansel &
Kemal Kaya, 2011, p: 50). International companies show keen interest in this
developing sector in Turkey: infomercials and direct selling have become popular;
however, methods like direct mailing and catalog sales have proven impracticable
due to the lack of address databases and weak postal services. Internet sales are not
compatible with Turkey’s 20% internet penetration, since most internet users are too
young to obtain any form of credit and the majority of adults are afraid of using

credit cards online (Cansel & Kemal Kaya, 2011, p: 50).

There is a growing service sector in Turkey, and 11% of the working population of
30 million is employed in various services (TUIK, 2008) (Cansel & Kemal Kaya,
2011, p: 51). Although there are no official figures available for the size and
breakdown of the people who are employed for personal sales, it is estimated that
roughly 1 million people are working in various sales categories; the annual
expenditures on the sales forces are estimated to be above USD 1 billion. Larger
corporate sales forces are accumulated by the pharmaceuticals, industrial equipment,
telecommunications, computer, cosmetics and food industries (Cansel & Kemal
Kaya, 2011, p: 51).

2.2.5.1 The importance of pension funds institution in IMC

Social security reform, which has been discussed since 1990s, reoccurred with the

radical changes in 2004. One of the most important problems faced in the social
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security systems is the financial deficit that has occurred due to unregistered
employment. New social security reform has been thought and formed to finish this
problem and to care the problem of unemployment in this country (Individual

pension system 2004 progress report, 2004).

According to the Deloitte’s Turkey Finance Report 2010, Turkish financial services
market has experienced a dramatic growth between 1997 and 2008 averaging 7%
annually. Pension firms were introduced in 2004 and their growth since then has
been above the financial market growth average (Deloitte Financial service sector

report, May 2010: p.20) (Cansel & Kemal Kaya, 2011, p: 52).

“Another area in the finance sector where rapid growth had continued was the
Personal Retirement System (Pension Funds) in Turkey. With the intensive
efforts to maintain the customers and the transparent structure of the sytem,
the total contribution of the pension funds to system had grown 28% to TL 5.4
billion (USD 3.6 billion) between 2007 and 2008. Moreover, the funds had
grown 23% in 2009 to contribute TL 7.1 billion (USD 5.4 billion)”(Deloitte
Financial service sector report, May 2010: p.20)(Cansel & Kemal Kaya, 2011, p: 52).

Graphic 1: Total amount of direct premium annually(Deloitte Financial service
sector report, May 2010: p.20) (Cansel & Kemal Kaya, 2011, p: 52)
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Individual pension system is the system that provides people as a benefit to have a

regular and satisfactory salary in their retirement years. The savings are directed to
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long term investments when they work actively in their life. Those people, who are
interested in this benefit, can take a place in this system as volunteers and get extra
income other than the social security system gives. The following features are the
main features of the Individual Pension System;

e Using the total amount of contribution and its returns determine the pension
rights.

e The savings are followed in the individual accounts and saved by the ISE
settlement and custody bank Inc. (Takasbank) which is chosen by Capital
Markets Board.

e Pension funds are directed by the expert teams of the portfolio managing
companies which are dependent on Capital Markets Low.

e In addition to the arrangements in regulations about informing the
participants all the time and providing the transparency, the pension
companies have taken the necessary policies.

e Adequate monitoring and inspection infrastructure has been formed with the
help of “Undersecretariat of Treasury”, “Capital Markets Board”, “Pension
monitoring center”, “ISE settlement and custody bank Inc.”, independent
inspection companies and internal inspection organs.

e At each stage of the system, different choices are offered to the participants
and provide them an opportunity to direct the investments.

e Tax incentive is provided at the stages of paying the contribution,
accumulation and rights for retirement (Individual pension system 2004

progress report, 2004).
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Individual Pension System that will provide better conditions for the next

generation’s life standards will also provide support for the economic development

which are as follows;

Individual’s life standards will be increased with the extra income coming
from the pension system in their retirement.

Creating new jobs and vacancies by forming sources for infrastructure and
long term investments.

By increasing the long term funds provides the better works of the financial
sector.

Positive support on managing the inflation successfully and on the long
standing growth.

Using the investment strategies in the institution decreases the fluctuations
and speculations in the market place.

Providing the capital markets to grow in deeper (Individual pension system

2004 progress report, 2004).

Shortly, the individual pension funds provide some support for the participants as

below;

Provides a lifelong retirement salary to an individual by directing them to
invest in their youth age.

Support these savings with different advantages, direct them for investments
and arrange them.

Provide the individuals who have not preferred the pension fund to get all
their money at once and collectively (Individual pension system 2004

progress report, 2004).
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When the elements and the structure of the individual pension funds are looked at, it
is seen that there are participants and the pension companies in the middle of the
system; and the main element is the written agreement that the participants and the
pension company have. The pension investment funds are managed by the
professional portfolio managers. Thus, Takasbank has been chosen as a keeper by
Capital Markets Board. The funds are saved by separating the pension investment
funds from the pension companies’ assets. Pension Monitoring Center is another
control point that monitors the daily activities of the pension companies, reports them
to the people who have pension fund contract and gives information about the
improvements to whom are interested in the pension system. The Undersecretariat of
Treasury and Capital Markets Board are the Institutions that make the planning
related to the system and examine if the other elements are in harmony with these
planning. Individual Pension Advisory Board has been settled to decide on the
individual pension rules and regulations. Also it suggests ideas for the necessary
precautions that have to be taken in order to put these rules and regulations into
practice. Individual Pension Advisory Board consists of representatives who are at
the general manager level at a minimum; the president of the Board is assigned by
The Undersecretariat of Treasury, and the other representatives are assigned by
Ministry of Finance, Ministry of Labor and Social Security, The Undersecretariat of
Treasury and Capital Markets Board (Individual pension system 2004 progress

report, 2004).

As the importance of Pension Monitoring Center in this system has been mentioned
earlier, some of the additional information is given below to clarify its role in this

system;
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e Pension Monitoring Center provides the individual pension fund system work
in a secure environment, transparently and adequately to save the
participants’ rights and benefits. The Pension Monitoring Center has two
shareholders. One is the Undersecretariat of Treasure that has A group shares;
and the other one is the pension companies that have a permission to act in
the system where they have B group shares.

e As Pension Monitoring Center evaluates the daily activities, it stores the data
about the pension companies operations and the participants’ data; it informs
the participants and the public, examines and directs the participants’
objections, accumulates the statistics of specific population layer, examines
the system’s functionality, makes the examination of the individual pension
intermediaries and follows their registry, arranges some programs for their
training, meets the demands related to the software, provides the safe running
of the system and provides the data that will help the public authorities to
interfere whenever a problem occurs and examines the individual pension
fund system analytically.

e Pension Monitoring System has a contemporary IT infrastructure to work
properly where it uses this as an advantage while informing the public.
“Internet Technology” and the “Automatic Voice Answering Technologies”
are the basic elements used for notifying (Individual pension system 2004

progress report, 2004).

On the other hand, Pension Companies are vitally important in this system because

they are formed according to the “individual pension savings” and “investments

system law”. They have license for pension, life and personal accident insurances.
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The companies who are interested in operating in the individual pension fund system
have to apply to get permission for their establishment at the Undersecretariat of
Treasury. To get the permission there are some procedures that they have to pass
through. The procedures are; having “pension” title, being formed as a “joint stock
company”, have 20 million TL capitals, have 10 million TL paid capital and make a
commitment to pay the rest in 3 years, and lastly the people establishing their
companies have to meet the required qualities (Individual pension system 2004
progress report, 2004).

2.3 Measurement in integrated marketing communication

Since the marketers spend lots of money on the promotional and non-promotional
tools in their promotional campaign, they have to calculate what the feedback will be
for these expenditures. For the calculation expenses, the organizations have to
measure their communication program performance first and integrated marketing
communication is the only way to measure the performance of these promotional and

non-promotional tools (Belch & Belch, 1998, p: 564).

Measuring the effectiveness of the promotional and non-promotional tools has
several advantages like “avoiding costly mistake”, “evaluating alternative strategies”

and “increasing the efficiency” of promotional and non-promotional tools in general

(Belch & Belch M, 1998, p: 565).

Assume that the managers design their product very well, their advertisement
campaign is also good but their distribution channel has some problem or their direct
marketing does not work efficiently, no matter how good their advertisement

campaign is, they cannot be successful in the market. Therefore, the managers have
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to know the cause for that failure and start to criticize; is it because of the
advertisement campaign, distribution channel or not evaluating what their consumers
expect from them? In traditional marketing that type of problem can be seen very
often. That’s the reason why integrated marketing communication approach
occurred. In integrated marketing communications, managers can measure all these
promotional activities’ interactions. They can measure the investment that they are
going to do for distribution channel, brand, product improvement, and reputation of
the organization and if they measure their sales without integrating them, their
expected value will not be realistic. Thus to compete in the market and get the
customer’s satisfaction, the organization has to be aware of the role of measurement

in the integrated marketing communication process.

In integrated marketing communication, the producers can easily communicate with
their customers and satisfy their needs because by applying integrated marketing
communication, they can easily measure their promotional activity and get feedback

from their customers as well.

On the other hand, in traditional marketing it is difficult to predict the effects of
promotion, since it is “one-way communication”, it just sends a message to the
consumers and expects them to perceive the message, makes the manager face the
complexity in the preparation of the promotional budget and this is the reason why,
when the managers try to arrange their promotional budget, they face some

difficulties.

Planning the promotional budget is such an important aspect for the managers; they

have to decide an accurate budgeting method. There are four common methods that
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can be used while arranging the total budget for promotional activities which are
“affordable method”, “percentage of sales method”, “competitive parity method”,

“objective and task method” (Kotler & Armstrong, 1999, p: 432).

In affordable method, the companies arrange their budget at the level that they
believe the company can manage to pay for their expenses and no matter what their
IMC objective is, they cannot exceed the budget that is determined. In percentage of
sales method, the companies arrange their promotional budget according to the
estimated sales percentage. In competitive parity method, the companies arrange their
promotional budget either by considering their competitors’ promotions expense or
by getting an estimated industry promotion spending which has been prepared by
trade associations and then arrange their promotional budget according to the average
level of industry promotion. The last method is the most useful one, which is
objective and task method, as it was mentioned earlier, it is based on what the
companies want to achieve after this promotional activity. So first of all, the
companies have to define their promotional objectives, then they have to determine
what type of task they need to achieve their promotional objectives, and then they
have to estimate how much money they are going to spend to perform these tasks and
the sum of the task costs will give an idea about how much money the company

needs for their promotional activities (Kotler & Armstrong, 1999, p: 432-433).

As a conclusion it can be said that; still most of the managers’ focus is on profit and
quality but not on the communication with their customers. Only a few of them care
for the customer satisfaction. The managers have to recognize that the traditional
marketing strategies are not enough for customer satisfaction, because the customers

are bombarded by messages of many different brands and have integrated them in
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their minds, so using right messages in the right form of media and getting feedback

is crucial for satisfying the customers.

Integrated marketing communication approach is the solution for the traditional
marketing problem because theoretically and practically managers can easily
communicate, get easy feedback from their customers and can measure the success
and failure of the IMC campaign. In addition to this, traditional marketing has been
criticized in terms of reliable measurement methods; it does not help us to understand
the factors of all promotional activities that have effect on reputation and brand
image of the organizations; that’s the reason why we cannot analyze the effect of
these promotional activities for customers.

2.3.1 Marketing Communication measurement (MARCOM)

Measurement is the vital element for organizations because if they cannot measure
their investment, they may waste their time and labor force effort for nothing. In
other words by using some measurement techniques, the organizations can easily
understand and make decisions about the new actions and their customers’ behavior.
For having a better understanding and management, the measurement has to be
completed, accurate and related with the organizations’ goals. In reality it cannot be
said that organizations can measure every investment efficiently and effectively. In
some cases, the organizations face some difficulties in measuring their investment

where it affects their business intelligence (Lenskold, 2003, p. 209).

There are some reasons which show that MARCOM measurement is difficult to

measure and IMC approach is the one that solves this problem (Schultz & Schultz,

2004, p. 198).
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Marketing Communication is a type of “Black box” communication. As the company
sends different messages for their same product, their customers may interpret them
wrongly or add their own explanation while getting the messages from different
media channels. It is like a child’s game; one says something to another one and the
other one says something different to another one. This is one reason why it is
difficult to measure; the customer cannot explain the message they have got, when
they have got it and how it affects their buying behavior (Schultz & Schultz, 2004, p.

198).

Another reason of difficulty in marketing communication measurements is time and
timing. As the customer cannot receive all the marketing communication messages,
organizations cannot accept the estimated measurement that while they are using
some mediums they are going to reach the expected amount of customers. In addition
to this, in some cases they may reach the customers but the customer does not give a

direct response to the message that they received (Schultz & Schultz, 2004, p. 199).

Consumers are exposed to a variety of messages that organizations send to them by
using a wide range of media sources like TV, billboard, packaging and simple word
of mouth where these are the elements of the shaping of marketing communication.
This can work efficiently if the marketers select the right sources while reaching their
customers. The wrong source selections are useless and the source of messages or
incentives becomes one of the main reasons of the difficulty in measuring the

marketing communication activities (Schultz & Schultz, 2004, p. 199).

Mar-com managers may insist that their campaign was excellent, however, because

of non-promotional activities’ problems, their customers would not buy their
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products. This creates a problem in the measurement of mar-com activities because
the campaign can reach their customers but due to environmental, logistic, stock,
price problems etc. their customers would not buy their product. Thus solving these
problems by traditional methods are difficult and that’s the reason why IMC
approach becomes an important concept. It solves all these problems and makes all
the marketing communication activities measurable (Schultz & Schultz, 2004, p.
200).

2.3.2 Marketing audit

As everything changes very rapidly in the marketing environment, companies have
to control their strategic and operational plans and reassess them according to the
opportunities and threats that come from the environment. Marketing audit is the
major tool while reassessing strategic control (Kotler & Armstrong, 2004, p: 62).
“Marketing audit is a comprehensive, systematic, and independent periodic
examination of a company’s environment, objectives, strategies and
activities to determine problem areas and opportunities and to recommend

a plan of action to improve the company’s marketing performance” (Kotler
&Armstrong, 2004, p: 62).

By using marketing audit, managers can bring more clarification to strategic
marketing decisions and related implementations. In other words all decisions related
to the marketing. The following table contains the marketing audit questions in

categories:

Table 4: Marketing environment audit (Kotler & Armstrong, 2004, p: 63)

Marketing environment audit

1. The macro-environment: Does demographic, economic, natural,
technological, political and cultural trends create threats and
opportunities for this company?

2. Task environment:

e Markets and customers: What is happening to marketing size,
growth, geographic distribution and profits? What are the major
market segments? How do customers make their buying
decision? How do they rate the company on product quality,
value, and service?
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Other factors in the marketing system: who are the major
competitors of the company and what are the strategies, strengths
and weaknesses? How are the company’s channels performing?
What trends are affecting suppliers? What key publics provide
problems or opportunities?

Marketing strategy audit

1.

2.

3.

Business mission and marketing objectives: is the mission clearly
defined and market oriented? Has the company set clear
objectives to guide marketing planning and performance?
Marketing strategy: does the company have a strong marketing
strategy for achieving its objectives?

Budget: has the company budgeted sufficient resources to
segment, products, territories and marketing mix elements?

Marketing organization audit

1.

2.

Formal structure: are marketing activities optimally structured
along functional, product, market and territory lines?

Functional efficiency: do marketing and sales communicate
effectively? Is marketing staff well trained, supervised, motivated
and evaluated?

Cross-functional: Do marketing people work well with people in
operations, R&D, purchasing, Human resources, information
technology and other non-marketing areas?

Marketing system audit

1.

Marketing information system: is the marketing intelligence
system providing accurate and timely information? Is the
company using marketing research effectively?

Marketing planning system: does the company prepare annual,
long term and strategic plans? Are they used?

Marketing control system: are plan objectives being achieved?
Does management periodically analyze product, market and
channel sales and profitability?

New product development: does the company have an effective
new product development process? Has the company succeeded
with new products?

Marketing productivity

1.

2.

Profitability analysis: how profitable are the company’s different
products, markets, territories and channels? Should the company
enter, expand or withdraw from any business segments?

Cost effective analysis: do any marketing activities have
excessive cost? How can costs be reduced?

Marketing function audit

1.

Products: what are the company’s product line objectives?
Should some current product be phased out or new products
added? Would some products benefit from changes in quality,
features or style?

Price: are the company’s policies and procedures appropriate?
Are prices in line with customers’ perceived value?

Distribution: what are the company’s distribution objectives and
strategies? Should existing channels be changed or new ones
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added?
Promotion: does the company have well developed advertising,

sales promotions and public relations programs? Is the sales force
large enough and well trained, supervised and motivated?

As shown above, a marketer needs to understand how the uncontrollable factors are
going to affect the organization. What are the possibilities of transforming a negative
issue to an advantage for the organization? Marketing strategy audits mainly focus
on market, customer, competitor, the company and the product itself. In a marketing
strategy audit, a marketer focuses on the mission, objectives and strategy and their
relation with the determined budget. Then in a marketing organization audit,
marketers try to analyze whether their formal organization structure is adequate to
become successful in their goals, and whether the employees in the organization are
capable enough to work cross functionally. The other marketing audits like system,
productivity and the function have to be carefully analyzed by the marketers as well.
2.3.3 Customer based return on investment (ROCI)

IMC is the solution for measuring all the marketing communication activities, and
this is the last stage of IMC. At this stage, mar-com managers start to estimate what
the return on mar-com investment will be in the short-run. The traditional method
only focuses on the communication effects whereas, IMC focuses on the bases of
customer return on investments as an expected result of the mar-com program

(Schultz & Schultz, 2004, p. 216).

To make the mar-com activities more efficient and effective, IMC offers a
managerial analysis system. In this system, money goes in the form of investment in
different communication programs to affect the customer in a short period of time in
the short-run and gets the money back with the increased revenue and profit in the

long-run (Schultz & Schultz, 2004, p. 216-217).
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As the businesses do all mar-com investments in the short-run, the investments
become variable cost items instead of fixed. They change into variable cost because
managers can measure the customers’ value easily and can take some decisions to
make some changes in the campaign tactics instead of paying money as fixed
expense for nothing. In other words if there is something wrong in either media
channels or in messages, they can change these aspects in short periods of time and
according to the economic value of customers’ they can simply decide on the funds
they are going to invest for their customers. In the calculation of economic value of
customers’ calculated by taking care of the contribution margin line where only the
marketing communication expenditure and the profit are taken into consideration. As
a result, it can be said that the money that is not used for marketing communication
activities turns into profit (Schultz & Schultz, 2004, p. 216-217).

Table 5: Measuring ROCI (Schultz & Schultz, 2004, p. 221-222).

