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Summary: The aim of this paper is to show the advantages of new integrated marketing communications, 
which are becoming more and more present in the communication system of the global world. The paper 
tries to prove the link between the way of communication and business success of modern companies, 
especially those that operate in the global market and use other advantages of globalization, and these are, 
first of all, corporate business and integrated marketing communications. In order to be successfully 
implemented in business, especially in the marketing and management sector, it is necessary to understand 
their essence, and then the advantages, which is the aim of this paper.  Only in this way does it become 
possible to use them in business, especially in the consumer sector.  
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INTRODUCTION 

Nowadays we live in the times of fast and constant technological innovations, information 
technology’s achievements, relentless competition, which causes permanent social changes in all 
layers of society and fields of social development. Communications is a field where all changes 
are reflected in terms of the need to make the whole communication system "alive" and ready to 
change and constantly adapt, in order to be able to connect all these changes, processes and 
challenges. Therefore, integrated marketing communications (IMC) remain significant factors in 
triggering economic and social development potentials. Social oscillations, as well as technological 
advances have caused significant changes in consumer behavior, which results with an increasing 
need to integrate all communication activities, industry, sector, marketing or destination, for 
example, in the case of tourism marketing. The principles of communication integration and its 
effects are valid regardless of the activity in question. Differences in application occur only in the 
context of finding the most appropriate instruments depending on the specifics of the economic 
area, tourism as a system or destination as a product and organization of this activity. In addition, 
of course, one should take into account the differences of each branch of the economy that can 
draw on the experience of developed countries, but it must take into account all its features and 
peculiarities, as well as the fact that its image differs from the image of some other desirable 
products, branch, destination. 
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1. HOW INTEGRATED MARKETING COMMUNICATIONS SHOULD BE 
UNDERSTOOD (AND ACCEPTED) NOWADAYS

Contemporary conditions of the business operations and the advance of the information 
technologies demand that business subjects, by the means of market competition apply their skills 
and knowledge. In that competition, companies that are not familiar with the frames of the modern 
business actions, and do not obey law and law regulations, do not understand the risk and do not 
support IMC cannot survive.  Communications are the "voice" of a product or service, or a brand 
that a company wants to promote (Lugonja and Knežević and Grumo 2017). However, under the 
influence of increasing fragmentation of the world market and media, intensification of global 
competition, technological progress in the field of telecommunications, there has been a significant 
shift in profiling the communication mix, in terms of adopting the concept of integrated marketing 
communications, which should be the basis of communication strategy with target audiences, 
which would significantly improve the effectiveness of marketing strategies (Domazet 2013). 
The main characteristic of integrated marketing communications is their multidisciplinarity, which 
results in the complexity of sources, processes, ways of communication and end results that are 
achieved in organizations, as shown in the following table. Belief in the outcome and evaluation of 
the outcome influence the attitude. Normative beliefs and motivation to adhere affect subjective 
norms. Attitude and subjective norms influence the intention of behavior. Behavioral intent 
influences behavior. This has been applied in the food industry sector, but the complexity and 
conditionality is similar in other sectors of the economy and in that sense nothing has changed 
significantly in consumer perception, although in this century much has changed in customer-
consumer relationship and customer perception. Significant progress has been made in the 
integration of marketing communications (Đokić 2017). 
So, integrated marketing communication today presents a new communication paradigm, which 
followed after the increasingly frequent abandonment of the linear model of communication in the 
practice of international marketing activities of the world's leading companies. 
 By this approach to the communication aspect of international marketing it is strived to overcome 
the satisfactory effects of traditional media propaganda, through the use of numerous modalities of 
international communication (Duralina 2018). Traditional sources of information are still used, 
from which potential buyers will be informed about the company, but also many new ones that will 
inform potential users about the content and offer. But this is not enough. Because of the need to 
communicate with the target groups and publicity, it is necessary to provide close contact with the 
buyers, employees and members of their families, shareholders, owners, media, as well as 
numerous organizations and institutions that can take interest in the destiny of the product or the 
promoted service. This relation overcomes classical forms of marketing. Those are now total, 
global communications directed to the whole environment and the society as a whole, in order to 
achieve positive image in the public, which should result in accepting the offered product or the 
service on the market. Therefore modern marketing communications present synergy of creativity, 
innovation, integration and communication models where ‘integration and synergy are neutral 
work’ (Domazet and Stošić and Lazić 2017). 
The IMC concept is developing in two directions: the theoretical definition of the concept and its 
practical application through the marketing agencies of their users. As much remains to be clarified 
on a theoretical level, it is believed that IMCs are still at the pre-paradigm level. Taking this into 
account, Shultz and Kitchen, using the analogy with life cycle of the product, conclude that IMC 
concept is in the phase of introduction or eventually early phase (Vuković i drugi 2015). 

