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Abstract

This study presents several dimensional conceptualizations of integrated marketing communications (IMC) and
empirically develops its measurement instrument in chain store of Iran. These dimensions not only encompass
important IMC activities identified in previous studies, but also include a newly identified dimension,
relationship communications with existing customers. In this literature survey & focus group recognition the
several constructs that effect the brand performance. Rigorous methodological guidelines were followed,
including systematic steps of field interviews & Questionnaire, refinement, purification, and an empirical
validation with a: large-scale survey with IMC practitioners and researchers in Iran Chain store. The objective of
action research to Design & modify the IMC Model. The measurement instrument exhibits stable reliability and
validity.

Keywords: integrated marketing communication (IMC), market orientation (M.O), brand orientation (B.O),
customer orientation (CO), marketing communication performance (MCP), brand performance (BP)

1. Introduction

In today’s dynamic environment Companies need to change significantly to accommodate themselves for growth
and survival, and they should have feasible mode. Lack of systematic integrated marketing communications
(IMC) is one the main concerns and problems of organizations in today’s competitive market. Marketing
communications planning, is management process which creates reasonable balance between the objectives of
marketing communications, resources and changing opportunities in market and focuses on the goal of creating
or changing the corporate communication tools in an effective and integrated way in order to achieve
communication harmony in line with encouraging and persuading policies to not to overload the minds of the
customers, but to encourage people to buy the company’s products with the lowest cost of communication. In
line with the action research, most of the professionals agree that effective structures for integrated marketing
communications such as market orientation (MO), brand orientation (BO), customer orientation (CO) and etc.
result in improvement of brand performance, so today significant effects of these structures on marketing
communication is emphasized, because by integrating communication tools we can increase the market share,
customer share and brand performance, and in the view of many communications experts, the issue, considered
as a key advantage and competence in market (Duncan, principles of IMC, 2004). Today’s in marketing
communications planning, integrated marketing communication approach otherwise (IMC), is used. Marketing
communication considered as one of the key factors in today’s companies success. In dynamic environments,
due to high complexity of organizational internal and environmental phenomena and the importance of effective
communications for maintaining customers, companies can no longer use their communication tools in an
ineffective and independent way and still achieve their goals in marketing communication and brand
performance field. Taking these notes into consideration lead to provide improvement program, strengthen brand
and enhance the stability in company’s marketing communications with customers which result in customer
loyalty and satisfaction (Belch, Duncan, 2004-2005). By review of literature in marketing communications, we
face with this problem and challenge that the era of having independent look at integrated communications of the
company to the customers is emphasized; however this issue has some cons and some oppositions. From the
view of con’s perspective about the integrated and balance look at marketing communications, it can be
considered as a competitive advantage. Meanwhile this view is criticized by oppositions because they believe
that the view lead to reduction in effectiveness of communications goals and increase in communication costs.
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So the research challenges and concerns can be indicated as follows:

Issuel: will the experts (cons and oppositions) doubt in the field of marketing communications elements and
significant structures on marketing communication confirmed and appropriate response can be accessible, and
what are the effective structures of communication model if the integrated marketing communication confirmed.
(Issue 1: effective structures of integrated marketing communication identification and integrating them in the
model.)

Issue 2: The effectiveness of marketing communications at chain stores to be practically palpable what changes
and adjustments in marketing communication model should be made in Iran? To design a balance and integrated
model for customers and identifications of effective and important constructs on marketing communication, what
modification and alterations should be associated with marketing. The important point of research is to identify
significant and effective constructs (criteria and components) in designing and developing integrated marketing
communication model based on chain stores in Iran.

2. The Research Importance and Necessity

The importance of IMC, effective constructs in improving marketing communication performance (M.C.P) and
improving brand performance (B.P) of the study can be summarized as follows:

= Integration and coordination of all the tools, techniques and marketing mix mechanisms in the model based
on stated constructs in the research to improve the brand performance in Iran.

=  Increase the effectiveness and efficiency of marketing communications in chain stores.

= Creating synergy in various elements of marketing communication mix.

=  Avoiding wasting resources and communication budget through integrating the communication activities.
=  Measuring transparency and preventing various advertisement messages overloads.

= Creating and strengthening the brand position and prestige of chain stores.