Behavioral Goal Target Target
Market Market
A B

Category Requirement Assumption
1. Estimated category historical data / estimate $ $
demand

Base Income Flow Assumption
. Base share of historical data / estimate
requirement
. Base income flow to | line 1* line 2
us
. Non-communication | operating estimate
costs (product,fixed..)
. Contribution margin | 100% - line4
(%)
. Contribution margin | line 3*line5
®)
Scenario A: No Communication Investment
7. Change in share of | Estimate
requirement
8. Resulting share of line 2 + (line7*line2)
requirement
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9. Resulting customer line 8* linel
income flow to us
10. Less non- - (line9*line4)
communication cost
11. Less MC costs $0
12. Net contribution line 9+(linel0+line 11)
Scenario B: Communication Investment
13. Total MC Ads. Costs + PR costs +
investments DM cost + SP cost.....
etc
14. Change in share of | Estimate
requirement

15. Resulting share of line 2 + (linel4*line2)
requirement
16. Resulting customer | line 15* linel
income flow to us

17. Less non- - (linel6*line4)
communication cost

18. Less MC costs - (line 13)

19. Net contribution line 16+(linel7+line 18)

Return on customer investment (ROCI)

20. Incremental line 19-line 12
gain/loss/no
investment

21. Incremental ROCI line 20 / line 13

As it is seen table 5, measuring return on customer investment has five stages; in the
first stage, the organization has to estimate the current year customer demand for the
product as revenue. Then in the second stage, organizations have to calculate the
“base income flow assumption”, where organizations take; expected percentage of
“share requirement”, “income flow”, total cost without calculation of marketing
communication cost to find “contribution margin” as a percentage into consideration.
The third stage begins with the creation of a scenario that assumes the organization
does not use any marketing communication elements, in other words when there is
no marketing communication investment what would be the “net contribution”. In

the fourth stage, the “net contribution” is to be found after the communication

investment and the last stage is calculating the return on customer investment which
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is the difference between net contribution of communication investment and no
communication investment. The result shows the organizations “incremental gain /
loss / no investment scenario” and the “Incremental gain / loss / no investment

scenario” to “total marketing communication investment” ratio thus displaying the

ROCI of organizations (Schultz & Schultz, 2004, p. 221-222).

As a conclusion for this chapter, it can exposed that the consumer has more power in
the marketplace and IMC practices become a necessity. The reason as to why a
limited amount of literature concerning developing countries (non-English speaking
countries) exists is due to the fact that developed countries (especially English
speaking countries) are utilizing some of their resources to explore the application of

IMC both theoretically and practically.

The IMC approach emerged to solve the traditional marketing campaigns problem.
In traditional campaigns, organizations prepare a number of campaigns to reach their
customers but because of its structure they cannot reach them in a proper way and

they cannot measure the investment they did.

As a consequence of the IMC characteristics facilities, managers can reach their
customers more efficiently and effectively because of proper integration of
marketing communication activities and at the end they can measure their return on

investment and not waste their time, money and labor force effort any more.
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Chapter 3

METHODOLOGY

This chapter consists of seven sections; research methodology, research procedures,
research design, data collection, population of the research, sample of the research
and research analysis.

3.1 Research method

This research was conducted in two stages. In the first stage secondary sources were

used and in the second stage primary research had been analyzed.

In the primary research, mixed researches were conducted. Both qualitative and
quantitative methods were used in the mixed researches. The quantitative study is
adequate to establish some generalization. To make some generalizations, this
approach examines the theory about variables that are collected in this research and
measured in numerical values and analyzed in the statistical measurements

(Creswell, 1994, p: 2).

First, the pension fund, the advertising agencies and the public relations agencies’
characteristics in Turkey were explored. Also the clients’ and the agencies’
perceptions and the IMC applications will then be explored. Due to the fact that it
has been conducted under the quantitative paradigm, instead of collecting a word

able data, the more meaningful numerical data has been employed where single cross
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sectional design was conducted and data was analyzed by using statistical

measurements to make the generalization.

After exploring the pension funds, public relations and advertising agencies’
application of IMC in their institutions and their types of activities, a qualitative
analysis was used to describe one of the agencies’ clients. In the qualitative part, an
in-depth interview has been used to understand how can the organizations control
their outcomes in terms of messages in order to influence the consumer’s buying
decision? How does IMC effect the brand value process? What type of marketing
research is employed and in which field? What types of activities are preferred to
obtain customer loyalty? Whether using IMC, measures the return on customer
investment more effectively or not?

3.2 Research procedures

This research was conducted in two stages (as seen in figure 6). In the first stage,
secondary sources were used and then primary research had been analyzed. At the
result of secondary source and primary resources findings, IMC pension funds (in
Turkey) model was developed. Research was completed to the measurement of

Finans Emeklilik ROCI where it was one of the convenient pension funds.

As a secondary source, numerical data of Turkish market statistics from TUIK
(statistical year book in 2009) was taken and then pension funds investment from
EGM web page was taken to understand the dynamic growth potential of Turkey and

pension fund sector.

In primary research, survey method was used and two different questionnaires were

administered to Turkish pension funds and their communication agencies, to
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understand the theoretical and practical applicability of IMC in Turkey. Then in the
second stage of primary research an in-depth interview method was used as a case
study for Finans Emeklilik to calculate ROl which showed where in the first stage of
IMC the company without passing through the second and third stages and whether
they can apply the fourth stage by calculating ROI. Finally, a model that shows

pension funds IMC application was developed.

TUIK

Secondary <
source EGM

The Role of
Measurement in

IMC,; Agencies
Turkish Pension exploratory<

Funds Pension

Primary Funds
resources
descriptive —> Fnans
emeklilik

IMC model for PF.

Measure ROCI

Figure 6: Research procedures for the study
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3.3 Research design

In this research study, as mentioned earlier mixed research was used, where the
quantitative and the qualitative research have been conducted in this survey. First, |
followed the quantitative research method and administered a survey because “the
survey method enables a researcher to generalize the finding from a sample response
to a population” (Creswell, 1994, p: 117). Two questionnaires were prepared; one for

agencies and one for pension funds in Turkey.

The first questionnaire was applied to the public relations agencies and the
advertising agencies in Turkey to understand the IMC applications in the Turkish
market. There are approximately 130 actively working public relations and 100
actively working advertising agencies in Turkey which are the members of different
PR and Advertising Associations (Turkish Advertisers Association, 2009) (llhan,
2007) (Cansel & Kemal Kaya, 2011, p: 50). For this survey some strata’s were used
in order to select the eligible public relations and advertising agency. According to
strata’s of public relations agencies 15 were eligible since they fulfilled the criteria of
being a member of the Communication Consultants Association, and 14 were
eligible in advertising agencies, since they fulfilled the criteria of more than 50
employees, have a membership in the Advertising Association and either have
foreign partners or an annual revenue > $ 2,000,000 were eligible; among 14 firms

that fulfilled these criteria.

The respondents of the first questionnaire are the people who had a full responsibility
in the preparation of the campaigns. Both of these surveys were conducted as single

cross sectional design.
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In the first questionnaire there were 3 closed ended questions, 5 semi closed ended-

open ended (if yes explain how and why) and 7 open ended questions.

A second questionnaire was prepared and applied to pension funds marketing
department executives to see which pension funds are aware of IMC and apply it in
their organization in Turkey. In the second questionnaire, how the pension funds take
corporate decisions, marketing decisions and marketing communication decisions in
the organization, what types of promotional and non-promotional activities are used

during branding reputation and loyalty process in their organizations were analyzed.

The questionnaire has been applied to all pension funds marketing and marketing
communication department managers and vice managers. There were 20 close-ended
questions, 22 open-ended questions and 3 Likert and Likert-type scales in the 45

questioned questionnaire.

Then the final research was conducted as a case study and in the selection of the
organization, convenience sampling method was used. In the case study an in-depth
interview method was used with Ajlan Soéziitek, who is the general manager of
Finans Emeklilik (as one of the pension funds institutions that apply IMC
adequately). In addition, the following was included in the case study: accessing the
institution’s financial reports in order to generate the marketing audit report based on
the annual marketing communication investment. All expenditures for marketing

research will be taken into consideration to measure the return on investment.
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3.4 Data collection:

As mentioned earlier, the research was conducted on both secondary sources and
primary research to understand the Turkish market, pension fund sector and the

theoretical and practical applicability of measurement of IMC.

In the secondary source, the original web page of TUIK and EGM were used and all
the data from 2009 statistical yearbook and EGM pension funds monthly reports

were collected.

The primary research has three stages in the collection of data. The first stage
focused on public relations and advertising agencies which were eligible in their
work and open for such academic researches. There were 15 public relations and 14
advertising agencies were eligible, however only 26% of public relations and 57% of
the advertising agencies responded to this survey because of some gatekeeper barrier.
As mentioned earlier, there were 3 closed ended questions, 5 semi closed-ended &

open-ended (if yes explain how and why) and 7 open-ended questions.

The second questionnaire was distributed to the entire population of pension funds
(13) and 12 marketing and the marketing communication departments’ for managers
or vice-managers of pension funds responded to this survey. The aim of this
collected data was to analyze the PF perception and application of IMC in Turkey,
show that IMC can be applied in the developing countries and figure out what stage
of IMC they are in as pension fund. As mentioned earlier there were 20 close-ended
questions, 22 open-ended questions and 3 Likert and Likert-type scales in the 45

questioned questionnaire.
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The final part of the research was conducted on Finans Emeklilik as a case study
regarding their return on investment. In this part, data was first collected through an
in-depth interview followed by telephone calls. In the in-depth interview, more
specific information about the organization such as their marketing communication
activities to influence their consumer, their brand value process, preferred activities
to obtain customer loyalty and their marketing research field, measurement
techniques that they used etc. were asked. Then through telephone calls and e-mails,
the marketing communication budget, financial report, marketing audit report and the
other necessary data needed to measure their ROCI was gathered. The aim of this
final part is to figure out whether the company has either completed or is still in the
first stage of IMC and whether they can apply the fourth stage without passing

through the second and third stage of ROI calculation.
3.5 Population

Defining the population in the research is so important because population is
considered as a whole and it gives direction for the conclusion of the study. In other
words, it is the combination of the elements of the research study and while
researchers define the population of the study, they can measure whether the
elements researched are a part of the population or not (Levin & Rubin, 1998, p: 9-

10).

There are 13 pension fund organizations in Turkey, which are Aegon Emeklilik,
Anadolu Hayat Emeklilik, Allianz Emeklilik, Groupama Emeklilik, Avivasa Hayat
ve Emeklilik, Ergoisvicre Emeklilik, Garanti Emeklilik, Fortis Emeklilik, Finans
Emeklilik, ING Emeklilik, Yapikredi Emeklilik, Vakif Emeklilik and Deniz

Emeklilik (www.egm.org.tr) (Cansel & Kemal Kaya, 2011, p:51).
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Since there are 13 pension fund organizations in Turkey, the whole population is
going to be measured to justify the research and make some generalization.

Therefore no sampling method was used in this survey.

There are approximately 130 actively working public relations and 100 actively
working Advertising Agencies in Turkey who are the members of different PR and
Advertising Associations (Turkish Advertisers Association, 2009) (llhan, 2007)

(Cansel & Kemal Kaya, 2011, p: 50).
3.6 Sampling

A sample is defined as “a subgroup of the elements of the population selected for

participation in the study” (Malhotra & Peterson, 2006, p: 323).

For selecting a research sample stratified sampling is going to be used. In the
stratified sampling “within strata, elements should be homogeneous with clear

differences heterogeneity between the strata” (Malhotra & Peterson, 2006, p: 339).

For the first questionnaire, public relations and advertising agencies that fulfilled the
eligibility criteria were contacted. The strata for public relations agencies were to be
a member of Communication Consultant Association. Thus, 15 of the PR agencies
were homogeneous as they were the members of “Iletisim Danismanlig1 Sirketi
Dernegi” (Communication Consultants Association), and 26.7% of them responded.
The strata for advertising agencies were that agencies have to have more than 50
employees, membership in the Advertising Association (Reklamacilar Dernegi), and
either with foreign partners or an annual revenue > $ 2,000,000. Thus, 14 of the

advertising agencies were homogeneous and fulfilled these criteria, 57% responded.
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Non-probability sampling purposive method was used as the selection method for

both public relations and advertising agencies.

For the case study from the 13 pension funds 12 responded. Thus, a non-probability
sampling convenience method was used, Finans Emeklilik was also chosen because
they know what the IMC concept is, they apply it accurately in their organization and

they were open for such academic researches.
3.7 Research analysis

For the research analysis, first SPSS program was used to analyze the data required

to answer the research questions and to also test the Hy, H2and Hs,

First of all, to analyze the data required to answer the research questions for this
research, a frequency distribution and cross-tab analyses were applied to understand
the relationship of the two variables and Pearson Chi-Square Value was measured as

x% df =y, p=1<0.05(Malhotra, 2007, p: 456-489).

Secondly, before testing the hypotheses, the most suitable test had to be selected. In
order to decide if a parametric or non-parametric test would be more appropriate; a
One Sample Kolmogorov-Smirnov test was used to analyze if the gathered data
possessed a normal distribution or not. Secondly, Homogeneity of Variance of the
research was analyzed, the questions where sig. value = p > 0.05 was analyzed by t
test (n < 30). On the other hand the questions where sig. value = p < 0.05 was
analyzed with a non-parametric test and Mann-Whithney test was used where sample

n < 30, like t test in the parametric test.
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Thirdly, Finans Emeklilik customer based data, acquired from Ajlan Soziitek, was
evaluated by analyzing the marketing audit and the customer base on ROI. In Return
on Customer Investment analysis (ROCI), estimated demand for service, base
income flow, profitability without any marketing communication investment and the
investment expense that the pension funds made to gain new customers and to
maintain existing customer within a year are going to be considered to measure net
contribution of communication investment and profitability without any marketing
communication investment. Then the difference between these two contributions will
give incremental gain or loss of the company and the ratio for incremental gain or
loss to total marketing communication per customer will give the ROCI
measurement (Schultz & Schultz, 2004, p: 221-229). At the end of this research the
role and value of measurement in the Integrated Marketing Communication process

will be well displayed.

As a conclusion of this chapter, methodology of this research consisted of both
qualitative and quantitative method. In quantitative method, a survey was used. Two
different questionnaires were distributed to explore the agencies’ (public relations
and advertising) and pension funds perception and practical application of IMC in
Turkey. The first survey was for the agencies and a questionnaire was distributed by
using a non-probability sampling (purposive) method. Furthermore, a second
questionnaire was administered for pension funds and the survey focused on the
entire population. As a qualitative method a non-probability sampling convenience
method was used in the selection process of Finans Emeklilik and an in-depth
interview followed by series of telephone conversation and e-mails were used to get
their marketing strategies and marketing communication investment for the

measurement of ROI in an accurate way. Data was collected from secondary sources
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(TUIK and EGM) then primary research was analyzed (public relations &
advertising agencies, pension funds and Finans Emeklilik). Finally, the entire data

collected were analyzed by the statistical analysis program, SPSS.
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Chapter 4

FINDINGS AND INTERPRETATIONS

In this chapter, four main subject areas are focused upon; IMC in Turkey, IMC
model for pension funds in Turkey, The role of measurement and application in

Turkey and followed by some interpretations.

IMC in Turkey part focus on three section; firstly, secondary sources of TUIK was
used to understand the development of Turkey by taking care of statistical data. Then
the focus was on pension fund investment size and number of participants from EGM
to understand the market and sector better. Secondly, the public relations and
advertising agencies findings focused in IMC applicability and practices in Turkish
communication organizations and finally, the pension fund findings focused in IMC

applicability and activity in Turkey as a client section.

In IMC model for pension funds in Turkey section, focused on the pension funds

application of IMC in their organization.

Last part which was the role of IMC measurement and application in Turkey,
focused on the Finans Emeklilik an in-depth interview, measurement of ROI and

ROCI.
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4.1 Integrated marketing communication in Turkey

To understand IMC applicability in Turkey, the market needs to be analyzed.
Turkey’s demographic structure, communication activities, and population were
analyzed through the Turkish government statistical book on the internet in order to

understand the possibility of implementation of IMC in Turkish market.

In this analysis, it was found out that 75.53 % of the population live in the cities and
the rest live in the country where the total population is 72,561,312 (50.25% male
and 49.75% female) and the annual growth rate of the population in 2008-09 was
1.73% in Turkey. As subject of this research, the pension funds’ target market is the
people who are above 20. It was seen that 65.41% of the population was above the

age of 20, 49.69% were male and 50.31% were female (TUIK statistic book, 2009).

In addition to this, the service sector dramatically improved itself in the market, in
which financial intermediaries developed rapidly. The statistics indicate that 38.1%
of the Turkish people, who live in Turkey, use internet where 95% of users are
between 16-54 years of age. In addition to that 39.5% of the internet users have
university degrees, 31.28% have high school, 23.4% secondary or vocational school,
4.9% have primary school degrees and 0.9% of the people using the internet is
illiterate, 52.9% use it with the purpose of searching for information about goods and
services, 14.2% use it for internet banking, 13.2% use it for looking for a job or
sending job applications and 19.7% use it for the other purposes (TUIK statistics

book, 2009).

On the other hand, the financial institutions use information technology to gain a

comparative advantage and not to lose their market share. According to the statistics,
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among the financial institutions, 23.1% of them enterprise with the innovation
activities and 21.9% of them use the technological innovation for the product and the

process innovation (TUIK statistics book, 2009).

The 2009 annual reports show that 16.1% of the financial institutions use
technological innovation only for the product innovation and 18.4% use it only for
the process innovation. In addition, this survey shows that 3.2% of the enterprises
have abandoned innovation activities and 9.8% of the enterprises have ongoing
innovation activities. On the other hand, it is seen that 35.3% focus on the
interference for the innovated activities, 26.7% focus on the marketing and the
organization innovated activities where 18.9% only focus on the organization
innovated activities and 15.5% only focus on the marketing innovated activities

(non-technological) (TUIK statistic book, 2009).

In addition, when the distribution of population by cities is considered, it is seen that
12,915,158 (17.80%) people live in Istanbul where 50.32% are males and 49.68% are
females. This is the highest population size when the general distribution among the

cities in Turkey is considered (TUIK statistics book, 2009).

Thus, these percentages show that Turkey’s society uses the new media as well to
collect information in the buying decision process, and it can be said that there is
speedily diffused information when it is compared to the previous years.

4.1.1 IMC Applicability and Practice in the Turkish Communication
Organizations

As mentioned earlier there is limited information in the literature about IMC

application in advertising and PR agencies in Turkey, this research has been
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developed in order to make broader predictions about the market in Turkey, and to
specifically analyze how these agencies understand IMC, what type of media they

are using, and who their clients are.

Some institutions, public relations and advertising agencies in Turkey say that they
are using integrated marketing communication in their organizations. To figure out
the agencies perception and application of IMC, survey method was conducted on
both public relations and advertising agencies. The participants responsible for the
campaigns were the respondents in this survey and they were asked 3 close-ended

and 12 open-ended questions in the questionnaire.

As mentioned in Chapter 3, 3.5 Population, there are more than 130 PR service
providers; however, most of the service providers are either small “one-man shows”
or collateral services. The service providers who are involved in the strategic PR and
related services are members of Communication Consultants Association; they
“represent 25 percent of the total market, and receive consultancy fees that exceed

USD 500,000” (I1han, 2007) (Cansel & Kemal Kaya, 2011, p: 49-51).

In addition, there are 100 advertising agencies in Turkey, some of them are members
of the advertising associations and some are not. However, the eligibility criteria of
this survey requires membership in a PR association (IDA or IPRA), the capability of
offering strategic planning and services, an annual turnover between USD 1 and 5
million, and employees numbering more than 15. Among the 130 PR service
providers, there are 15 PR agencies that fit these criteria. Eligibility criteria for

advertising agencies were; the number of employees should be more than or equal to
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50, and the annual revenue is greater than or equal to USD 2,000,000 (Cansel &

Kemal Kaya, 2011, p: 49-51).

According to first primary researches the following data was gathered from the

public relations and advertising agency survey;

Table 6: Frequency table; Type of institution (agencies)

Type of agencies

Cumulative

Frequency | Percent | Valid Percent Percent

Valid advertising agency 8 66,7 66,7 66,7
pr agency 4 33,3 33,3 100,0
Total 12 100,0 100,0

In this research 66.7% of the respondents are advertising agencies and 33.3% are
public relations agencies where they are doing their job very efficiently and

effectively in Istanbul.
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Table 7: Respondents agencies responsibilities

Agencies responsibility

Cumulative
Frequency | Percent | Valid Percent Percent

1 8,3 111 111

determine comm.
strategies&ads campaign

MR, performans
evaluation,campaign 8,3 11,1 22,2
manage met
responsible for all the
realtionship betw een 33,3 55,6
clients&agency

brand management and
CRM

preevaluation of proposal
and demandsé&control 111 88,9
quality standa

plan for strategic, media,
communication&clients 111 100,0
decisions

Total 100,0

Missing  stategic plan for brands
and write down
communication brief

22,2 77,8

It was found out that 33.3% of public relations and advertising agencies offer full
service to their clients. In addition to that 22.2% of the respondents said they are
responsible for the brand management and CRM. The remaining 11.1% said they
determine the communication strategies, 11.1% marketing research, performance
evaluation, and campaign management, 11.1% pre-evaluations of proposal &
demands and control quality standards and the last 11.1% planning strategy, media,

communication and clients decisions.
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Table 8: Agencies make a decision

Agencies decisions

Cumulative
Frequency | Percent [ Valid Percent Percent

Valid goals, strategies&MC

decisions 2 16,7 16,7 16,7

all marketing

communication decisions 1 83 83 25,0

communication strategies 7 58.3 583 833

all marketing activities

decision 2 16,7 16,7 100,0

Total 12 100,0 100,0

The results shed light on what type of decisions the agencies make, in other words
the IMC objectives are determined single handedly and what type of decision power
the person holds. It was seen that 58.3% of the respondents take the decisions for
communication strategies, 16.7% said they set the goals, strategies and MC decisions
and the other 16.7% of the respondents said they solely decide for entire marketing
activities and the rest of the respondents, 8.3%, stated they are taking all the
decisions for the marketing communication.

Table 9: Agencies MC taken in department

MC decisons
Cumulative
Frequency | Percent | Valid Percent Percent
Valid they took mc decisions 1 8,3 111 11,1
clientand PR agency 3 25,0 33,3 44 4
client and advertising
agency 5 41,7 55,6 100,0
Total 9 75,0 100,0
Missing clients has already
have a decision before 3 25,0
they go agency
Total 12 100,0
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Who is responsible for marketing communication decisions is important in IMC
because it is the first stage of the progress as it was mentioned earlier. Tactical
coordination of marketing communication, as shown in the table above, 88.9% of the
respondents said that the agencies and the clients make all marketing communication
decisions. This shows that especially the agencies already achieved the first stage of
IMC. On the other hand only 11.1% of the agencies said that they solely decide what
needs to be done in the marketing communication campaigns (a specific PR and
advertising agencies marketing communication decision bar chart is in appendix e,
Crosstab tables for PR and Advertising Agencies).

Table 10: Knowing ROI technique

Agencies if they know ROI

Cumulative

Frequency

Percent

Valid Percent

Percent

Valid

yes
no
Total

8
4
12

66,7
333
100,0

66,7
333
100,0

66,7
100,0

Return on investment is a very efficient and effective way in the measurement of the
campaign. Some of the organizations apply this measurement and some do not. This
part analyzes if they know these measurement techniques and it was shown that
66.7% of the agencies know what ROI is and the rest said they do not have any
knowledge about what this mesurement means (a specific PR and advertising
agencies knowledge about ROI bar chart is in appendix e, crosstab tables for PR and

Advertising Agencies).

92



Table 11: ROI effectiveness & calculation in MC activities

or measuring the efficiency and effectiveness of cam paign ROl is
effective tool

Frequency

Percent

Valid Percent

Cumulative
Percent

7
5
12

58,3
41,7
100,0

58,3
41,7
100,0

58,3
100,0

Calculate ROlin MC activities

Frequency

Percent

Valid Percent

Cumulative
Percent

3

9
12

250
75,0
100,0

250
75,0
100,0

25,0
100,0

Although only 66.7% of the agencies know what return on investment is, 58% of
them think that for measuring the efficiency and effectiveness of the campaign ROI
is an effective tool. However, only 25% of them said they calculate ROI in marketing
communication activities and 75% of them do not measure ROI in their campaign.
This shows that they know theoretically what ROI is; they know it is an effective tool
in measurement but when the evaluation stage comes in their campaign, most of
them prefer to use the other techniques rather than ROl (a specific PR and
advertising agencies perception about ROI technique effectiveness bar chart is in

appendix e, Crosstab tables for PR and Advertising Agencies).
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Table 12: Marketing Communication ROI

Who calculate institutions MC roi

Cumulative
Frequency | Percent | Valid Percent Percent
agency 2 16,7 16,7 16,7
agency and

institution together 1 83 83 25,0

institution 1 8,3 8,3 33,3
no calculation 8 66,7 66,7 100,0
Total 100,0 100,0

Only a few agencies measure ROI at the evaluation stage of the campaign. 16.7% of
the respondents said that they calculate ROI. On the other hand 8.3% said their client
and they measure ROI and the other 8.3% said they do not measure but know that
their clients measure the ROI to understand the efficiency and effectiveness of the
campaign.

Table 13: Agency media channels usage

Agencies uses mediachannel as

Cumulative
Frequency | Percent [ Valid Percent Percent
print media 4 333 33,3 333
print media and
broadcasting

print media, broadcasting,
new media

print media,
broadcasting,outdoor,new 25,0 25,0 100,0
media

Total 100,0 100,0

2 16,7 16,7 50,0

25,0 25,0 75,0

Selecting the right media channels is important while reaching their clients’ target
market. Therefore it is seen that 33.3% of the PR and adertising agencies prefer to
use print media, 25.0% said they use cluster of print media, broadcasting and the new

media and the other 25.0% of the respondents said they use the cluster of print
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media, broadcasting, outdoor & the new media. Lastly the remaining16.7%, said that
they only use the print media and broadcasting in their campign (a specific PR and
advertising agencies media channel usage bar chart is in appendix e, Crosstab tables
for PR and Advertising Agencies).

Table 14: Same message different media

Use different mediachannels but with same messages

Cumulative

Frequency Percent Valid Percent Percent

Vald vyes 9 75,0 75,0 75,0
no 3 25,0 25,0 100,0
Total 12 100,0 100,0

To create a synergy of the message while reaching the target market is extremly
important in IMC, as it was mentioned earlier, this is the one thing that differentiates
Integrated Marketing Communication from traditional marketing and 75% of the
agencies, both PR and advertising, said that they use different media channels but
send the same message while they are reaching their clients’ target market (a specific
PR and advertising agencies creation a synergy in message bar chart is in appendix e,

Crosstab tables for PR and Advertising Agencies).

Table 15: Agencies budget preparation

The method that institutions uses for preparing budget
Cumulative
Frequency | Percent | Valid Percent Percent

Valid manager decicions 4 33,3 33,3 33,3

purpose and goal 3 25,0 25,0 58,3

manager decision,

purpose and goal 4 333 333 9.7

manager decision,

competition, 1 83 83 100.0

Total 12 100,0 100,0
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Budgetting is another important element that affects the efficieny and effectiveness
of the campaign, therefore, the techniques that they use are critical elements. 74.9%
of the respondents said that, their manager decides what will be the budget, in other
words they use affordable model of techniques where 33.3% of them use both
purpose and goal which is, objective and task method and 8.3% use
competition,competitive parity techniques as well, which is the objective task of
budgeting techniques. On the other hand, 25.0% of the respondents said that while
they are deciding on the budget they use only objective and task method.

Table 16: Agencies IMC knowledge

If the agencies know about IMC

Cumulative
Frequency | Percent [ Valid Percent Percent
know and apply 9 75,0 75,0 75,0

know but not
applied accurately

Total 12 100,0 100,0

3 25,0 25,0 100,0

From the table above it is seen that all of the PR and Advertising agencies know IMC
concept and 75.0% of them are applying it accurately in their campaigns, and the
remaining 25.0% said they are not (a specific PR and advertising agencies
knowledge about IMC bar chart is in appendix e, Crosstab tables for PR and

Advertising Agencies).
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Table 17: IMC demand

Sectors demands imc application

Frequency

Percent

Valid Percent

Cumulative
Percent

no demand

automotive, FMCG, men
&women care products
PF Inst.,, banks, FMCG,
automotive and rich
clients

banks, PF inst., retailer,
telecom,
construc.,entertainment

FMCG, banks, retailer
FMCG
Total

3
1

25,0
8,3

25,0

16,7

16,7
8,3
100,0

25,0
8,3

25,0

16,7

16,7
8,3
100,0

25,0
333

58,3

75,0

91,7
100,0

As shown above all sectors know IMC and 75.0% applied it accurately. That means
there are some clients who want to see IMC applications in the agencies’ campaigns.
This question has a crucial importance in detecting the sectors who demand IMC
applications the most. When asked to the agencies the result shows that especially
the banks, pension funds and fast moving consumer goods sectors demand IMC the
most (a specific sectorial base that mostly prefered campaigns as PR and/ or

advertising and the IMC campaign requests bar chart is in appendix e, Crosstab

tables for PR and Advertising Agencies).
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Table 18: Integration of MC

Agencies if they integrate their MC activities

Cumulative
Frequency Percent Valid Percent Percent
Valid yes 9 75,0 75,0 75,0
no 3 25,0 25,0 100,0
Total 12 100,0 100,0

How they are integrating the MC activities
Cumulative
Frequency | Percent | Valid Percent Percent

Vald noneedfor IMC 3 25,0 25,0 25,0

workw ith different

expert field people 3 25,0 25,0 50,0

focus creative

approach to continuity 2 16,7 16,7 66.7

in strategic&decision

process client and 3 25,0 25,0 91,7

agency come togethe

360 degree technique 1 8,3 8,3 100,0

Total 12 100,0 100,0

The agencies stated 75.0% of them apply IMC accurately by integrating the MC
elements in their campaign. In addition to this while they are integrating MC
activities 25.0% work with experts from different fields, and the other 25.0% said
their client and them come together and make the strategic decisions and related
processes. Only 8.3% of the respondents said that while integrating MC activities
they use 360° techniques (a specific PR and advertising agencies, if they are
integrating or not their marketing communications activities shown bar chart is in

appendix e, Crosstab tables for PR and Advertising Agencies).
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Table 19: Marketing Communication decision

Who takes MC decision

Cumulative
Percent
16,7
417

Valid Percent
16,7
25,0

Percent
16,7
25,0

Frequency
client 2

client and PR agency 3

client and Advertising
agency

advertising agency
suggest

Total

6 50,0 50,0 91,7

1 8,3 8,3 100,0

100,0 100,0

As shown in the table above, in process of making marketing communication
decisions, 75% of the agencies, (50% advertising agencies and 25% PR agencies),
responded that the agencies and clients come together and agree on the MC
decisions. 16.7% said the client takes the MC decisions alone (a specific PR and
advertising agencies marketing communication decision procedure bar chart is in
appendix e, Crosstab tables for PR and Advertising Agencies).

Table 20: Measurement IMC

Measuring efficiency of IMC campaign

Cumulative

Frequency

Percent

Valid Percent

Percent

Vald vyes

no

Total

7
5
12

58,3
41,7
100,0

58,3
41,7
100,0

58,3
100,0

Measuring the efficiency and effectiveness of IMC after the campaign shows
whether the campaign achieved their campaign objective or not. It was shown that
58.3% of the agencies said that measuring the efficiency and effectiveness of IMC
campaigns are their priority. On the other hand 41.7% said they have no
measurement activity after they complete their campaign (a specific PR and

advertising agencies if they are measuring or not the IMC campaign that they
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prepared for their client bar chart is in appendix e, Crosstab tables for PR and
Advertising Agencies).

Table 21: Measurement techniques

easurment techniques that they are using to measure efficiency of IMC cam paig

Cumulative
Percent

16,7

Valid Percent

16,7

Frequency Percent

2 16,7

no enough budget and
data for measurement
look for participant
number

according to the field of
measurement
reseacrh tech.

no measurement
media analysis,
demand analysis and
sales rate together
increasing sales rate
&communication rank

Total

8,3 8,3 25,0

58,3

83,3

91,7

100,0

As 58.3% of the respondents said they are measuring the efficiency and effectiveness
of IMC campaign, 33.3% of them said according to the field of measurement they do
some research, 8.3% said they look for the number of participants, 8.3% said that
look for the media analysis, the demand analysis and the sales rate together and 8.3%
said they look at the increasing sales rate and communication rank while measuring
the effectiveness of their campaign.

Table 22: Elec. infrastructure and internal communication

Blec.infrustructure & internal communication

Cumulative

Frequency

Percent

Valid Percent

Percent

2
10
12

16,7
83,3
100,0

16,7
83,3
100,0

16,7
100,0

100




Almost all of the public relations and advertising agencies, 83.3% respond that they
do not a have client who restructures the electronic infrastructures and the internal

communication based on the customers’ focus and feedback.

4.1.2 IMC Applicability and Activity in Turkey as a Client (Pension Fund
Institution)

The pension funds are the ones who improved themselves in a short period of time.
To understand how their strategic communication affects their customer’s buying
power this survey was conducted for the pension funds.

Table 23: Pension fund investment size and number of participants between 2003-
2006 (www.egm.org.tr) (Cansel & Kemal Kaya, 2011, p: 62)

%
Pension funds Institution total %
investment size investment participants

Pension funds Institution 2004 [ 2005 2004 | 2005
Ak Emeklilik 14,6 17,2 13,71 12,8
Anadolu Hayat Emeklilik 154] 14,1 10,8| 14,6
Ankara Emeklilik 24| 18 57| 4,7
Commercial Union Hayat

ve  Emeklilik  (Aviva 14,3 13,5 6,2| 55
Hayat ve Emeklilik)
Basak Emeklilik 2,7 6,1 2,2 3,2
Dogan Emeklilik (Fortis

Emeklilik ve Hayat)( 441 37 54| 44
Garanti  Emeklilik  ve
Hayat

Kog¢ A_llianz Hayat ve 63
Emeklilik '
Oyak Emeklilik 6,6
Vakif Emeklilik 54
Yap1 Kredi Emeklilik
Total

9,4
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Table 24: Pension fund investment size and number of participants between 2006-
2009 (www.egm.org.tr) (Cansel & Kemal Kaya, 2011, p: 63)

% % %
total participants Retired

investment Participa
nts

End of

Pension funds Inst. | 2007|2008 | 2009 2009

Aegon Emeklilik ve 14| 13 11 01

Hayat

Allianz  Hayat ve

Emeklilik

Anadolu

Emeklilik

Pension funds
Institution
investment size

51 50 4,7 5,8

Groupama

Emeklilik
Ergolsvigre
Emeklilik ve Hayat
Finans Emeklilik ve
Hayat

Fortis Emeklilik ve
Hayat

Garanti Emeklilik ve

Emeklilik

Vakif Emeklilik
Yap1 Kredi Emeklilik
Deniz Emeklilik ve

Table 23 and Table 24 show the dramatic improvement of the pension funds system.
This system started at the end of 2003. In those years there were only eleven pension

funds institutions.

Since that was a new system, without doing any marketing communication activities,
the pension funds market their services through the banks who established them till
the end of 2004. In those years, Yap1 Kredi had the highest market share (22.9%),

and Garanti Pension fund was the leader with 24%, in comparison to others. On the
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other hand, at the end of 2004, Yap1 Kredi became the leader in the market with
17.5% for the investment and 19.6% participant size (Cansel & Kemal Kaya, 2011,

p:63-64).

At the end of 2005, people found the pension funds more reliable than the life
insurance and transferred their investment to the pension fund because in those years
the pension funds institution highly emphasized on the marketing communication

activities (Cansel & Kemal Kaya, 2011, p:63-64).

From 2007 to 2009, it was seen that some of the institutions merged, were sold to the
foreign investors and some of them newly entered the Pension Fund System because
there was a demand for the pension fund insurance in the market place (Cansel &

Kemal Kaya, 2011, p:63-64).

According to this survey, it can be said that, the institutions ranking in the first four
among the thirteen pension funds institutions, all used marketing communication to
reach their customer. Also, all four, know the IMC concept well; they are open to
new innovations, in the product development they strongly agree to focus on the
marketing information and the customer satisfaction. In addition to this, they tried to
gain the competitive advantage by using print and broadcast media channels when

they want to reach their customers.

Although there are thirteen Pension Funds in Turkey, twelve of them participated in

this research. Only Deniz Emeklilik did not respond.
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Table 25: Respondent position in Pension Funds

Positions in the Pension of Funds Institution

Cumulative
Frequency [ Percent [ Valid Percent Percent

Valid Marketing Manager 5 417 417 417
agencies manager 1 8,3 8,3 50,0
ngzgfr'”g and PR 2 16,7 16,7 66,7
marketing vice manager 1 8,3 8,3 75,0
marketing specialist 25,0 25,0 100,0
Total 12 100,0 100,0

As shown in the table above the pension funds respondents are in the upper
managerial positions in the marketing field, 41.7% were senior marketing managers,
8.3% marketing managers, 25.0% marketing specialists; and 8.3% were marketing
distribution channel managers and 16.7% advertising and PR managers.