3. Research Objectives

The main purpose of the research is to design and develop the integrated marketing communication (IMC) model
for Iran chain stores. Due the sharp fluctuation in the chain stores field and entry of foreign competitors such as
Carrefour (Hyper star), GVC and etc., and internal such as Iranian, ZAMZAM, Sarfeh and etc., the share of
domestic competitors had been reduced. And considering researches which have done, it shows that most of the
chain stores have played a weak role in marketing communication and incentive- persuading policies. Thinking
on this issue and research concerns (the first and second challenge issues) to achieve IMC model, the objectives
can be summarized as follows:

= Identifying significant constructs (criteria and components) on marketing communication success.

=  Exploring the relationship between clear and hidden constructs with marketing communication to formulate
and develop integrated marketing communication for Iran chain stores.

=  Recognizing different parts of integrated marketing communication and significance impact of these
dimensions in marketing communication of chain stores.

= Creating coordination and integration between the marketing communications constructs in order to have a
better impact on the customers.

*  Formulation and developing marketing communication model to improve and strengthening the brand
performance in terms of results and findings of research.

4. Operational Constructs Definition

First of all, we provide operational definition of the research constructs and variables based on scientific
concepts and experts view in marketing communication.

4.1 Brand Orientation (BO)

Brand orientation indicates and emphasize on functional or business unit (task) to create and protect from
customers with loyal range and relationship between stakeholders (Keller 1998; Kapferer 1977).

4.2 Market Orientation (MO)

Market orientation has been advised as “functional element” of marketing communication concepts by
organization. The index has been emphasized in three behavioral, cultural and competition stream by experts
(Helfert & Pitter & Waiter 2002).
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4.3 Customer Orientation (CO)

Customer orientation is to take customers proposals, complaints and etc. into consideration, so as to pay attention
to their thought about the company and product, the emphasizes on after-sale service, regular and systematic
assessment of customers to create highlight value in product and customer service field, and ultimately regularly
measurement of customers satisfaction and fulfillment to create loyal customers for the company (Waiter; Pitter;
Helfert).

4.4 Integrated Marketing Communication (IMC)

Integrated marketing communication is a concept of marketing communication planning in form of
comprehensive communication plan, which evaluates the strategic roles of various communication tools such as
advertising, public relations, direct marketing and combines these tools in order to make transparency,
persistence and to maximize the effectiveness of marketing communications (AMA).

4.5 Brand Performance (BP)

The efficiency and effectiveness of integrated marketing communication (optimum and right combination of
promotion tools such as advertising, public relations, sale spices, after-sale service, direct marketing and etc.) is
effective on brand performance index and the final goal of the model is improving brand performance, so IMC
model as a powerful advantage plays a role in the performance improvement.

5. Research Literature

IMC is a new innovative concept in marketing, and it has been proposed in management particularly marketing
in short period of time, but literature in this filed shows that despite IMC aspects have been evoked in terms of
concepts, principles and theories view, content models, processes, type of constructs and significant variables,
only little work has been carried out, and literature monitor shows that little studies have been done in this field
and there isn’t any new and powerful work based on structural constructs extraction and providing model on the
basis of studies significant constructs.

About process models, researches which have been done in Iran were weak and only in form of descriptive and
macro. In this section, the following table summarized the results of the carried out monitoring.

Table 1. Conducted research in the world with IMC model

Conducted Research in the World Researcher Name Significant T Test Research Research P-Value
Structural  Path  Validity Result
Coefficients
Market Orientation and Brand Identity Duncan & Mulhern T=6/753 87% Approved 0.01
(MO—BI) 2004 Path=5/105
Kitchen 1999 T=4/342 79% Approved 0.01
Path=4/102
Mc Arthur 1997 T=5/548 92% Approved 0.01
Path= 5/657
Brand Orientation and  Marketing  Kohli & Jawaroski T=4/946 93% Approved 0.01
Communication Performance 1995 Path =4/021
(BO—MCP)
Market ~ Orientation and  Marketing  Slatter & Narver T=3/324 76% Approved 0.01
Communication Performance 1997 Path= 1/294
(MO—MCP)
Customer  Orientation and Marketing  Slatter & Narver T=3/976 79% Approved 0.01
Communication Performance 1990 Path=1/769
(CO—MCP)
Market Orientation and Brand Orientation Helfert-Ritter-Waiter T=3/345 86% Approved 0.01
(MO—BO) 2002 Path= 2/940
Market Orientation and Inter-Functional — Farrel & Santos T=3/270 94% Approved 0.01
Coordination 2005 Path = 4/985
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MO—IC)

Marketing Performance Objectives and  Hurley 1997 T=5/967 77% Approved 0.01
Market Segmentation Path =?