Table 26: Department responsibility of PF

department responsibility

Cumulative
Percent

8,3

Valid Percent

8,3

Frequency | Percent

1 8,3

determine comm.
strategies&ads campaign
marketing activities 6
MR, performans
evaluation,campaign
managemet

press and visual comm
and media plan

brand
management&comm.,PR
activities ,product
development

advertising campaign and
marketing activities

Total

50,0 50,0 58,3

16,7 16,7 75,0

8,3

8,3 83,3

83 83 91,7

8,3 8,3 100,0

The respondents’ responsibility was analyzed in this part and it can be seen that 50%
of the respondents are responsible for the marketing activities and 16.7% of them are

responsible for the marketing research, the performance evaluation and the campaign
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management. The portions left are divided as 8.3% is determining communication
strategies& ads campaign, 8.3% is press and visual communication and media
planning. The other 8.3% is responsible for brand managements & communication,
PR activities and product development. The final portion 8.3% is responsible for the
advertising campaign and the marketing activities.

Table 27: Decisions taken in PF

taken decisions in that institution

Cumulative
Frequency | Percent | Valid Percent Percent

all marketing
communication decisions
all marketing activities
decision

both nrkt &MC activities
decision

Total 100,0 100,0

2 16,7 16,7 16,7

5 41,7 41,7 58,3

5 41,7 41,7 100,0

As it is seen from the table above 41.7% of the respondents take the decisions in both
marketing and marketing communication activities in their institution, where 41.7%
only take the decisions for the marketing in their institution and their marketing
communication activities are taken by their agencies that they worked on. On the
other hand 16.7% of the respondents said that they are taking all marketing

communication decisions alone in their institution.
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Table 28: Marketing communication decisions

mc decisons taken from their depart

Cumulative
Frequency | Percent | Valid Percent Percent
they took mc decisions 5 417 41,7 41,7
top management
decision and their dept

4 33,3 33,3 75,0

top management 1 8,3 8,3 83,3
top management and
board of director

communication
department decides and 8,3 8,3 100,0
upper level mgmt approv

Total

1 8,3 8,3 91,7

Most of the respondents said while the marketing communication decisions are taken
in their institutions “who is taking these decisions” is the critical question. 41.7% of
the respondents said they took MC in their department, 33.3% said the top manager
and their department decided on their marketing communication activities. On the
other hand there are some respondents where 8.3% expressed that the top manager
decides, 8.3% top manager and board of director decides and 8.3% communication
department decides and the upper level management approves what they are going to
do as an activity of marketing communication.

Table 29: Marketing research field in PF

marketing reserach field

Cumulative
Frequency | Percent | Valid Percent Percent

2 16,7 16,7 16,7

customer satisfaction,
perception

customer satisfaction,
market share, branding
competitors place in
market

demand, perceptinon,
brand positioning
pension fund system.
life insurance

Total 100,0 100,0

25,0 250 41,7

16,7 16,7 58,3

16,7 16,7 75,0

25,0 25,0 100,0
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The respondents highly emphasize that in marketing research the customer
satisfaction surveys are the most popular activity among the pension funds (41.7%).
Then they focus on the branding and the perception. Only 25.0% of the respondents

said that they emphasize the pension fund system and the life insurance as a field of

market research.

Table 30: MR techniques in PF

techniques the they using marketing research
Cumulative
Frequency | Percent Valid Percent Percent

Vald survey 3 25,0 25,0 25,0

any qualitative method 2 16,7 16,7 41,7

benchmarking 1 8,3 8,3 50,0

talk w ith w ell know n

people 1 8,3 8,3 58,3

survey, existing report,

books, internet 3 25,0 25,0 833

qualitative and

guantitaive method 2 16,7 16,7 100,0

Total 12 100,0 100,0

While researching the market pension funds mostly prefer to use the quantitative
method. There are respondents who said that according to the research field they use
either qualitative or quantitative method. The least preferred technique in marketing

research are benchmarking and expert opinion (well known people).
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Table 31: PF target market

institutions target market
Cumulative
Frequency | Percent | Valid Percent Percent
Valid customer for their bank

&VIP 2 16,7 16,7 16,7
20-65 age upper class 1 8,3 8,3 25,0
20-65 age middle class 1 8,3 8,3 33,3
20-65 age middle and

upper class 8 66,7 66,7 100,0
Total 12 100,0 100,0

Pension Funds are mostly branched-off businesses of Turkey’s major banks. More
than 18.2% of their clients are individuals or organizations who bought the pension
funds programs as cross-sell. The other target markets for pension funds are the
66.7% of individuals of 20-65 age groups earning middle-class incomes; and the
8.3% is the same age groups earning upper-class incomes.

Table 32: Segmentation techniques in PF

segmentation technigues w hile definging target market
Cumulative
Frequency | Percent Valid Percent Percent

Valid only demografic 3 25,0 25,0 25,0

demografic and

geographic 2 16,7 16,7 417

demografic and

behaviroral 5 41,7 41,7 833

demografic and benefit 2 16,7 16,7 100,0

Total 12 100,0 100,0

While defining the target market, market segmentation is crucial. There are different
segmentation techniques but as it is seen from the research, all of the pension funds
used demographic segmentation as a primary technique, then they use either

geographic, behavioral or benefit as secondary techniques.
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Table 33: PF positioning strategy

if the institution have any positioning strategy

Cumulative
Frequency Percent Valid Percent Percent

9 75,0 75,0 75,0

3 25,0 25,0 100,0

12 100,0 100,0

the instiution where have positioning strategy have

Cumulative
Frequency Percent | Valid Percent Percent
no positioning strategy 25,0 25,0 250
quality and benefit 50,0 50,0 75,0
cultural symbol 8,3 8,3 83,3
competition 8,3 8,3 91,7
price and quality 8,3 8,3 100,0
Total 100,0 100,0

The positioning strategies are useful to place brand and products in consumers’ mind.
This is the reason why the organizations set a positioning strategy and work on
creating connections between their products and the target market. As shown in the
table above, 75.0% of the pension funds have a positioning strategy and 25.0% have
no positioning strategy. 50% of the pension funds who have such a strategy focus on
the attributes and benefits, 8.3% focus on the cultural symbols, 8.3% focuses on
competition and 8.3% focus on the price and the quality while setting their

positioning strategies.
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Table 34: PF marketing communication elements

toreach their customer MC elements that they use

Cumulative
Frequency | Percent | Valid Percent Percent

Valid all marketing

communication elements 5 417 4L 4L

advertisement,sales

promotions, sponsorship, 2 16,7 16,7 58,3

MPR,sales pow er

direct mrkt, sales

promotions, sponsorhip, 1 8,3 8,3 66,7

sales pow er

direct mrkt, sales pow er, ’ 167 167 833

advertisement ' ' '

sales pow er, MPR, sales

promotions 1 83 83 91,7

sales promotions, sales

pow er 1 8,3 8,3 100,0

Total 12 100,0 100,0

As shown in the table, 41.7% of the respondents said they use all marketing
communication elements to reach their customers, whereas 8.3% of the respondents
use only sales promotions and marketing public relations (MPR) to reach their target

audiences.

Table 35: Marketing Communication elements in the institution

MC elements done inside the institution

Cumulative
Frequency [ Percent | Valid Percent Percent
Vald MPR 1 8,3 8,3 8,3
DM,SP,MPR 1 8,3 8,3 16,7
DM,SP 4 333 33,3 50,0
DM, SP, sales pow er 4 33,3 33,3 83,3
SP, sales power 1 8,3 8,3 91,7
DM, POP, advertising 1 8,3 8,3 100,0
Total 12 100,0 100,0

Furthermore, some organizations have in-house communication efforts: 74.9% of the

respondents said direct marketing and sales promotions are conducted within the
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organization and only 16.6% of them do marketing public relations and 8.3% do
advertising activities inside their organization.

Table 36: Knowledge of ROI

institution if they know ROI

Cumulative
Frequency | Percent Valid Percent Percent
yes 12 100,0 100,0 100,0

Like all public relations and adverting agencies know, the pension funds know what
return on investment means, too.
Table 37: Efficiency of ROI and calculation in MC

‘or measuring the efficiency and effectiveness of cam paign ROl is
effective tool

Cumulative
Frequency Percent Valid Percent Percent
8 66,7 66,7 66,7
4 33,3 33,3 100,0
12 100,0 100,0

calculate ROl in MC activities

Cumulative
Frequency | Percent Valid Percent Percent
7 58,3 58,3 58,3
5 41,7 417 100,0
12 100,0 100,0

Since all of them know ROI, 66.7% of them think that measuring the efficiency and
effectiveness of the campaign ROI is an effective tool and 58.3% of them calculate
the marketing communication activities by using return on investment technique. On
the other hand 33.3% of the respondents do not consider the effectiveness of return

on investment while measuring the efficiency and the effectiveness of the campaign.
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Table 38: PF institute on calculation marketing communication ROI

who calculate institutions MC roi

Frequency

Percent

Valid Percent

Cumulative
Percent

agency
agency and

institution together
institution

no calculation
Total

1
4

2
5

8,3
33,3

16,7
41,7
100,0

8,3
33,3

16,7
41,7
100,0

8,3
41,7

58,3
100,0

As it was mentioned earlier, only 58.3% of the respondents are measuring the
efficiency and the effectiveness of MC activities by using ROI technique, 33.3% of
the respondents said that while measuring it the agency and their organization work
together. 16.7% of them said that they are calculating it as an institution without
taking any support and 8.3% of them said they are not calculating but the agency that
prepares the campaign calculates it.

Table 39: Techniques marketing communication ROI

techniques while measuring MC roi

Cumulative

Freguency

Percent

Valid Percent

Percent

no measurement
survey

focus group
sales rate

Total

5

41,7
8,3
16,7
33,3
100,0

41,7
8,3
16,7
333
100,0

41,7
50,0
66,7
100,0

Plus while using ROI in measuring, 33.3% of the respondents said that they look at
the sales rate and 16.7% of them use the focus group as techniques while measuring

marketing communication return on investment.
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Table 40: PF new product strategy

yearly average new product strategy

Cumulative

Frequency | Percent | Valid Percent Percent

Vald 1 1 8,3 8,3 8,3
2 41,7 41,7 50,0
3 33,3 333 83,3
4 or more 16,7 16,7 100,0
Total 100,0 100,0

For not losing the competitive advantage, offering a new product in the marketplace
becomes an important role and it is seen that 41.7% of the respondents have yearly in
average two new product strategies. On the other hand, 33.3% of the respondents
said they have three product strategies yearly.

Table 41: Promotional activities for new product

promotional activities that they are using for new product

Cumulative
Frequency | Percent | Valid Percent Percent

Valid advertising, sales power 1 8,3 8,3 8,3

sales promotions, sales

pow er 1 8,3 8,3 16,7

sales pow er 3 25,0 25,0 41,7

advertising, direct

marketing, pr, sales 2 16,7 16,7 58,3

pow er

direct marketing, sales

promotions, sales pow er 3 25,0 25,0 833

advertising, direct

marketing, pr 1 83 83 9.7

advertisng, pr 1 8,3 8,3 100,0

Total 12 100,0 100,0

While offering new products in the market place, 83.4% of the respondents mainly
employ a sales force (sales power). They think that a sales force is the most efficient
way to reach the target market. On the other hand 25.0% of the respondents use only

sales force and 25.0% of them use the cluster of promotional activities like direct
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marketing, sales promotions and sales force as a promotional activity while reaching
their target market for their new product. In addition to this, there are some
respondents, that is 16.7%, use advertising, direct marketing, public relations,
personal selling together while reaching their target market. Then there are some
institutions who focus on the advertising activities more than public relations
activities.

Table 42: Reasons for success and unsuccessful in new product

reasons for success in new product

Frequency

Percent

Valid Percent

Cumulative
Percent

advertising, sales power

sales pow er, sale
promotions

sales pow er

advertising, direct
marketing, PR, sales
pow er

direct marketing, sales
promotions, sales pow er

advertisng, direct
marketing, PR

advertising, PR
Total

1
2
3

8,3
16,7

25,0

8,3

16,7

16,7

8,3
100,0

8.3
16,7

25,0

8,3

8,3
25,0

50,0

58,3

75,0

91,7

100,0

reasons for unsuccessful in new

product

Frequency

Percent

Valid Percent

Cumulative
Percent

lack of communication
management fund, miss
guiding for participant
membership fee, financial
str., economic, finacial
support

in some products use
wrong dist. channel,
product unsatisfy
complicated product, high
exemption

market is not ready for
that sector

economic cond.,
customer perception, LR
Total

5
1

41,7

8,3

8,3

41,7

8,3

8,3

41,7

50,0

58,3

75,0

83,3

91,7

100,0
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In the marketplace, offering a new product does not give any guarantee that it is
going to be successful. Since there is fierce competition among the products some of
the products are successful but some are not. In this part of the research, the reasons
of success and failure of the products in the market place was analyzed. According to
the respondents, the personal selling is a promotional activity and the success in the
market place means the sales force is efficient and effective. In other words they
succeed because of their sales force. On the contrary, if the product fails there are
other reasons for that. 41.7% of respondents think that it is because of lack of
communication, 16.7% think it is because of using the wrong distribution channel
and their product did not satisfy the consumer needs and wants. There are a few
amounts of respondents thinking that their product did not succeed because of the
economic conditions and high exemption.

Table 43: PF openness for innovations

institution open for new innovations

Cumulative
Frequency Percent | Valid Percent Percent
strongly agree 7 58,3 58,3 58,3
agree 4 33,3 33,3 91,7
moderate 1 8,3 8,3 100,0
Total 12 100,0 100,0

The following innovation in the marketplace is important to win the marketing
warfare. Some pension funds are more innovative and some are not. In the long run
the less innovative will lose the market share. According to this research 91.6% of
the respondents either strongly agree or agree on the innovativeness of their
organizations but only a few of them, which is 8.3% are moderate for this idea.
These results show that, the pension fund institution is aware of the importance of

opening for innovations.
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Table 44: Focusing marketing information and customer satisfaction
—

'w product development they focus for marketing inform ation and custol
satisfaction

Cumulative
Frequency Percent Valid Percent Percent
Valid strongly agree 9 75,0 75,0 75,0
agree 3 25,0 25,0 100,0
Total 12 100,0 100,0

|

In the new product development area it is shown that 75.0% of the respondents
strongly agree that they are focusing on the marketing information and the customer
satisfaction and 25.0% of them just agree with this idea. This shows that the pension
funds organizations are taking care of the marketing research and the customer
satisfaction in the new product development.

Table 45: Importance of gaining competitive advantage

in product development they try to gain com petitive advantage

Cumulative
Frequency Percent Valid Percent Percent
strongly agree 7 58,3 58,3 58,3
agree 4 33,3 33,3 91,7
disagree 1 8,3 8,3 100,0
Total 12 100,0 100,0

About the importance of product development in the market place; 91.6% of the
respondents try to gain the competitive advantage with product development and
58.3% of the respondents strongly agree with the statement and 33.3% of them agree

with it.
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Table 46: Media channel usage

the institituion uses mediachannel as
Cumulative
Frequency | Percent | Valid Percent Percent

Valid print media 3 25,0 25,0 25,0

print media and

broadcasting 5 ALz L7 66.7

print media, broadcasting,

new media 3 25,0 25,0 91,7

print media and outdoor 1 8,3 8,3 100,0

Total 12 100,0 100,0

The primary mean of reaching customers is the print media: 41.7% of respondents
use the print media and the broadcasting together; 25.0% of them use only the print
media; 25.0% of them use the print media, the broadcasting, and the new media
venues such as mouse-pads, sidewalks, subway tunnel walls, etc. and the remaining
that is 8.3%, uses the print media and the outdoor platforms such as billboards,
blimps, etc.

Table 47: Same message different media

2y use their customer with different mediachannels but with sanr
messages

Cumulative
Frequency Percent V alid Percent Percent
Valid yes 10 83,3 83,3 83,3
no 2 16,7 16,7 100,0
Total 12 100,0 100,0

The messages are sent out through different media channels, 83.3% send the same
messages through different media channels, and 16.7% have no specific mission or
strategy; these may send different messages to their customers by using different

media channels.
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Table 48: Corporate identity

institutions define their corporate identity as

Cumulative
Frequency | Percent | Valid Percent Percent

Valid serving for all customer

w here stay any region of 1 8,3 8,3 8,3
turkey

reliable, permanent,

stability ! 83 83 16,7

become institutionalized,

relible, long term 1 83 83 25,0
leader, dynamic,

innovator)j competitive 6 50,0 50,0 750
high cusumer

satisfaction, high quality 2 16,7 16,7 91,7
service

cool, expert 1 8,3 8,3 100,0
Total 12 100,0 100,0

As shown in the table above the pension funds organizations define their corporate
identity as 50.0% leader, dynamic, innovator and competitive. On the other hand
16.7% of the respondents define their corporate identity as high quality satisfaction
high quality services. There are a few respondents who define themselves as cool &
expert, reliable, permanent and stable.

Table 49: Measurement of customer perception

institutions that measure if their corporate identity reach their
customer perception

Cumulative

Frequency | Percent [ Valid Percent Percent

Valid vyes 6 50,0 50,0 50,0
no 6 50,0 50,0 100,0
Total 12 100,0 100,0

Measurement of the corporate identity, reaching their customer perception is
important because the organization uses all promotional and non-promotional

activities to get the identified perception. If they cannot reach their goals, this means
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they did not use their promotional and non promotional activities efficiently. In this
research 50.0% of the respondents do some measurements about if their corporate
identity reaches their customer perception and 50.0% do not.

Table 50: Promotional activities for customer perception

promotional activities for establishing customer perception

Cumulative
Frequency | Percent | Valid Percent Percent

2 16,7 16,7 16,7

advertisng, MPR, sales
pow er

no promotional activities 3 25,0 25,0 41,7

advertisng, DM, SP,
MPR,Sales pow er

advertising, DM, MPR 8,3 8,3 75,0
DM, sales pow er 1 8,3 8,3 83,3
advertising, MPR 1 8,3 8,3 91,7
advertisng, DM, sales
pow er

Total 100,0 100,0

3 25,0 25,0 66,7

83 8,3 100,0

The importance of the promotional activities that affect the customer perception was
mentioned earlier, it can be seen that 25.0% of the respondents do not do any
promotional activities and 25.0% of them use advertising, direct marketing, sales
promotions, marketing public relations and sales power as the promotional mix.

Table 51: PF perception map

institution that have perception map

Cumulative
Frequency | Percent Valid Percent Percent
Vald vyes 7 58,3 58,3 58,3
no 5 41,7 417 100,0
Total 12 100,0 100,0

Preparation of the perception map creates points of view for the organization to
understand specifically how the consumer position their organization in their mind

and by looking at the perception map the organizations can easily interpret who their
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close competitors are. This research shows that 58.3% of the pension fund
organizations are aware of the importance of the perception map and have it in their
organizations.

Table 52: PF budgeting techniques

the method that institutions uses for preparing budget
Cumulative
Frequency | Percent Valid Percent Percent

Valid manager decicions 5 41,7 417 41,7

roi 1 8,3 8,3 50,0

sales rate, roi,

competition, 1 8,3 8,3 58,3

purpos e&goal

manager decision,

purpose and goal 2 16,7 16,7 75,0

manager decision,

competition, 3 25,0 25,0 100,0

Total 12 100,0 100,0

The budget shows how much money the organizations will spend for their marketing
communication activities. There are different techniques in budgeting, however,
83.4% of the respondents said that their manager decides on it, where 41.7% of them
only use the manager decision, 25.0% of them use both the manager decision and the
competition together and 16.7% of them use both the manager decision and the
purpose/goal together.

Table 53: PF communication plan

instituion yearly com munication plan

Cumulative
Frequency [ Percent [ Valid Percent Percent

4 333 333 33,3

Continuous media
schedule

Flighted media schedule 2 16,7 16,7 50,0
Pulsing media schedule 6 50,0 50,0 100,0
Total 100,0 100,0
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What types of media scheduling is preferred in their communication plan is asked,
33.3% of respondents said they use continuous media scheduling, 50.0% of them use
pulsing media scheduling, and the remaining that is 16.7% uses flighting media
scheduling.

Table 54: PF knowledge of IMC

if the instituion know about IMC

Cumulative

Frequency | Percent | Valid Percent Percent
know and apply 5 417 417 417

know but not applied
accurately

they have no idea about it 1 8,3 8,3 100,0
Total 12 100,0 100,0

6 50,0 50,0 91,7

Respondents were then asked about their familiarity with the integrated marketing
communications (IMC) concepts and practices. 91.7% knew what IMC was; 8.3%
had no idea about the concept or its application. Of the 91.7% who knew what it was,
41.7% believed that they apply it in their organization adequately; 58.3% said, they
knew what IMC was, but it is not applied properly in their organization.

Table 55: Integrating marketing communication activities

how they are integrating the MC activities

Cumulative
Frequency | Percent | Valid Percent Percent
Valid noneed for IMC 7 58,3 58,3 58,3
workw ith different
expert field people 5 L7 ALz 100,0
Total 12 100,0 100,0

As it was mentioned earlier that 41.7% of the respondents know IMC and apply it
accurately. These respondents also said that, while integrating their marketing

communication activities they work with experts.
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Table 56: Marketing communication decisions

who takec MC decision

Cumulative
Frequency | Percent | Valid Percent Percent

Valid client 7 58,3 58,3 58,3

client and

Advertising agency 1 83 83 66,7

client,advertising

&PR agency 4 33,3 33,3 100,0

Total 12 100,0 100,0

The clients have a role in that process of decision making for marketing
communication activities.58.3% of the respondents said that they are the only one

who decides on their MC activities. On the other hand it is seen that 33.3% of them

take these decisions with advertising and PR agencies together.

Table 57: Measurement IMC campaign

measuring efficiency of IMC campaign

Frequency

Percent

Valid Percent

C

umulative
Percent

Valid

yes
no
Total

8
4
12

66,7
333
100,0

66,7
333
100,0

66,7
100,0

66.7% of the organizations who know and apply IMC, measure efficiently the IMC

campaigns and the remaining 33.3% do not.
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Table 58: Training programs

field of training programs

Cumulative
Frequency | Percent | Valid Percent Percent
sales techniques 3 25,0 25,0 25,0

sales techniques

and CRM 6 50,0 50,0 75,0

MC, IMC, CRM,
organization culture

other 8,3 8,3 100,0
Total 100,0 100,0

16,7 16,7 91,7

Since every organization has to adapt to change, the training programs became
critical. 50.0% of the respondents said their organization mostly provides training in
the sales techniques and customer relations management (CRM); 25.0% of them said
they highly emphasize on the sales techniques; and 16.7% of them said they have
marketing communication, integrated marketing communication (IMC), CRM, and
organization culture training programs. Our research shows that these organizations
define their target markets accurately.

Table 59: Training programs for organizational level

organization level that takes training program

Cumulative
Frequency | Percent [ Valid Percent Percent
middle level 1 8,3 8,3 8,3

lower level 2 16,7 16,7 25,0
low er and middle level 5 41,7 417 66,7
in all organization level 4 33,3 33,3 100,0
Total 12 100,0 100,0

All pension funds offer different fields of training programs in their companies.

41.7% of them offer these training programs for lower and middle level employees,

16.7% of them offer only for lower levels, 8.3% of them give only for middle level in
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their organization. Lastly research shows that 33.3% of them give such training
programs in all organization levels.

Table 60: PF integration of their mc activities

institution if they integrate their MC activities

Frequency

Percent

Valid Percent

Cumulative
Percent

Valid

yes
no
Total

7
5
12

58,3
41,7
100,0

58,3
41,7
100,0

58,3
100,0

In the IMC campaigns, integrating the organization marketing communication
activities is the critical point. This part of the research is to understand the accuracy
level of IMC applications. 58.3% of the respondents said that they integrate their MC
activities and 41.7% of them do not. Hence the companies who know and apply IMC
are in this segment.

Table 61: PF corporate strategic plan and marketing communication plan

do you have corporate startegeic plan in your institution

Cumulative
Percent
100,0

Valid Percent
100,0

Percent
100,0

Frequency
Valid no 12

m ark eting comm unication plan go with the direction of coporate
stategic plan

Cumulative
Percent
100,0

Valid Percent
100,0

Percent
100,0

Frequency
Vald no 12

As it is shown in the two tables above, none of our respondent’s organization had a
corporate strategic plan and in the absence of that, the marketing communication

plans were modified frequently.
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4.1.3 Some analysis for the Applicability and activity of IMC in Turkey

Before the hypothesis analysis (H;, H2 and Hs) the most important thing was to select
a most accurate test. Hence, to understand whether to use parametric or non
parametric test, One Sample Kolmogorov-Smirnov test analysis was administered.
This test tried to figure out if the research has a normal distribution or not then
homogeneity of variance was analyzed, the questions where sig. value = p > 0.05
was analyzed by t test (n < 30). On the other hand the questions where sig. value = p
<0.05 was analyzed as non parametric test and Mann-Whitney test where sample
n<30, like t test in parametric test was used. Then to get an answer of the research
questions for this research, cross-tab analysis was applied to understand the
relationship of the two variables and was measured with Pearson Chi-Square Value

x?, df=y, p=t<0.05 (Malhotra, 2007, p: 456-489).

Comprehending the applicability of IMC in Turkey market, t test analysis was
carried out. The results of this analysis show that in Turkey, the pension funds can
apply IMC in their institution. Therefore it rejects the null hypothesis and accepts H;
(t=7,000 df=11p=0,000<0.05). In addition to this, to test measuring the efficiency
and effectiveness of IMC campaign, if ROI (return on Investment) is an effective
tool or not, the result shows that the pension funds in Turkey saw ROI as an effective
tool for measuring the IMC campaign, therefore it rejects the null hypothesis and
accepts H, (t = 9,381 df = 11 p = 0,000 < 0.05). The final analysis was focused on Hj
that tests the Pension Funds organization measures the efficiency of IMC campaign
by using ROI technique before they pass through the fourth stage. The results show
that none of the pension funds are in the fourth stage of IMC, but they are measuring
the efficiency of IMC campaign by using ROI technique. Therefore it rejects the null

hypothesis and accepts Hs (t = 4,830 df = 10 p = 0,001 < 0.05). In other words no
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matter which stage they are in they can evaluate their IMC campaign as a contrast of
the model.

Table 62: PF Institution knowledge of IMC and open new innovations in Turkey
(Cansel & Kemal Kaya, 2011, p: 55)

Crosstab
if the instituion know about IMC
know but
know and | notapplied |they have no
apply accurately idea about it Total
institution open for  strongly agree Count 4 3 0 7
new innovations Expected Count 2,9 35 6 7,0
% wi ithin institution open
for new innovations 57.1% 42,9% 0% 100,0%
% wi ithin if the instituion
0, 0, 0, 0,
know about IMC 80,0% 50,0% ,0% 58,3%
% of Total 33,3% 25,0% ,0% 58,3%
agree Count 1 3 0 4
Expected Count 1,7 2,0 3 4,0
% wi ithin institution open
for new innovations 25.0% 75,0% 0% 100,0%
% w ithin if the instituion
0, 0, 0, 0,
know about IMC 20,0% 50,0% ,0% 33,3%
% of Total 8,3% 25,0% ,0% 33,3%
moderate Count 0 0 1 1
Expected Count 4 5 1 1,0
% within institution open
for new innovations 0% 0% 100,0% 100.0%
% within if the instituion
know about IMC 0% 0% 100,0% 8,3%
% of Total ,0% ,0% 8,3% 8,3%
Total Count 5 6 1 12
Expected Count 5,0 6,0 1,0 12,0
% wi ithin institution open
for new innovations aL7% 50,0% 8,3% 100,0%
% wi ithin if the instituion
know about IMC 100,0% 100,0% 100,0% 100,0%
% of Total 41,7% 50,0% 8,3% 100,0%

Table 62 shows that 80% of the pension funds where they know IMC and practice it
strongly agree with the idea of “institution is open for new innovations” and 20% of
them only agree with this idea. In addition to this 50% of the pension funds which
know the IMC concept but do not practice it accurately strongly agree that their
institution is open for new innovations and the rest are only agree to this idea (also a

specific bar chart is in appendix d, Crosstab tables for pension fund’s).
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In short the Pension Funds which strongly agreed to the idea of being open to
innovations are the ones whom know and apply IMC in their institutions. The
organizations, which agree to the idea of being open for innovations, know IMC
concept but do not apply it accurately. The Pension Funds, which feel moderately
towards the idea of innovations, generally have no idea what IMC is and therefore
they do not apply any IMC activities. Pearson Chi-Square Value 13.157%, df = 4,

p = 0.011 < 0.05, so this means the institutions which know the IMC concept, are
also strongly open for the new innovations.

Table 63: PF Institution knowledge of IMC and in product development they try to
gain competitive advantage in Turkey (Cansel & Kemal Kaya, 2011, p: 57)

Crosstab
if the instituion know_about IMC
know but
know and | notapplied | they have no
apply accurately idea about it Total
in product development  strongly agree Count 4 3 0
they try to gain Expected Count 2,9 35 6 7.0
competitive advantage % within in product
development they try to 0 0 0 "
gain competitive 57,1% 42.9% ,0% 100,0%
advantage
% w ithin if the instituion
0, 0, 0, 0,
know about IMC 80,0% 50,0% ,0% 58,3%
% of Total 33,3% 25,0% ,0% 58,3%
agree Count 1 3 0 4
Expected Count 1,7 2,0 3 4,0
% w ithin in product
development they try to 25.0% 75 0% 0% 100.0%
gain competitive o7 w7 R o7
advantage
% w ithin if the instituion
know about IMC 20,0% 50,0% ,0% 33.3%
% of Total 8,3% 25,0% ,0% 33,3%
disagree Count 0 0 1 1
Expected Count 4 5 A 1,0
% wi ithin in product
development they try to 0% 0% 100.0% 100.0%
gain competitive e o7 o7 e
advantage
% within if the instituion
know about IMC 0% 0% 100,0% 8,3%
% of Total ,0% ,0% 8,3% 8,3%
Total Count 5 6 1 12
Expected Count 5,0 6,0 1,0 12,0
% w ithin in product
development they try to 41.7% 50.0% 8.3% 100.0%
gain competitive 7 w7 70 o7
advantage
% w ithin if the instituion
know about IMC 100,0% 100,0% 100,0% 100,0%
% of Total 41,.7% 50,0% 8,3% 100,0%
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This research shows that 80% of the pension funds which know IMC and apply it in
their organization strongly agree with the idea of “in product development they try to
gain the competitive advantage” and 20% of them only agree with this idea. In
addition to this, 50% of the pension funds which know IMC concept but do not apply
accurately in their organization strongly agree that they try to gain the competitive
advantage in the product development process and the remnants only agree with this
idea. On the other hand the organizations that have no idea about what IMC is,
(100%) feel moderately towards the idea of gaining competitive advantage through

product development.

In short, the pension funds which know and apply IMC, strongly agrees to the idea of
gaining competitive advantage through product development. The ones which only
agree to this idea are the ones which know the concept but do not apply it accurately.
Finally, the organizations, who feel moderately towards the idea of gaining
competitive advantage with the product development, generally have no idea what
IMC concept is. Pearson Chi-Square Value 13.157%, df = 4, p = 0.011 < 0.05, so this
means the institutions which know the IMC concept, in product development, also
try to gain the competitive advantage (also a specific bar chart is in appendix d,

Crosstab tables for pension fund’s).
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Table 64: PF Institution knowledge of IMC and how they are integrating the MC
activities in Turkey (Cansel & Kemal Kaya, 2011, p: 58)

Crosstab

if the instituion know_about IMC
know but
know and | notapplied | they have no
apply accurately idea about it
how they are integrating no need for IMC Count 0 6 1
the MC activities Expected Count 2,9 35 6
% within how they are
integrating the MC ,0% 85,7% 14,3% 100,0%
activities
% within if the instituion
know about IMC
% of Total ,0% 50,0% 8,3% 58,3%
workw ith different Count 5 0 0 5
expert field people  Expected Count 2,1 2,5 4 5,0
% within how they are
integrating the MC 100,0% ,0% 100,0%
activities
% within if the instituion
know about IMC
% of Total 41,7% ,0% ,0% 41,7%
Count 5 6 1 12
Expected Count 5,0 6,0 1,0 12,0
% within how they are
integrating the MC 41,7% 50,0% 8,3% 100,0%
activities
% within if the instituion
know about IMC

% of Total 41,7% 50,0% 8,3% 100,0%

,0% 100,0% 100,0% 58,3%

100,0% ,0% ,0% 41,7%

100,0% 100,0% 100,0% 100,0%

The table illustrates the institutions which think they do not need the IMC activity.
85.7% of them know the IMC concept but do not apply it accurately in their
institution and the remaining 14.3% have no idea about it. On the other hand, the
institutions that apply the IMC concept accurately in their institution, said that while
integrating their MC activities, they are working with different field’s experts.
Pearson Chi-Square Value 12.000% df = 2, p = 0.002 < 0.05, so this means the
institution which applied the IMC concept accurately, while integrating their
marketing communication activities, preferred to work with different experts (also a

specific bar chart is in appendix d, Crosstab tables for pension fund’s).
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Table 65: Pension fund Institutions knowledge of IMC and field of training programs
in Turkey (Cansel & Kemal Kaya, 2011, p: 59)

Crosstab
if the instituion know about IMC
know but
know and | notapplied |they have no
apply accurately idea about it Total
field of sales techniques Count 1 2 0 3
training Expected Count 1,3 1,5 3 3,0
programs % within field of traini
p‘; OV;: s O TAMNG 33 30 66,7% 0% | 100,0%
% w ithin if the instituion
know about IMC 20,0% 33,3% ,0% 25,0%
% of Total 8,3% 16,7% ,0% 25,0%
sales techniques Count 4 2 0 6
and CRM Expected Count 2,5 3,0 5 6,0
% w ithin field of training
programs 66,7% 33,3% ,0% 100,0%
% w ithin if the instituion
know about IMC 80,0% 33,3% ,0% 50,0%
% of Total 33,3% 16,7% ,0% 50,0%
MC, IMC, CRM, Count 0 2 0 2
organization culture Expected Count 8 1,0 2 2,0
% w ithin field of training
programs ,0% 100,0% ,0% 100,0%
% w ithin if the instituion
know about IMC ,0% 33,3% ,0% 16,7%
% of Total ,0% 16,7% ,0% 16,7%
other Count 0 0 1 1
Expected Count 4 5 1 1,0
% w ithin field of training 0
programs ,0% ,0% 100,0% 100,0%
% w ithin if the instituion
know about IMC ,0% ,0% 100,0% 8,3%
% of Total ,0% ,0% 8,3% 8,3%
Total Count 5 6 1 12
Expected Count 5,0 6,0 1,0 12,0
% w ithin field of training o 0 o o
programs 41,7% 50,0% 8,3% 100,0%
% w ithin if the instituion
know about IMC 100,0% 100,0% 100,0% 100,0%
% of Total 41,7% 50,0% 8,3% 100,0%

This table shows the pension funds institutions which know IMC and apply it in their
organization. 20% of them only give training to their employees about sales
techniques and 80% of them give importance on both sales techniques and CRM
training program. In addition to this 33% of the pension funds which know IMC
concept but do not it apply accurately, only give training to their employees about

sales techniques where 33% of them give importance on both sales techniques and
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CRM training program and the remaining (33%) focuses on MC, IMC, CRM and

organization culture type of the training program.

On the other hand, the institutions that have no idea about what IMC means, all of
the respondents mentioned differences from these training programs. In short,
focusing only on the sales technique in the training program is mostly preferred by
the pension funds which know but do not apply IMC accurately. Focusing on both
sales techniqgue and CRM in training program is mostly preferred by the

organizations which know and apply IMC accurately.

Finally focusing on MC, IMC, CRM and organization culture type of training
program again generally is preferred by the companies which know what IMC is but
do not apply it accurately in their organization. Pearson Chi-Square Value 15.200°
df = 6, p = 0,019 < 0.05, so this means the institutions that know the IMC concept,
and the field of training programs which give emphasis, have a close relationship

(also a specific bar chart is in appendix d, Crosstab tables for pension fund’s).
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Table 66: PF Institution knowledge of IMC and which sectors demand IMC
application in Turkey (Cansel & Kemal Kaya, 2011, p: 60)

Crosstab
if the instituion know about IMC
know but
know and | notapplied | they have no
apply accurately idea about it Total
w hich sectors  no demand Count 0 6 1 7
demands imc Expected Count 2,9 3,5 6 7,0
application % within w hich sectors
0, 0, 0, 0,
demands imc application 0% 85,7% 14.3% 100,0%
% w ithin if the instituion
0, 0, 0, 0,
know about IMC ,0% 100,0% 100,0% 58,3%
% of Total ,0% 50,0% 8,3% 58,3%
pension fund Count 5 0 0 5
institution (PF.)  Expected Count 2,1 2,5 4 5,0
% w ithin w hich sectors
demands imc application 100.0% 0% 0% 100,0%
% w ithin if the instituion
0, 0, 0, 0,
know about IMC 100,0% ,0% ,0% 41,7%
% of Total 41,7% ,0% ,0% 41,7%
Total Count 5 6 1 12
Expected Count 5,0 6,0 1,0 12,0
% within w hich sectors
demands imc application 41,7% 50,0% 8,3% 100,0%
% w ithin if the instituion
know about IMC 100,0% 100,0% 100,0% 100,0%
% of Total 41,7% 50,0% 8,3% 100,0%

Which sectors demand the IMC application in their activities is observed, a very
interesting picture is seen. The pension funds which did not have any demand for the
IMC application was observed, 85.7% said they know IMC but do not apply it
accurately and 14.3%, said they have no demand because they have no idea about

what IMC is.