(MPO—MS)

Marketing Performance Objectives and  Hurley 1997 T=7/165 77% Approved 0.01
Customer Brand Network Path =?

(MPO—CBN)

Marketing Performance Objectives and  Hurley 1997 T=1/011 77% Approved 0.01
Communication Budget Path =?

(MPO—CB)

Marketing Performance Objectives and  Hurley 1997 T=0/022 77% Rejected 0.01
Brand Identity Path =?

(MPO—BI)

Marketing Performance Objectives and  Hurley 1997 T=0/568 77% Rejected 0.01
Marketing Communication Performance Path =?

(MPO—MCP)

Marketing Performance Objectives and Zighmoud Amiko T=(4/956-) 78% Approved 0.01
Promotion Functional Integration 2003 Path =(1/564)

(MPO—PFI)

Promotion Functional Integration and Brand  Zighmoud Amiko T=(9/423) 78% Approved 0.01
Performance 2003 Path =(0/786)

(PFI—BP)

Marketing Performance Objectives and Zighmoud Amiko T=(1/034) 78% Rejected 0.01
Brand Performance 2003 Path =(0/076)

(MPO—BP)

Promotion Functional Integration and Media  Bridson & Evans T=7/973 73% Approved 0.01
Type (PFI—MT) 2005 Path = 0/411

The proposed basic framework and extraction of research conceptual model, by surveying the studies conducted
in the world in marketing communication field which is indicated in the above table and extracting scientific
relationships between effective structures on IMC and using conceptual modeling approach based on considering
deep attention to the approaches, theories, models and researches in marketing communication field.

A conceptual and scientific model for integrated marketing communication can be extracted. In extracted
conceptual and scientific model, addition to, identification of effective constructs on model, their primary and
scientific relationship based on research scientific results and expert test of these constructs based on analytic
network process (ANP), were used.
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Figure 1. The conceptual and scientific model of the IMC based on literature monitoring

6. Research Questions

1. What is the interaction value between Brand Orientation (B.O) and Market Orientation (M.O)?

2. What is the interaction value between Market Orientations (M.O) and Customer Orientation (C.0)?
3. What is the interaction value between Brand Orientation (B.O) and Customer Orientation (C.O)?

4. What is the impact value of Market Orientation and (M.O) on Marketing Communication Performance (M.C.P)
from “different paths”?

4.1 What is the impact value of Market Orientation and (M.O) on Marketing Communication Performance
(M.C.P) in “direct path”?

4.2 What is the impact value of Market Orientation and (M.O) on Marketing Communication Performance
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(M.C.P) from “Customer Orientation (C.O) path”?

4.3 What is the impact value of Market Orientation and (M.O) on Marketing Communication Performance
(M.C.P) from “Inter-Functional Coordination (I.C) path”?

5. What is the impact value of Brand Orientation (B.O) on Marketing Communication Performance (M.C.P)
from “different paths”?

5.1 What is the impact value of Brand Orientation (B.O) on Marketing Communication Performance (M.C.P) in
“direct path™?

5.2 What is the impact value of Brand Orientation (B.O) on Marketing Communication Performance (M.C.P)
from “Customer Orientation (C.O) path”?

5.3 What is the impact value of Brand Orientation (B.O) on Marketing Communication Performance (M.C.P)
from “Brand Identity (B.I) path™?

6. What is the impact value of Marketing Communication Performance (M.C.P) on Market Segmentation (M.S)
criteria?

7. What is the impact value of Market Segmentation (M.S) on Marketing Performance Objectives (M.P.O) from
“different paths”?

7.1 What is the impact value of market segmentation (M.S) on Marketing Performance Objectives (M.P.O) in
“direct path™?

7.2 What is the impact value of market segmentation (M.S) on Marketing Performance Objectives (M.P.O) from
“Customer Brand Network (C.B.N) path”?

8. What is the impact value of Communication Budget (C.B) on Marketing Performance Objectives (M.P.O)?

9. What is the impact value of Marketing Performance Objectives (M.P.O) on Promotional Functional
Integration (P.F.I) from “different paths”?