On the other hand 41.7% of the pension funds which know and apply IMC, demand
IMC application for all their marketing communication activities. Pearson Chi-
Square Value 12.000% df = 2, p = 0,002 < 0.05 so this means Pension Funds
Institutions’ knowledge of IMC and which sectors demand IMC application in
Turkey have a close relationship (also a specific bar chart is in appendix d, Crosstab

tables for pension fund’s).
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Table 67: PF marketing research field and taken decision in that institution (Cansel &
Kemal Kaya, 2011, p: 61)

Crosstab

taken decisions in that institution

all marketing
communicati
on decisions

all marketing
activities
decision

both nrkt
&MC activities
decision

Total

marketing
reserach
field

customer satisfaction,
perception

Count

Expected Count

% within marketing
reserach field

% w ithin taken decisions
in that institution

% of Total

0
3

8
,0%
,0%
,0%

8
100,0%

40,0%
16,7%

2
2,0

100,0%

16,7%
16,7%

customer satisfaction,
market share, branding

Count
Expected Count

% w ithin marketing
reserach field

% within taken decisions
in that institution

% of Total

2
13

66,7%

40,0%
16,7%

1
13

33,3%

20,0%
8,3%

3
3,0

100,0%

25,0%
25,0%

competitors place in
market

Count

Expected Count

% within marketing
reserach field

% w ithin taken decisions
in that institution

% of Total

2
8

100,0%

40,0%

16,7%

0
8

2
2,0

100,0%

16,7%

16,7%

demand, perceptinon,
brand positioning

Count

Expected Count

% w ithin marketing
reserach field

% within taken decisions
in that institution

% of Total

2
3

100,0%

100,0%
16,7%

0
8

,0%
,0%
,0%

0
8

,0%
,0%
,0%

2
2,0

100,0%

16,7%
16,7%

pension fund system.
life insurance

Count
Expected Count

% within marketing
reserach field

% within taken decisions
in that institution

% of Total

0
)

1
1,3

33.3%

20,0%

8,3%

2
1,3

66,7%

40,0%

16,7%

3
3,0

100,0%

25,0%

25,0%

Count
Expected Count

% within marketing
reserach field

% within taken decisions
in that institution

% of Total

2,0

16,7%

100,0%
16,7%

5
50

41,7%

100,0%

41.7%

5
50

41,7%

100,0%

41,7%

12
12,0

100,0%

100,0%
100,0%

As marketing research is extremely important for the organizations, the pension
funds institutions are aware of this importance and for a specific period of time, they

have been doing marketing research in different fields. Illustrated in the table above,
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the relationship between the marketing research field and the taken decisions in that
pension funds is seen. The results show that, the institution in which they are doing
the marketing research in the field of customer satisfaction and branding, 66.7% of
them take all the decisions for the marketing activities and 33.3% take the decisions
for both marketing and marketing communication in their institution. In addition to
this the 100% of the pension funds which only look for the competitors place in the
market place, said they only take the decisions for the marketing activities in their
institution which the institution is responsible for taking all the marketing activities.
Pearson Chi-Square Value 17.600% df = 8, p = 0,024 < 0.05, so this means the
Pension Funds marketing research field and the decisions taken in that institution
have a close relationship (also a specific bar chart is in appendix d, Crosstab tables

for pension fund’s).

As for the non-parametric test, Mann-Whitney test was conducted. As a
consequence, neither the institutions which know IMC and apply it accurately in
their institution nor the institutions which know but do not apply it accurately have
no difference in the application of the strategic plan (asymp. sig. = 1.000 > 0.05). In
addition to this, neither the institutions that are aware of IMC and applying it
accurately in their institution nor the institutions that are aware of IMC but do not
apply it accurately, go in the direction of the corporate strategic plan (asymp. sig. =
1.000 > 0.05)

4.2 IMC model for Pension Funds in Turkey

Having a database about the customers and the consumer is extremely important for
pension funds. This is the reason why they are the one who can apply IMC in their

institution. As it is shown in figure 6; Finans Bank customers who have an account in
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their bank, Credit card customers, people who call call-center, partners’ customers,
partners’ workers, existing customers, references that have been taken from the
existing customers, previous analysis & reports, data that came from customer
relationship management department (CRM) and marketing research analysis are the
bases of data for forming the database. In addition to this, as shown in the figure 7, a
direct relationship exists between each stage in the model of IMC for Pension Fund

Institutions in Turkey market.

Marketing Information Systemm

/ CRM // Call-center Credit card customer
Partner’s worker
/ Bank customer

Partner’s customer

Market Research

Existing customer

Analysis and reports

Reference gets from existing customer

Market segmentation

\ //

Figure 7: Database for pension funds inst.
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Prepare Annual Marketing Plan

Situation analysis
Marketing objectives
Marketing mix strategies

Product» Price»Place»Promotion

'

IMC objective

< Budget decision

A 4

Review Marketing Decision

v

l A 4

Consumer analysis

Customer analysis

|

Company

\ 4

PR agency

Ad. agency

IMC Mix Strategies

\ Sales Force Obj.
Integrate Sales Promotion Obj.

— MC ——* Direct Marketing Obj.
activities | Advertising Obj.

/ Public Relations Obj.

v

Implementation of IMC campaign

'

v

'

Consumer (existing)

Customer (potential/new)

v

v

Response Hierarchy
Cognitive —» Affective —»Behavioral

v

v

Evaluate IMC campaign return on customer investment

Figure.8: IMC model for Pension fund Institution in Turkey
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Figure 7 shows Pension funds’ application of IMC in their company. The first stage
is to prepare an annual marketing plan by using a database technology infrastructure.
In this annual marketing report, the organizations determine their marketing
objectives, strategies (marketing mix strategies) and their tactics according to the
situation analysis which focuses on industry growth patterns, demand and its
characteristics then concentrates on the market analysis, product and services
offered, customer attitude, behavior and buying patterns, then analyses the company
itself by strengths, weakness, opportunities, threats and lastly their competitors’
strengths and weaknesses. The second stage is determining IMC objectives and the
related IMC budget. Then re-evaluating or reviewing the marketing decisions
according to their target market (actual and potential customer) needs and
expectations. The IMC mix strategies are used to reach the set objectives and while
deciding on which mix is efficient for the company, public relations agencies and
advertising agencies come together to integrate all marketing communication
activities. As shown in the model they have two target market groups: The first target
market is new customers (potential) and second target market is the existing
customers (actual). As the retirement system offers an opportunity for customers to
shift among Pension Funds, they try to protect the existing customers to not lose their
market share. In the implementation of IMC campaigns pension funds and their
partners come together and integrate all marketing communication activities to create
cognition, affective and behavior response in their target market groups. As shown in
the model at the end, they evaluate the efficiency and effectiveness of IMC
campaigns by using return on customer investment for applying the calculations for

all target groups.
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4.3 The role of IMC measurement & application in Turkey market

4.3.1 Information about Finans Emeklilik institution
In this section, Finans Emeklilik institution has been analyzed; the first interview was
with Oktay Giiner to get a data about the survey, then for broader information Ajlan

Soziitek was interviewed, who is the general director of Finans Emeklilik institution.

Oktay Giiner (2009), marketing manager of Finans Emeklilik, said that they plan for
all marketing activities in their department where the decisions for both marketing
and marketing communication are taken. They do all the promotional activities for
their whole brand and decide on what will be the new product, how it is going to be
developed and how it is going to reach their customers. Therefore, in short, the
marketing department decides what their new product will be, how they can increase
the brand awareness, what will be the position of the new brand in consumers’
perception. After the market decision; they clarify their strategies and start to work

with their partners (Giiner, 2009).

They do the marketing research once a year about competitors, competitor’s product,
customer satisfaction and perception. They use surveys, existing reports, books and

Internet (Giiner, 2009).

Their primary target market is Finansbank customers, workers and partners.
Secondary target market is people who are 25-65 years old and socioeconomically
middle and upper classes. He said that their aim is to diffuse from cradle, inside to
outside. While defining their target market, they use demographic segmentation and

behavioral segmentation (Giiner, 2009).
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Finans Emeklilik uses a positioning strategy and their main positioning strategy is
quality/ benefit but sometimes, they are use, usage/ application, product user and

competitor as a positioning strategy (Gtiner, 2009).

Finans Emeklilik uses all promotional activities to reach their customers. For the
promotional activities, direct sales, sales power and sales promotions are done inside
their institution but the left promotional mix are done by other agencies, for example,
for their advertisement, they are working with some advertising agencies. He said
that, they develop 2 new products a year. Mostly they use direct marketing, sales
power and sales promotions in their promotional activities. According to Mr. Giiner,
the new products sometimes succeed in the market but sometimes not. The success
depends on the usage of promotional mix efficiently and effectively but the lack of

communication is reasoned as unsuccessfulness (Giiner, 2009).

Finans Emeklilik is open for changes while they are producing their product; they
focus on the customer satisfaction and the market data. In addition to this, they
develop their brand to gain a competitive advantage in the market. In their
promotional activities they mostly use print, broadcasting and the new media. He
defines the corporate identity as dynamic, competitive, strong, innovator and reliable.
In addition, they carry out some research for analysis whether they achieve the goal

of the corporate identity in the customers’ perception or not (Giiner, 2009).

Oktay Giiner (2009) claims, they are working on the perception map. While
preparing their communication budget Finans Emeklilik uses the manager’s decision
and the competitive parity techniques. Their plan for the marketing communication

activities is pulsing in general. They aim to reach different media channels but with
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the same messages for their target market. He said that, they know what return on
investment technique is and think that this technique is effective tool while
measuring the efficiency and effectiveness of the campaign. This is the reason for
using ROI when evaluating their marketing communication activities. In addition to
this, he said, they know the concept of IMC and they are applying it in their
institution. This is the reason why they expect to see IMC application in their
campaign. As it can be seen, they are taking their marketing communication
decisions inside the institution. It can be easily said that they completed the first step

in the development process of IMC (Giiner, 2009).

Mr. Giiner adds that while they are integrating their marketing communication
activities they are working with different experts. Lastly, Finans Emeklilik has given
some training programs for the field of sales techniques and CRM for lower and

middle level organization (Giiner, 2009).

While interviewing Ajlan Soziitek, who is the general director of Finans Emeklilik

institution, the following data are generated.

In Finans Emeklilik, one of the main marketing strategies is to create reference and
use these references very efficiently and effectively. Their organization’s existing
reference sources are Finans bank database, credit card user database, consumers
who use call-center, consumers who use internet as an intermediary while reaching

organizations; references are got from the existing customer (Soziitek, 2009).

In the process of gaining new customers they are taking care of some criteria like

selecting the right target market, creating effective product development strategies,
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while developing the product, they focus on the target market needs. To expand the
market share, some standard quality products are offered to reach the external
customer (not defined as target market). In addition to this, integrated marketing
communication strategies use sales force, personal selling, direct marketing, public

relations and advertising (print, broadcast & alternative media) (Soziitek, 2009).

To protect the potential customer, he said that they will focus on increasing
customers’ satisfaction and create loyalty by giving the same services after sales,
remember the customers’ special days, inform customers about their promotions, the
measurement of customers’ satisfaction and take actions according to the result of

measurements (Soziitek, 2009).

Communication strategies are their main principle to create special messages for
their segments and use advertising campaign with different media channels but at the

same period (Soziitek, 2009).

Finans Emeklilik’s CRM activities go as a part of marketing strategies therefore the
operations and after sales services are done by marketing department. Mr. Soziitek
adds that, they continue to update their customers’ database for more efficient
measurements regarding their customers. In this database system; each customer,
essential information, agreements, bill of exchange & collateral information,
demographic & health information and financial position data are stored. Also for
effective CRM, their call-center or after sales services respond to all the written or
word able demands come from the customers. Thus, if their customers want to

contact the organization, they can use several different communication channels such
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as call-center, their web site, bank branches, sales people or directly to the company

either written or word-able (Soziitek, 2009).

Mr. Soziitek (2009) expresses that, their branding strategy depends on their
communication plan which in the creation of communication plan they have some
strategic marketing collaborates like their advertising agency and communication
consultancy agency. Their mission is to give the superior value on the customers’
satisfaction and be a pension fund company as reliable, profitable and having social
responsibility conscious. Plus their vision is taken as a model in this sector and
becomes the most preferable one. Their main concept in branding strategy is to
express the concept of “EASY”. Thus, all their brands focus on that concept. Such as
“PensionEasy: A pension plan”, “PensionEasy: B pension plan”....and as a symbol
they are using Finans Emeklilik star. Their brand identity is reliable, strong,
established, possessed, dynamic, innovator, modern, high quality and standard
services. In addition to this, to make their brand different from their competitors,
they focus on their product features and benefits to make their product different than
the other pension fund products. He adds that, they are using both rational and

emotional messages while reaching their target market (Soziitek, 2009).

4.3.2 Measurement of IMC for Finans Emeklilik institution
Finans Emeklilik institution decides on their 2009 IMC campaign budget before the
end of 2008. According to the survey the following table shows their expenses that

were spent for their 2009 IMC campaign.
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Table 68: Return on customer investment for Finans Emeklilik in 2009 (Schultz &

Schultz, 2004, p: 221)

Individual pension
contract

Individual pension
contract depends on

group

I Estimated category demand

17,749,841TL

1,336,010TL

Base Income flow assumption

Base share of requirement

80%

35%

Base income flow

14,199,872TL

467,604TL

Non communication cost

28%

28%

Gross Contribution margin (%)

72%

72%

Gross Contribution margin(TL)

10,223,907TL

336,675TL

No Communication Investment Scenario

Change in share of requirement

-15%

-25%

Resulting share of requirement

68%

26.3%

Resulting customer inflow

12,069,891TL

351,370TL

Less non-communication cost

3,379,569TL

98,384TL

Less MC cost

oTL

0TL

Net contribution

8,690,322TL

252,986 TL

Integrated Marketing Communication investment Scenario

Advertising and PR
promotional activities

1,513,041TL

113,884TL

Press and PR counseling

69,842TL

5,250TL

Activities to increase
sales(directed to customer)

¢ Interactive projects

e Distribution channel

65,000TL

(46,400TL)
(18,600TL)

5,000TL

Printing media
Engagement calendar
Activity report
Internal communication
bulletin
Preparation for new
material

287,740TL
(8,370TL)
(23,250TL)
(3,730TL)

(252,390TL)

21,657TL

Promotional expenditure
e Promotional material

55,953TL
55,953TL

4,211TL
4,211TL

Meetings and organizations
expenditure
e Unplanned
organizations

97,650TL

(97,650TL)

7,350TL

Marketing dept. expenditure

6,695TL
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e Cost of entertainment (5,580TL)
e Local traveling charges (1,115TL)
General marketing expenditure 395,250TL 29,750TL
e Constitute concept (186,000)
e Web design (46,500)
e Constitute  marketing (162,750)
material for inside and
outside of the city
Activities to increase 279,000TL 21,000TL
sales(directed to sales force)
e Campaigns for workers
e Campaigns for FEHAS
sales team
TOTAL IMC Investment 2,770,171 208,607TL
Change in share of requirement 15% 30%
Resulting customer inflow (%) 92% 46%
Resulting customer flow(TL) 16,329,853TL 614,565TL
Less non-communication cost 4,572,359TL 172,078TL
Less IMC cost 2,770,171TL 208,607TL
Net contribution 8,987,323TL 233,880TL
ROCI Calculation
Incremental gain/loss 297,001TL -(19,106)
Incremental ROCI 11% -9,15%

As shown in return on customer investment calculation, individual pension contract
net sales is more than enough and the 11% marketing communication investment that
the company pays is returned, as for the second group, an individual pension contract
depends on group and loss for their investment like 9,15%.

¢ ROI= (net profit/sales)*(sales/investment) (Kotler & Armstrong, 1999 p: A 11).

¢ Positive ROI means the organization revenue from their sales is covering their
investment, in other words organization “earns more than enough profit to cover
their investment”. If the ROI is zero, this means they are in “break-even point”
and negative ROl means the company has lost their money within this

investment (Lenskold, 2003).
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ROl Einans Emexiilik 2009=

(4,841,409TL)/(777,172TL+40,000,000TL+1,254,009TL+2,978,678TL)=0.11=11%

ROl Einans Emekiilik 2010 =

(9,322,740TL)/(1,396,508 TL+40,000,000TL+1,672,174TL)=0.22=22%

All the gquantitative data shown above is taken from Ajlan Soziitek, the general
director of the institution, and shows that 11% of the total start up investment is paid
in 2009 which increased to 22% by the end of 2010. Shortly within 2 years, 33% of
the total investments returned back to the company. This doubled return shows that
the company is going to pay the entire start up investment within 5 years because of

the dynamic sector and increasing demand.
4.4 Interpretations

The Pension funds are new to the Turkish services sector and therefore their
technological infrastructure, including customer database management is sufficient at
present. The upper management of most pension funds are aware of the IMC level
stage 1, “Coordination of Tactical Communication Efforts”, but awareness of IMC
as a management philosophy is lacking among them, as it is among the marketing
communication services and the rest of the market. In fact, the concept of marketing
is newly established in the sales-oriented entirety of the Turkish business scene.
Remarkably, however, there are organizations in the finance sector which are
implementing the fourth-stage approaches, “Financial and Strategic Integration”,
without being aware of the other stages. The fourth stage is supposed to be
achievable by only a handful of the international organizations, and finding it in
practice in an emerging market is unusual and worthy of attention. The penetration of

the pension funds is not high in Turkey, and the major shares of the existing
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customers are cross-sell banking customers. That is because the most pension funds
are branched-off businesses of the major banks in Turkey. It is therefore not easy to
bring forward a deep customer orientation and the sophisticated marketing
techniques in their growth. In fact, most of the top managers in Turkey admit that
selling is the most important thing in their agenda. The customer satisfaction is
traditionally low in the Turkish insurance market, where, for example,
ophthalmologic and dental treatment are not considered as a part of health insurance
policies; and since the pension funds are built on the existing life insurance services,
the level of the customer orientation remains at the same low level. If the agencies
and the clients are analyzed together to understand the point of view for IMC in

Turkey, it is seen that 95.5% of the respondents know IMC.

The finance sector comes first in demanding IMC campaigns. 81.8% of the
respondents say that using different media channels to send the same message is
important and they practice that. Manager decision techniques are widely used and
objective & task comes second in the preparation of the budgets. Also 68.2% of the
respondents measure the IMC campaigns. As research indicate that the pension funds

have no corporate strategic plan.