9.1 What is the impact value of Marketing Performance Objectives (M.P.O) Promotional Functional Integration
(P.F.I) in “direct path"?

9.2 What is the impact value of Marketing Performance Objectives (M.P.O) on Promotional Functional
Integration (P.F.I) from “various Media path™?

10. What is the Impact value of Promotional Functional Integration (P.F.I) on Brand Performance (B.P)?
7. Methodology

The research was a descriptive, exploratory and development one and its main purpose was to create knowledge
in the field of marketing communications so that lead the researcher into a fairly comprehensive model.
According to the research questions and objectives, the following methods are required to be used.

7.1 Techniques of Analysis and Data Collection Tools

In the first phase of the research, to identify the primary constructs of the model (criteria—components) library
and literature review and focus group was used in order to extract the effective primary constructs of expert view.
At this stage, the extracted constructs are classified and checklist called “structural identification of marketing
communication” designed to assess the phase by marketing communication experts and chain stores industry
specialists.

The main purpose of this stage is to extract the primary significant constructs and effective of the specialists and
scientific expert view. Using multiple criteria decision-making methods and analytical network process (ANP)
technique as the first stage the primary constructs identified and information extracted. Compatibility,
significance and etc. tests for identifying effective structures on marketing communication and primary
structures extraction with the lowest error have been done in this technique. (and by using this technique with
ANP software. The effective structure on communications and the type of relationship between them based on
scientific and library extracted data, group of experts view and primary scientific conceptual model, were
identified based on conceptual model and for achieving foals and answering research questions, question are tool
(for managers and marketing communication expert) was used. For surveying and examining the accurate
relationship between the structures, in questionnaire and model, Factor analysis, significance testing,
compatibility test, fit test, correlation and etc were used. For statistical analysis (descriptive, ranking, regression
correlation, validity and reliability and etc.), SPSS software was used, structural equation software call Lisrel and
the latest achievements of structural equation. Spls2 software for factor, confirmatory and exploratory analysis,
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primary fit modified final model, modified and adjusted fit of scientific model were used. Meanwhile model
consistency with scientific method, in operational phase and field research. The validity and reliability of the
model was confirmed, and eventually the modified version of IMC model in chain stones industry is extracted.

7.2 Validity and Reliability

In the research by reviewing marketing communication literature and technical articles in this field and also
referring to the faculty supervisors and consultants, management, experts and marketing communication
specialists in chain stores, and using their feedbacks, the validity of the designed questionnaire is enhanced.

In the research, by using compare test (2.583>1.815) and cronbach’s alpha 0.87, the questionnaire reliability was
confirmed and after modifying research data, reliability and validity of the model again measured by the SPLS2
software and composite reliability coefficients of all structures are higher than (p>%060), which indicates higher
reliability of model structures.

7.3 Statistical Population and Sampling Method

The study statistical population included all the managers, Experts of Chain stores (ETKA, Sephah, Refah
Shahrvand) marketing Communications specialists. In the research stratified random sampling method was used
for selecting research samples and the number of under study individuals (Sepah, Refah, Shahrvand and ETKA)
selected based on total number of marketing communication experts. (ETKA with 350 chain stores and 700
experts, Refah with 150 chain store and 100 experts, Shahrvand with 24 chain store and 50 experts, Sepah with
65 chain stores and 80 experts and other marketing communication specialists, in this field we are faced with a
total population of 1000 individuals that approximately 350 questionnaires were collected that 303
questionnaires was used completely.

8. Results and Findings

At this section, first, the demographic characteristics of under study sample include gander, age, education and
job ten are in chain store, is depicted in the following diagram and evaluating these demographic structure
reflects efficient sample.
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Figure 2. Demographic characteristics of under study sample

8.1 Exploratory Factor Analysis of IMC Structures

In this section factor structures and parameters are analyzed. In order to measure each criterion, the approved
components of the initial pilot, using SPSS and Spls2 software, exploratory factor analysis has been conducted
for all of the components, and the factor analysis were implemented using Bartllet method with eigenvalues
greater than one. The following table reflects that conducting factor analysis on model structures data (criteria
and components) is permissible, and the target statistic demonstrates sampling adequacy and zero confidence
level of Bart left test and suitability of cited factor casual model.