As a recommendation for pension fund’s manager, they have to prepare a corporate
strategic plan before they focus on the marketing communication plan. In other
words their marketing communication plan has to go with the direction of corporate

strategic plan.

146



The financial organizations that operate in the consumer’s market consider applying
IMC techniques. It is considered that the finding is so extremely for the future

research, theory development and IMC measurement techniques development.

Under these circumstances, the perfect results from per-customer IMC ROI can still

be gathered.
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Chapter 5

CONCLUSION

5.1 Summary of the research

The Turkish consumer market is on the rise significantly, notably in the services
sector. As trade and commerce increase, the newer marketing techniques have come
into view and become conventional practice. Integrated marketing communication is
one of the emerging practices in Turkey. Although widespread research has been
conducted in the field of integrated marketing communication in developed markets,
the efforts remain sporadic in most developing markets, including Turkey (Cansel &

Kemal Kaya, 2011, p: 64).

This research is conducted on both secondary sources and primary research. In
secondary sources it analyzed Turkish market and pension fund market’s potential,
position and growth rate. In primary research the IMC practical application in
pension fund’s and their agency (public relations and advertising) was first explored,
then Finans Emeklilik was described more specifically to help comprehend that
before passing through “redefining marketing communication” and “application of
IT” stage, pension funds can easily measure their return on investment as customer
based which is the last stage of IMC progress and development of IMC pension

fund’s model.
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In short, secondary source findings stated that the service sector in Turkey was
dramatically growing and financial intermediaries developed very rapidly. As a
society, they use new media in buying decision process and speedily diffused
information. Since there is lots of competition and information diffused quickly,
organizations uses technological innovations in their organizations to gain a
competitive advantage. The pension fund system started business at the end of 2003
and till today it was dramatically improved. When they launched business, there
were only eleven organizations and they were the branch of their major banks. In
those years most of their clients were their bank customers. At the end of 2005, the
demand for this system was increased because people started to believe the system
and make an investment for pension. Thus, pension fund’s started to reach their
customers by using marketing communication activities (Cansel & Kemal Kaya,

2011, p: 63-64).

In the primary research, findings explored that the most advertising and public
relations agencies know what IMC is and receive client orders to use the IMC
guidelines in the campaign design. The financial organizations such as banks,
insurance companies and pension funds, remain as the biggest marketing
communications spenders in Turkey. Mainly the large part of the PR and Advertising
agencies handle and integrate all communication activities for their clients. In their
campaign process, printed media is the essential media channel and most of them
(75%) strategically use different media channels with the same messages in their
campaigns. They generally said (66.7%) they know ROI techniques and believe that
(58.3%) it is an effective tool while measuring the campaign performance. However,

only half of these agencies measure efficiency of IMC campaigns and very few of
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them (25%) apply ROI techniques to evaluate the campaigns. That is done by either

by the agency itself or with their client together.

IMC campaigns are generally used in finance sector. Before the campaign,
organizations have to determine whom they are going to serve; therefore
segmentation is important for companies. The research indicates that most of the
pension fund uses demographic and behavioral type of segmentation before defining
their target market. After target marketing, 41.7% use all MC elements to reach the
consumers efficiently. In addition to this, 75% of the pension funds have positioning
strategy and 50% of them use quality and benefit as a positioning strategy. On the
other hand, only half of them measure their position in customer perception whether
it is as expected or not. The pension funds’ marketing research priorities are
customer satisfaction (%41.7), then branding and the perception. In the product
development stage, all of the pension funds focus on marketing information and
customer satisfaction and 91.6% try to gain a competitive advantage and open for
innovations in this stage. More than half of them (58.3%) have perceptional map.
However, none of the pension funds work on their corporate strategic plan, therefore,
their MC plan is not attached to long-term corporate objectives. This is a major
problem. They work with different experts in PR and advertising agencies to
integrate their marketing communication activities. Half of the pension funds use
pulsing media scheduling and a few of them (16.7%) use flighting in media planning.
In this research mainly most of the respondents (81.8%) use different media channels
to send the same message. The budgets are prepared according to the manager’s
decision and objective task techniques. This research also shows that more than half
(66.7%) of the pension fund respondents claim that ROI technique is an effective

tool in the measurement of IMC campaign and 58.3% of them use it. However, still

150



41.7% of pension funds use no measurement after their campaigns, which is a
problem because the return of spending money, effort and time would not be known.
Finally, 50% of the pension funds mostly focus on sales activities and CRM type
training programs for not losing their comparative advantage (Cansel & Kemal Kaya,
2011, p: 53-54).

5.2 Summary of the research question and hypothesis findings

As stated earlier in Chapter 1, the research question and hypothesis of this research

were re-examined with their answers in this part of the study.

RQ1: Which sectors expect IMC campaign from advertising and public relations
agencies?

As mentioned earlier, automotive, fast moving consumer goods, men and women
care products, pension funds, banks, retailers, telecommunication, construction and
entertainment sector are aware of IMC. According to public relations and advertising
agencies, IMC application (75.0% applied it accurately) means that there are some
clients who want to see IMC applications in the agencies’ campaigns. This question
has a crucial importance in detecting the sectors who demand IMC applications the
most. When asked to the agencies the result shows that especially the banks, pension
funds and fast moving consumer goods sectors demand IMC camapign mostly. This

finding supports this study to test the first hypothesis.

Ho: Pension funds in Turkey do not practice IMC accurately.
H;: Pension funds in Turkey practice IMC accurately.
As mentioned in Chapter 4, to figure out the applicability of IMC in Turkish market,

a t test analysis was performed and the results of this analysis show that in Turkey,
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the pension funds can apply IMC in their institution. Therefore, it rejects the null

hypothesis and accepts H; (Cansel & Kemal Kaya, 2011, p: 55-56).

RQ 2: What are the pension funds’ marketing research priorities?

The respondents highly emphasize that in marketing research the customer
satisfaction surveys are the most popular activity among the pension funds. Then
they focus on the branding and the perception. Only a few of the respondents said
that they emphasize the pension fund system and life insurance as a field of market

research.

RQ 3: What types of corporate strategic plans are applied by pension funds?

Findings revealed that, none of our respondent’s organization had a corporate
strategic plan and in the absence of that, the marketing communication plans were
modified frequently. As a consequence, neither the institutions which know IMC and
apply it accurately in their institution nor the institutions which know but do not
apply it accurately have no difference in the application of the strategic plan, and
their marketing plan did not go in the direction of the corporate strategic plan (Cansel

& Kemal Kaya, 2011, p: 53).

RQ 4: How do pension funds reach their target markets?

As mentioned earlier in Chapter 4 (finding for PF), almost half of the respondents
said they use all marketing communication elements to reach their customers,
whereas few of the respondents use only sales promotions and marketing public
relations (MPR) to reach their target audiences. Furthermore, some organizations
have in-house communication efforts: a great percent of the respondents said direct

marketing and sales promotions are conducted within the organization and only a
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few of them perform marketing public relations and advertising activities inside their
organization. The primary mean of reaching customers is the printed media and
almost half of respondents use both printed media and broadcasting together. Only a
few of them only use mix of print, broadcasting, and the new media venues such as
mouse-pads, sidewalks, subway tunnel walls, etc (Cansel & Kemal Kaya, 2011, p:

53) .

Regarding the messages that are sent out through different media channels, the same
messages and half of the respondents have been using pulsing media scheduling,

(Cansel & Kemal Kaya, 2011, p: 53) .

RQ 5: How does IMC affect the pension funds’ product development stage?

Following the innovation in the marketplace is important to win the marketing
warfare. Some pension funds were more innovative and some were not. In the long
run the less innovative will lose the market share. According to this research almost
all of the respondents either strongly agreed or agreed on the innovativeness of their
organizations but only a few of them chose moderate for this idea. This results show
that, the pension fund institution was aware of the importance of opening for new
innovations. In the new product development area it has been shown that, more than
half of the respondents strongly agreed that they are focusing on the marketing
information and the customer satisfaction and a few of them just agreed with this
idea. This shows that the pension funds organizations were taking care of the
marketing research and the customer satisfaction in the new product development.
Finally, the importance of product development in the market place; almost all of the
respondents tried to gain the competitive advantage with product development

(Cansel & Kemal Kaya, 2011, p: 56-57).
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RQ 6: How does pension funds integrate their marketing communication activities?

As it was mentioned earlier, that all most half of the respondents know IMC and
apply it accurately and these respondents said that they integrate their MC activities.
Hence, the companies which know and apply IMC while integrating their marketing
communication activities have been working with experts (Cansel & Kemal Kaya,

2011, p: 58).

RQ 7: What techniques are adequate for the pension funds to measure IMC
performance?

More than half of the respondents who know and apply IMC, measures the IMC
campaigns efficiently and a few of them have no such activities. Since all of them
know ROI, more than half of them think that measuring the efficiency and
effectiveness of the campaign ROI is an effective tool and calculate the marketing

communication activities by using return on investment technique.

Ho: In measuring the efficiency and effectiveness of an IMC campaign, ROI is not an
effective tool.

H,. In measuring the efficiency and effectiveness of an IMC campaign, ROI is an
effective tool.

In addition to this, to test measuring the efficiency and effectiveness of IMC
campaign, whether ROI (return on investment) is an effective tool or not, the result
shows that the pension funds in Turkey saw ROI as an effective tool for measuring
the IMC campaign, therefore it rejects the null hypothesis and accepts H, (Cansel &

Kemal Kaya, 2011, p: 55-56).
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Ho. Pension Funds do not measure the efficiency of IMC campaigns by ROI
technique before they pass through the fourth stage

Hs. Pension Funds measure the efficiency of IMC campaigns by using ROI
techniques before they pass through the fourth stage

The final analysis focused on the Hs that the pension funds organization measures the
efficiency of IMC campaign by using ROI technique before they pass through the
fourth stage. The results show that none of the pension funds are in the fourth stage
of IMC, but they were measuring the efficiency of IMC campaign by using the ROI
technique. Therefore, it rejects the null hypothesis and accepts Hs. In other words, no
matter which stage they are in they can evaluate their IMC campaign as a contrast of

the model.
5.3 Recommendations for future researches

In Turkey, the number of resources that can be numerically expressed in the field of
marketing communications is limited. At the end of the research carried out with
public relations and advertising agencies, while showing the application and
measuring of IMC in the financial sector, this research, revealed the fact that other

sectors also want to apply IMC campaigns in Turkey.

Thus, the following studies of the implementation of IMC of these sectors and their
campaigns using the ROCI measuring technique will contribute to the literature and
through the increase of this sort of research will prove to of importance for the

Turkish market.
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Hereafter, all studies towards IMC application and/or measurement techniques that
are to be carried out targeting the Turkey market may create a general image for

IMC applications in the Turkey market.

As a conclusion, the findings are important for future research and new theory can be

developed in the fields of IMC and IMC measurement in Turkey.
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Appendix A: Bireysel Emeklilik Kurumlarinda BP1 Ol¢iimlemesi

ANKET CALISMASI

Anml Kemal, MBA
DAU lletisim Fakiiltesi
PR&A Doktora Tez Ogrencisi

1. Emeklilik kurumundaki pozisyonunuz nedir?

7. Hangi alanlarda pazar arastirmasi yapiyorsunuz?

167



8. Pazar arastirmasinda ne tiir teknikler kullaniyorsunuz ve topladiginiz verileri
nasil degerlendiriyorsunuz?

10.Hedef pazarlarinizi hangi boliimleme yontemi ile belirliyorsunuz?
Demografik boliimleme (demographic segmentation)
Cografik boliimleme (geographic segmentation)
Pskolojik boliimleme (psychographic segmentation)
Davranigsal boliimleme (behavioristic segmentation)
Fayda boliimlemesi (benefit segmentation)

P00 T

11.Emeklilik kurumunuzun pozisyonlama stratejisi var mi?
a. Evet b. Hayr
(Eger cevabiniz Hayir ise liitfen soru 13’e geciniz)

12.Kurumunuzun pozisyonlama stratejisi nedir?
Nitelik/fayda boliimlemesi
fiyat/kalite

kullanim ve uygulama
tiriin sinifi

iirtin kullanicisi

rekabete gore

kiiltiirel sembol

@roaoe o

13. Emeklilik kurumunuz pazarlama iletisimi anlaminda tiiketiciye ulagsmak igin
asagidaki elementlerden hangilerini kullanir?

Reklam

Dogrudan Pazarlama

Satis Promosyonu

POP

Sponsorluk

MPR

P Qo0 o
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g.

Satis Giicii

14.Asagidakilerden hangilerini kurum igerisinde yapiyorsunuz?

@roo0 o

Reklam

Dogrudan Pazarlama
Satis Promosyonu
POP

Sponsorluk

MPR

Satis Giicii

15. Asagidaki Promosyonel aktiviteleri gergeklestirmek i¢in birlikte ¢alistiginiz
Pazarlama letisimi kurumlar1 hangileridir?

a. Reklam.....oooovve

b.

g.

Sat1s GUCU.....c.vvvei i,

16.Asagidaki promosyonel aktiviteler i¢in ne kadar biitge ayiriyorsunuz?
a. Reklam......ooooi

b. Dogrudan Pazarlama....................oooiiiniiee

C. Sat1s Promosyonu............ccoviiiiiiiiiiiiiieeeeeeee e

€. SPONSOTTUK. ...t

. Sat1S GUCT. ..ttt e

17.Yaptiginiz promosyonel aktivitelerin geri doniisiimiinii, 6l¢iimleme ¢aligmasini,
yapilyor musunuz?
a. Evet b. Hayir
(Eger cevabiniz Hayir ise liitfen soru 20’ye geciniz)

18.0I¢iimleme galismalarini hangi birim yapiyor?
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21.Yaptiginiz dlgiimleme ¢aligmasini nasil degerlendiriyorsunuz (Analiz,
degerlendirme, raporlama)?

23. Emeklilik kurumunuzda yilda ortalama kag yeni tirtin  gelistiriyorsunuz?

a. 1l b.2 c.3 d. 4 ve tizeri

24 .Yeni iiriinleri hangi promosyonel aktiviteleri kullanarak hedef kitleye
iletiyorsunuz?

a. Reklam

b. Dogrudan Pazarlama

C. Satis Promosyonu

d. POP
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e. Sponsorluk
f. MPR
g. Satis Giicu

25.Yeni iiriinlerinizin, yiizdelik bazinda hedeflenen basariya ulasma performansi
nasildir? Liitfen 6rnekler veriniz.

26.Yeni iiriinlerinizin genel olarak pazardaki basari ve basarisizliklar hangi
faktorlere baglhdir? Bu faktorler arasinda pazarlama iletisiminin yeri ve 6nemi nedir?

27. Emeklilik kurumunuz yeniliklere agik bir emeklilik sirketidir.

a. Kesinlikle Katilirom b. Katilirinm c. Karasizim d. Katilmam e. Kesinlikle Katilmam

28. Emeklilik kurumunuz iriinlerini pazar bilgisi ve miisteri tatmini odakli olarak
gelistirir
a. Kesinlikle Katilirnrm b. Katilirnm c¢. Karasizim d. Katilmam e. Kesinlikle Katilmam

29. Emeklilik kurumunuz tiriinlerini rekabet¢i avantaj saglamak igin gelistirir
a. Kesinlikle Katilirnm b. Katilirinm c. Karasizim d. Katilmam e. Kesinlikle Katilmam

30.Promosyonel aktivitelerinizde hangi medya gruplarini ¢ogunlukla
kullantyorsunuz?
a. Basili b.Yayin c. Outdoor d. Yeni medya

31.Tiketicilerinize ayr1 medyalardan ayni mesajla ulasma misyonunuz var mi?
a. Evet b.Hayir

32. Emeklilik kurumunuzun, kurum kimligini nasil tanimlarsiniz?

171



33.Tiiketici algisinda hedeflemis oldugunuz kurum kimligini yaratip
yaratmadiginizi anlamak i¢in herhangi bir 6l¢timleme yapiyor musunuz?
a. Evet b. Hayr

34. Emeklilik Kurumunuzun hedefledigi kurumsal kimlige ulagmak i¢in hangi
Promosyonel aktiviteleri kullantyorsunuz?

a. Reklam

b. Dogrudan pazarlama

C. Satis Promosyonu

d. POP
e. Sponsorluk
f. MPR

g. Satis Giicu

35. Emeklilik kurumunuz kurumsal algi planlamasi yapiyor mu?
a. Evet b. Hayir

36.Kurumunuz, kurumsal algisini yaratmak i¢in neler yapiyorsunuz?
Ornek: Sube i¢ ve dis tasarimi ne ifade eder?, Logo ne ifade eder?, Kurumsal
kimlik ¢aligsmasi, hedeflenen kurum kimligi ile uyumlu mu ?, Hizmet
personelinin kurumsal kiiltiir iizerine egitimi, Kurum igi iletisim ¢aligsmalari
V.S......

37.Emeklilik kurumunuzun algi haritasi ¢aligmasi var mi?
a. Evet b.Hayir
(Eger cevabiniz Hayir ise liitfen soru 39’a geg¢iniz)

38.Emeklilik kurumunuzun algi haritasinda konumu nedir? Hangi kriterlerde, hangi
emeklilik sirketleri ile kiimelenmistir?

39. Emeklilik kurumunuz iletisim biit¢esini hazirlarken hangi metodu
uyguluyor?

Yukaridan asag1 yontemler Asagidan yukar1 yontemler
a) Keyfi yontem a) Amag/Gorev
b) Satis yiizdesi b) Bilgisayar
simiilasyonu
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¢) Ayrilabilir miktar

d) Yonetici karari

e) Yatirim doniis yontemi
f) Rekabete gore

40. Emeklilik kurumunuzun yillik Pazarlama letisimi aktivite planlamas1 nasildir?
a. Sureklidir  b. Kesiklidir c. Dalgalidir

41.BPI kavramim (Biitiinlesik Pazarlama Iletisimi) ne kadar biliyor ve
uyguluyorsunuz?

a. Biliyor ve uyguluyoruz

b. Biliyor fakat uygulamiyoruz

c. Bilmeden uyguluyoruz

d. Higbir fikrim yok

42. Kurum igi siirekli egitim ve gelistirme programlariniz hangi konulari
kapsamaktadir?
a. Pazarlama Iletisimi

b. Entegre Pazarlama iletisimi
c¢. Kurum kiiltiirii ve kimligi

43.Yapmis oldugunuz kurum i¢i stirekli egitim ve gelistirme programlari hangi
seviyeleri kapsar?
a. Ust diizey b. Orta diizey c. Alt diizey

44 Emeklilik kurumunuz Pazarlama letisimi aktivitelerini entegre ediyor mu?

a. Evet b. Hayr
(Eger cevabiniz Hayir ise anketimiz sona ermistir tesekkiir ederiz)

45. Emeklilik kurumunuz, Kurum igi ve kurum dis1 pazarlama iletigimi
faaliyetlerinin hangilerini, ne sekilde entegre eder?

Zamaniniz ve yardimilariniz igin tesekkiirlerimi arz ederim

Anil Kemal Kaya
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Appendix B: Pr ve Reklam AjanslarindaBPI Olg¢iimlemesi

ANKET CALISMASI

1. Ajanstaki pozisyonunuz?

4. Tiketicilerinize ayr1 medyalardan ayni mesajla ulagma misyonunuz var mi?

a. Evet b. Hayr
5. Promosyonel aktivitelerinizde hangi medya gruplarini ¢ogunlukla
kullantyorsunuz?
a. Basili b.Yayin c. Outdoor  d. Yeni medya

6. Biitlinlesik pazarlama iletisimi hakkinda bir bilginiz var m1?
a. Evet b. Hayir

(cevabiniz hayir ise anketimize katildiginiz igin tesekkiir ederiz)

BV B . ittt ettt

7. Sirketlerden biitiinlesik pazarlama iletisimine yonelik(ayr1 medyalardan ayni
mesajla ulasmak) talepler aliyormusunuz?
a. Evet b. hayir

evetse ne yonde talepler aliyorsunuz
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8. Biitiinlesik pazarlama iletisimi kullanimi i¢in hangi sektorleden cogunlukla
talep altyorsunuz?

9. Miisterilerinizden gelen talepler dogrultusunda ajans olarak yaptiginiz
pazarlama iletisimi faaliyetlerini ne sekilde entegre ediyorsunuz?

10. Biitiinlesik pazarlama iletisimi uygulanmasindaki igbdliimiiniiz nasil?
(pazarlama iletisimi kararlar sizden mi yoksa miisteriler tarafindan mi1
alintyor?)

11. Biitiinlesik pazarlama iletisimi kampanyalarinin verimliligini
Olclimlemegalismalar1 yapiyormusunuz?
a. Evet b. Hayir

(cevabiniz hayir ise anketimize katildiginiz igin tesekkiir ederiz)

BV BTSE. eiieieieeeeeeeeeeeeeeeeeeeaeaaaeaeeeeaees

12. Ajans olarak Biitiinlesik pazarlama iletisimi kampanyalarinin verimliliginin
6lgtimlenmesinde herhangi bir 6l¢iim tekniginiz var mi?
a. Evet b. Hay1r

13. Ajans olarak Biitiinlesik pazarlama iletisimi kampanyalarinda 6l¢timlemeyi
nasil uyguluyorsunuz?

14. Yatirima geri doniis teknigi hakkinda bilginiz var mi1?
a. Evet b. Hayir
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15. Sizce yapilan kampanyanin verimliligini 6lgmede yatirnmin getirisi/karlilig
(ROI), etkili bir ara¢ olur mu?
a. Evet b. Hayir

Zaman ayirdiginiz i¢in ¢ok tesekkiir ederim
Anil Kemal Kaya
Dogu Akdeniz Universitesi

Doktora dgrencisi
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Appendix C: Finans Emeklilik an in-depth interview

Anil: Merhaba Ajlan bey

Ajlan: Merhaba Anil Hanim

Anil: Daha once de telefonda goriistiigiimiiz tizere doktora tezim olan Tirkiye’de
biitiinlesik pazarlama iletisimi calismalarina yonelik bir arastirma yapmaktayim.
Birincil aragtirmanin bir kismini olusturan bireysel emeklilik kurumlariin biitiinlesik
pazarlama iletisimi faaliyetlerini Ol¢limleyen anket calismamizi tamamladiktan
sonra. Yapilan biitiinlesik pazarlama iletisimi kampanyalarinin geri doniisiimii
hesaplama kismina ge¢gmeden Once sizin kurumunuz hem biitiinlesik pazarlama
iletisimi kampanyalarini uygulayan bir kurum hem de bu tarz calismalara destek
veren bir kurum oldugu i¢in sizin de rizaniz {izerine arastirmamizin bir sonraki
kismina gegebiliriz. Gorlismemize baslamadan 6nce verdiginiz degerli bilgilerden ve
yardimlarinizdan 6tiirii ¢ok tesekkiir ederim.

Ajlan: Rica ederim. Anil hanim bizim i¢in de bu tiir arastirmalar ¢ok 6nemlidir.

Anil: Ilk olarak isterseniz Finans Emeklik miisterilerin kimlerden olustugundan
bahsedelim. Miisterileriniz kimlerden olusuyor?

Ajlan: Finansbank miisterileri sirketimizin ana hedef Kkitlesini olusturmaktadir.
Amacimiz Finansbank miisterilerinden baglayarak “cekirdekten” disariya dogru
yayilmaktir. Finansbank ve ait istiraklerinin calisanlari da miisteri hedef kitlemiz

icerisinde yer almaktadir.

Anil: Genel pazarlama stratejileriniz nelerdir?

Ajlan: Genel Pazarlama stratejimiz temelde bankanin ve bagli kaynaklarin bu yondeki
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tecriibe ve kaynaklarindan faydalanarak bir veri ambar1 glincelleme ve segmentasyon,
irlin gelistirme, satisa yonelik faaliyetler (referans yaratma), miisteriyi elde tutma ve
miisteri memnuniyetini saglama ve devam ettirme gibi ¢alismalar1 bu temelde ele

alma/degerlendirme temel hedeftir.

Aml: Genel olarak {iriin gelistirme stratejiniz nedir?

Ajlan: Temel olarak pazarlamanin en Onemli fonksiyonlarindan biri olan iiriin
gelistirme alaninda temel hedeflerimiz; Hedef pazarlarin (Banka Is kollari/miisteri
segmentleri) ihtiyaglarina yonelik {iriin gelistirme. Diger (hedef pazar disinda kalan)
segmentler i¢in standart liriin gelistirme ve miisteri kazanimi. Rekabetci ve Oncii

urunler tasarlamaktir.

Anil: Az dnce referans yaratmak demistiniz. Bunu nasil sagliyorsunuz?

Ajlan: Referans yaratmak ve bu referanslari etkin bir sekilde kullanmak temel
stratejilerimizden biridir. Sirketimizin mevcut referans kaynaklari; Finansbank veri
taban1 (database), Kredi Karti Miisterileri veri tabani (database) (KK kullanim
aliskanliklar1), Cagri Merkezini arayan miisteriler, Internet araciligiyla gelen
miisteriler, Finansbank Istiraklarinin Miisterileri, Mevcut miisterilerimizden alman

referanslardan olugsmaktadir.

Anil: Yeni miisteri kazanma ¢alismalariniz ne yonde?

Ajlan: Pazarlama stratejilerinin sonuglarmin degerlendirilmesindeki en Onemli
gostergelerden biri olan yeni miisteri kazanma siirecinde 6zellikle iizerinde durulacak
olan ve dikkat etigimiz bazi kriterlerimiz var bunlar; hedef pazarlarin dogru secilmesi,
tirtin gelistirme stratejileri yani (hedef pazarlarin ihtiyaglarina uygun iriin gelistirme,

hedef pazar disinda kalanlar i¢in standart iiriin gelistirme ve dis miisteri  kazanimi,
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rekabetgi ve Oncii triinler), diger bir kriter, miisteri ile iletisim stratejilerinin
belirlenmesi, bilinirligin arttirilmasi ki bununun igin agizdan agiza iletisim (Word of
Mouth) etkin bir yontem. Biitiinlesik pazarlama iletisimi g¢alismalari, (Satig giict,
kisisel satis, direk pazarlama, halkla iligkiler ve reklam) ve miisteri bilincinin artirilmasi

yani bilingli satin almay1 da eklemeyi unutmamaliyiz.

Anil: Genellikle hangi medyalarla hedef kitlenize ulastyorsunuz?

Ajlan: Genellikle basili, yayin ve alternatif medya kullaniyoruz.

Anil: Var olan miisterilerinizi elde tutma ¢alismalariniz var mi1?

Ajlan: Kazanilan miisterilere sirketin temel degerleri ve pazarlama stratejileri dikkate
aliarak hizmet verme ve bu sekilde iliskiyi uzun siireli ve kalict olarak olusturmak igin
pazarlama iletisimi stratejileri dogrultusunda yapilan c¢aligmalarimiz 6rnek verecek
olursak;

. Miisteri bagliligi ve sadakati artirma amacli: Sadakat (Loyalty) Kuliibii
uygulamalari

. Satis Sonras1 Hizmetler’in gelistirilmesi i¢in: Miisteri Bilgilendirme Sistemi

° Internet, Bankalarin Otomatik Vezne Makineleri (ATM), Cagri Merkezi,
Dekont

° Ozel Giinleri Hatirlama,

o Kampanya Bildirimleri/(Mailing)

. Miisteri Sikayet Sistemi’nin gelistirilmesi: Miisteri’ye hizli yanit verme ve
Yapici ¢oziim liretme

o Miisteri Memnuniyetinin 6l¢iimii ve

. Olgiim sonuglarma goére aksiyon alinmasidir.
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Aml: Reklam ve iletigsim stratejileriniz nelerdir?
Ajlan: Reklam ve iletisim stratejimiz olarak temel prensibimiz ayni anda tiim

mecralarda ayn1 mesajlarin yer almasi ve segmentlere yonelik 6zel mesajlar yaratmak.

Aml: Genel olarak sirketinizin miisteri iliskileri yonetimi (CRM) yaklasimi nasildir?

Ajlan: Sirketimizde Miisteri iliskileri Yonetimi (CRM) faaliyetleri pazarlama stratejisi
kapsaminda Operasyon ve Satis Sonrasi Hizmetler Birimimiz tarafindan
yiritiilmektedir. Mevcut miisteri veri tabanimizdaki muhtemel eksik bilgilerin zaman
icinde giincellenen sigorta poligelerinin yenilenmesiyle ve Finansbank miisteri
bilgileriyle giderilecektir. Ilerleyen yillarda veri ambarina tasnmis olan detayli ve
giincel bilgilerle miisterilerimizle ilgili daha kapsamli veri analizleri yapilabilecek

duruma gelinecektir.

Aml: Miisterileriniz hangi iletisim kanallar ile sizlere ulasiyorlar?

Ajlan: Miisterilerimiz taleplerini sirketimizin ¢agr1 merkezi veya internet sitesi, banka
subeleri, satis personeli araciligryla veya dogrudan sirketimize sozlii ya da yazili olarak
yapmak suretiyle iletisim kurabilirler. Miisterilerimizle tiim temas noktalarinda ayni

diizeyde hizmet verilmesi i¢in ¢aba gosterilmektedir.

Anil: Marka Stratejinizi tanimlar misiniz?

Ajlan: Stratejik pazarlama ortaklarimiz olan reklam ajansi ve iletisim danigmanlik
sirketi ile yapilan iletisim plant ¢alismalari kapsaminda ortaya c¢ikar. Bu baglamda
misyonumuz: Miisterilerin beklentileri iizerinde hizmet sunan, hissedar ve ¢alisanlarinin
ortagt ve mensubu olmaktan gurur ve mutluluk duyduklari, giivenilir, karli, sosyal

sorumlulugunun bilincinde bir Emeklilik ve Hayat Sigortast sirketi olmak ve
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vizyonumuz: Ornek alian ve begenilen bir Emeklilik ve Hayat Sigortas: sirketi olmak.
Marka stratejimizin temel konsepti “ KOLAY”. Bu konsepte uygun olarak miisterilerine
sundugu tiim hizmet ve iirlinlerde, hayati kolaylastiran, hizli, danismanlik hizmeti veren,
uzmanligini aktaran, yon veren, ¢oziim {iireten, rahat ulagilabilen, 7x24 hizmet veren
anlayist ile calisan tiim personelinden, teknolojik altyapisina kadar bir biitiin olarak
benimsetmistir. EmekliliKolay: A Emeklilik Plani, EmekliliKolay: B Emeklilik Plani,
EmekliliKolay: C Emeklilik Plani. Marka Kimligi Semboliimiiz Finans Emeklilik
Yildizidir. Marka Kisiligimiz: Giivenilir, giiglii, saglam, Kendinden emin, Yenilike¢i,
dinamik, hizli, Avrupai, Modern ve Yiksek Hizmet Kalitesi Sunan. Marka
Farklilagtirmasi: Markamizin farklilastirici, ayirdedici, rekabette one ¢ikacak 6zellikleri

vurgulanacaktir.

Amil: Iletisim Stratejinizde hedef kitlenize verilen mesaj ne yonde olmaktadir?

Ajlan: Mesajlarimiz fonksiyonel ve duygusal hedef kitleye yonelik tasarlanmaktadir

Aml: Yaptiginiz biitiinlesik pazarlama iletisimi kampanyalarinin 6lgiimlemesini yapiyor
musunuz?

Ajlan: Evet mutlaka buna 6nem gosteriyoruz

Amil: Peki bu yil i¢in ayirmis oldugunuz pazarlama iletisimi biit¢eleme planimizi ve
sonrasinda finansal tablolarinizi benimle paylasir misiniz? Ciinki verdiginiz kaynaklarla
bu yil i¢in yaptigimiz kampanyanizin geri doniisiimiinii 6l¢timleyebilecegim.

Ajlan: Tabi Anil hanim sizin i¢in gerekli dokiimanlar1 toparlayip size email olarak

gonderebiliriz.
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Aml: Cok tesekkiir ederim Ajlan Bey zaman ayirip bu tarz bilgileri benle paylastiginiz
i¢in.

Ajlan: Rica ederim. Sizin email adresiniz Onceki yazismalardan bizde var oradaki
adresinize gerekli dokiimanlar1 géndeririz. Yine bir sey sormak isterseniz ¢ekinmeden

arayabilirsiniz.

Anil: Cok tesekkiir ederim. Size iyi ¢aligmalar dilerim.
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Appendix D: Cross Tabulation of PF Ins.

Open for new innovations * Know about IMC

45

4,0
3,5 -

3,0 A

Knowledge of IMC
2,5 A

2,0 - mEmknow & apply

1,5 .

mmknow but not app lied

1,0
5 | @ o idea about IMC
strongly agree moderate

agree

Institutions open for new innovations

In product development try to gain competitive advantage * know about IMC

4,5

4,0 A
3,5 -

3,0 A

Knowledge of IMC
2,5 -

2,0 - mEmknow & apply

1,5 .

mmknow but not app lied

1,0 -
5 | @ o idea about IMC
strongly agree disagree

agree

Product develop. they try to gain competitive ad
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The way for Integrating the MC activities * know about IMC

7
6
5
4
Knowledge of IMC
3
> mEmknow & apply
1 mmknow but not app lied
o) mm o idea about IMC

n_o need for IMNNOIrk with different

How they are integrating the MC activities

Field of training programs * Know about IMC

Training programs
45
4,0 -
3,5 -
3,0 -
2,5 -
2,0 -
1,5

1,0 A
5 |

@ sales techniques
mmsales techniques&CRM

mmMC,IMC,CRM &

rganization culture

Knowledge of IMC
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Sectors demand IMC application * know about IMC

6 -
5 -
4

Knowledge of IMC
3-
5 Emknow & apply
1 mmknow but not applied
0 | . @ o idea about IMC

no demand pension funds

Sectors demand IMC application

Marketing research field * taken decisions in that institution

2,2

2,0 -

1,8

1,6 -

1.4

1,2

B MR. field
B C S&perception
mCS, MS& branding
B competitors
Emdemand, percep.&BP
. |_| . —PF system&life ins.
all MC MRKT&MC

all MRKT

Decisions taken in that PF
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Institutions that measure if their corporate identity reach their customer

perception * measuring efficiency of IMC campaign

7

Eff. IMC campaign

Emyes

Emno

yes no

Meas. corporate identity to reach customer

Sectors demands IMC application and integration MC activities

7,5
7.0 -

6,5

6.0 Integration MC

5.5 mmno IMC

5.0 1 mmwork with different
45 | l expert field people

no demand PF.

Sectors demand IMC application
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Know about IMC * how they are integrating the MC activities

1 4

(0]

Knowledge of IMC

Emknow & apply

mmknow but not app lied

@ o idea about IMC

no need for IM&ork with experts

How they are integrating the M C activities
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APPENDIX E: Crosstab Tables for PR and Advertising Agencies

Type of agencies and create synergy in message

Type of agency

mmadvertising agency

@mmpPr agency

yes no

Use different media but same mess

Type of agencies and media channels

3.0 4 NMedia channels
mEmpPrint

mmpPrint& broadcast
mEmpPrint, broadcast&ney

mmPrint,broadcast

| outdoor,new media
advert.agencyr agency

Type of agency
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Types of agencies and Marketing communication decision that taken

6

5

4

a MC decisons

5. mmagency only

1 mmclient&PR agency

o mmclient&adver. agency

advert. agency pr agency

Type of agency | _

Types of agencies and knowledge of IMC

-
6 -

5

4

31 Know IMC

21 BElllknow and apply

1 A [Jknow but notapplied
(o] accurately

advertising agency pr agency

Type of institution
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Type of agencies and sector demand

Sectors demand

3,0 -
Ilno demand
2,5 4
[Jauto,FMCG ,care pr.
2.0 - — P banks,FM CG,auto
Ellbanks,PF,retailer
1.5 1
telecom, constr.
1.0 - _‘ [JFM CG,banks,retailer
5 I [ FMCG

édvertising agencypr agen cy

Type of agency

Knowledge of IMC and sector demand IMC application

Sectors demand

3,0 -

BEno demand
2,5 1

[auto,FMC G,care pr.
2.0 1 EPF. banks ,FMCG,auto
15 Ellbanks, PF, retailer

telecom, const.
1.01 _‘ [ JFMC G,banks,retailer
D [ FMC G

know and apply know but not applied

Know about IMC
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Types of agencies and integration of marketing communication activities

Integrate MC activ.

mmYyes

mEmno

advert. agency pr agency

Type of agency

Types of agencies and measuring the efficiency and effectiveness of IMC

campaign

45

4,0 |
3,5 -
3,0 -
2,5 -
2,0 -
1,5 -

1,0 A

5

Meas. IMC campaig

mmYyes

i mmno
advert. agency pr agency

Type of agency
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Types of agencies and knowledge of ROI

5
4 .
3 -
2 Know ROI
1 Ellyes
O | no
advertising agency pr agency
Type of institution
Knowledge of IMC and knowledge of ROI
10
8 -
6 .
41 Know ROI
2 - mmYes
o mmno

" know and applknow but not applied

Know IMC
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Types of agencies and in measurement of the campaign ROl is an effective tool

4,5

yes no

Meas.the campaign ROI
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Type of agencies
mmadvertising agency

mmPr agency

is effective