Table 2. EFA output (Bartllet test)

Bartllet Test N=303
X2 7701.990
Sig 0.000
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8.2 Measurement Model and Confirmatory Factor Analysis of IMC Structures

In this section, the results of structural equation model and relations between variables in IMC structural
equation model were analyzed. In structural equation model, for significance test of cited parameters in model,
The T index was used. So the parameters ware higher (greater) than 2 were statistically significant in %99 level
of confidence. (Bartler & Ylean, 1999).

It is needed to mention that the parameters that have values greater than 1/64 are statistically significant of
the %95 level. According to the analytical results and reported T values for each standard parameter, the
significance of each of than were surveyed. Considering t-statistics which for most of the indicators coefficients
and understudy latent trait is greater than 2, confirmatory factor analysis results shows that measurement models
which used in the present study are fit. And show that the indicators used to measure latent traits research has on
acceptable compliance with factor structure and underlying theory.

Table 3. Measurement model result

Factor Standard

Construction or Factor Sign Loading Error T P-Value
IC1 0.8387 0.0376  22.3016 0.01
1C2 0.5129 0.1051 4.8782 0.01
Inter-Functional Coordination (I0)
1C3 0.8596 0.0285  30.1824 0.01
IC4 0.8217 0.0329  24.9816 0/01
BII 0.8961 0.0157  57.0976 0.01
Brand Identity (BI) BI2 0.7912 0.0346 22.8734 0.01
BI3 0.8221 0.0288  28.5623 0.01
MCP1 0.1505 0.1574 0.9560  Meaningless
Marketing Communication Performance MCP) MCP2 0.9032 0.0183  49.2497 0.01
MCP3 0.8810 0.0390 22.5770 0.01
CP1 0.8862 0.0207  42.8986 0.01
CP2 0.5704 0.0870  6.5537 0.01
Competitive Customers (CP)
CP3 0.8465 0.0314 26.9189 0.01
CP4 0.8307 0.0266  31.2806 0/01
LC1 0.8841 0.0234  37.8353 0.01
Loyalty Customers (LC) LC2 0.7683 0.0426  18.0388 0.01
LC3 0.8568 0.0218  39.3473 0.01
SC1 0.2600 0.1976 1.3160  Meaningless
Swing Customers (SC)
SC2 0.9879 0.0280  35.2700 0.01
CBN1 0.4539 0.1117  4.0639 0.01
CBN2 0.6357 0.0858 7.4088 0.01
Customer Brand Network (CBN) CBN3 0.9346 0.0146  63.9209 0.01
CBN4 0.9180 0.0116  79.0745 0/01
CBNS5 0.8994 0.0190 47.4121 0/01
Marketing Performance Objectives ~MPOI1 75.3197 0.0132 09974 0.01
(MPO)  MPO2 1.0933 0.1637  0.1790  Meaningless
COl 0.9017 0.0238 37.8871 0/01
Customer Orientation (CO) CcOo2 0.7655 0.0619  12.3698 0/01
CO3 0.8375 0.0396 21.1454 0.01
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Factor Standard
Construction or Factor Sign . T P-Value
Loading Error
MTI 0.9946 0.0232 429160 0.01
Media Type (MT)
MT2 0.0481 0.1297 0.3708  Meaningless
PFI1 0.7069 0.0799 8.8525 0.01
Promotional Functional Integration (PFI)
PFI2 0.8951 0.0326  27.4947 0.01
BP1 0.8105 0.0402  20.1430 0.01
Brand Performance (BP)
BP1 0.8848 0.0166  53.4291 0.01
MOl 0.9303 0.0206  45.2155 0.01
Market Orientation (MO)
MOl 0.8583 0.0475  18.0806 0.01
BOl1 0.8937 0.0175  50.9319 0.01
Brand Orientation (BO) BO2 0.8116 0.0304  26.6753 0.01
BO3 0.8386 0.0279  30.0040 0.01
Communication Budget (CB) CB1 1.0000 0.0000 0.0000 Meaningless

As he above table shows, all of the studies structure have acceptable values of composite reliability (CR) and are
rage variance extracted (AVE), this is also confirmed in measurement form of model structures in terms of
structural equation. In other words, values greater than 2 for remaining path of model coefficients shows that
most of the structures which were studied, have been evaluated with the question in a best way. Hence the results
of each structure's question can be considered valid and analyzable, because first have exactly measured what the
research considered and secondly all of the respondents had an identical mental conception of it. In this part of
the model, the relationship between research structures should be analyzed and their causality must be surveyed.
Although exploratory factor analysis, suggests a structure based on IMC structures values, but to ensure from the
relevance of research collected data, the confirmatory factor analysis using one of the strongest structural
software called spls2 was conducted. And by designing the conceptual model with Perlis software and under
software routing for designing relationship between structure, the effectiveness path ways coefficients between
model structures were calculated, and the following extracted results reflects the research questions examination
with conceptual model paths:

Table 4. Path coefficients and significant structures depend on the model structure

IMC Model Paths Path Coefficient T-value P-level Result

MO —>IC 0.421 5.967 1% Accepted
IC ——» MCP 0.308 1.011 Meaningless  Rejected
co — Mcp 1.836 0.022 Meaningless  Rejected
BO —» BI 0.823 16.515 1% Accepted
Bl —» MCP -1.564 -0.019 Meaningless  Rejected
MCP — LC 0.127 7.168 1% Accepted
MC —» CS 0.469 4.966 1% Accepted
MCP —» SC 0.904 64.996 1% Accepted
LC — CBN 0.407 6.399 1% Accepted
Ccs —» CBN 0.379 4.941 1% Accepted
SC —» CBN 0.125 2.177 1% Accepted
CBN —» MPO 0.466 5.999 1% Accepted
CB —» MPO 0.091 1.285 Meaningless  Rejected
CBN —» BP 0.408 5.384 1% Accepted
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MPO —» MT 0.604 10.497 1% Accepted
MPO — PFI 0.570 2.790 1% Accepted
MT ———— PFI 0.404 5.029 1% Accepted
PFI —» BP 0.433 5.847 1% Accepted

Based on the above table, the relationship between the model structures and significance of the model paths can
be extracted. The results approves that the four paths of the test were rejected and the remaining were confirmed.
By solving simultaneous equation model, based on the developed model, “model path coefficients” and “fit
indexes of the model” were achieved. The significant t values, the relationships between the structures in order to
draw the IMC model, are depicted in Figure 3.
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Figure 3. The relationship between structure and path analysis in the primary extracted IMC model

Considering research questions and significant t values, path coefficients, factor overload, structure validity in
model paths on the IMC relationships shows that the relationship between MO-MCP in direct method , BO-MCP
in direct method, IC-MCP, CO- MCP, BI- MCP and budget- MCP are not significant and should be eliminated
from the model. After elimination, for creating modified model, we run the program again.

Which elimination of path which didn’t have an appropriate significance and reforming the model, the path
standardized coefficients of final model were evaluated. According to the achieved results and comparing it with
acceptable range, it can be indicated that all of the fit indexes of above model are located in an acceptable range,
so the fitness of collected data with the model is appropriate. Thus the final IMC model fitness is approved in
Table 5.
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Table 5. Final IMC model fitness

Xdf

Fit index GF1 AGFI NFI T-value .sig
All the paths are
approved expect

Result Value= 7701 0.95 0.94 0.95 four paths  0.05
indicated in
above

According to the research findings and their composition and model fitness test, research validity and reliability,
factor loading rotation, confirmatory and exploratory factor analysis and reforming model with detailed
information, eventually the final reformed IMC model is extracted as follows:
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Figure 4. The reformed and final IMC model

9. Conclusion

It is recommended to conduct studies to measure model fitness which derived from research in various industries.
In other words, it is necessary to examine the impact of organizations offering activities on marketing
communication model. As mentioned in the previous section the research was conducted in the main chain stores
of Iran. Therefore a more comprehensive investigation of marketing communication models in various industries
can have beneficial results and reveals structural differences in integrated marketing communications structures
(criteria- components) on marketing communication. To achieve to a more comprehensive IMC model which has
more interoperability in different areas, it is required that the results of this kind of researches in addition to
enable comparison with other areas, investigating the differences in type and severity of elements impact on the
marketing communication in order to improve the brand performance result in providing specific solutions for
various industries under investigation.

In the following we have summarized the conducted researches in four axes:

1. Identification of comprehensive effective structures on IMC model and combining the model structures
with promotional-mix components.

2. Designing IMC model based on customer and market orientation on the basis of type and position of
product with PLC approach.

3. Evaluating the extracted model in other industries, especially economy and manufacturing, except chain
stores which have service nature.

4. Designing IMC model with budget view, the share of customer voice, market share and etc. approaches.
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