2. HOW DID THE CONCEPT IMC CAME ABOUT
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2. HOW DID THE CONCEPT IMC CAME ABOUT

Until the emergence of the IMC (Flunn 2004; Underwood 2004), there was a functional approach 
of formulating a strategy for communicating with consumers, which involved special observation 
of individual forms of promotion and independent setting of the strategy of each of them. This 
means that within the company there were special strategies for advertising, personal sales, sales 
promotion and publicity. During the twentieth century, the activities of marketing agencies, 
specialized in providing services in certain forms of promotion, supported the adoption of a 
functional principle and a new coordinated approach to promotion. In the late 1980s, they 
interconnected into large groups of agencies providing a wide range of services. It is assumed that 
this enlargement prompted the authors to introduce the IMC concept. Analyzing the views of 
various authors who have dealt with the concept of IMC, it can be said that there are two basic 
groups of factors that have particularly contributed to the emergence and development of this new 
concept in marketing communication. These are market factors and technological factors 
(Madhavaram and Badrinarayanan and Mcdonald 2013). 
Market factors are conditioned by increased competition in the market (O’Mahony 2010). Due to 
the increased competition, the media pressure on the consumer is also increasing. If a company 
cannot separate its message from others and attract attention then it cannot even establish 
communication with the target group of consumers. Therefore, there is a growing need for the 
company to access promotion. Greater competition is more indicative of the importance of 
integrating marketing communications. 
It is important to emphasize that there is a redistribution of the promotional budget in favor of other 
forms of promotion. A decreasing percentage of funds is allocated for advertising, and an 
increasing percentage of funds is directed to sales promotion activities. Businesses have a problem 
with changes on the competitive side and changes in consumer behavior over time, and all this is 
reflected in the changing needs, desires, tastes and demands of customers. Their tastes, styles, ways 
of using products and services reflect their social status and image, so the market becomes a social 
scene of diversity of social layers, classes, groups, and especially the elite, who are also the biggest 
consumers and customers.That is why producers of goods and services needed a transition from 
mass production marketing to segmented marketing (Baidya and Maity 2010). All this has a great 
impact on marketing communications. In the local market, at the time when the message is 
broadcasted, there may be members of different target groups, and they may also be in a different 
place from what was assumed when the media plan was made. These changes have produced the 
need to integrate communications, because only in that way can the message be unique and reach 
the consumer, no matter where it was at the time. 
At the beginning of this century, new media are increasingly competing with the former global 
networks: Cable television, new TV and radio stations, magazines, dailiy magazines, and these 
channels lead to media fragmentation, where the new recipient-consumer makes smaller distinction 
between the sources from which his message was instructed. 
Therefore, there is a need for interactive media, which will be able to store a large amount of 
information in databases, and this further allows both parties to receive and send information 
simultaneously and thus improve the further flow of communication, from mass communication 
with customers to selectedly addressed customers. We are here today, at the beginning of the third 
decade of the 21st century. 

3. IMPACT OF IMC ON THE CONSUMER OF THE PRODUCT OR SERVICE

The public is flooded with a large amount of information on a daily basis, which leads to saturation 
of the recipient of the message with information, confusion and contradictory attitudes, causing a 
crisis of corporate identity and problems in communicating with the public. Modern marketing is 
expected to provide the necessary information in the process of continuous communication with 
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actual and potential consumers, influence the creation of the image and reputation of products and 
companies and encourage action (purchase). In addition to consumers, companies are increasingly 
interested in, among other things, establishing appropriate and fair relations with other 
stakeholders: appropriate suppliers, intermediaries, competition, government, financial 
institutions, employees, civil society and other segments of the public. By exchanging information 
with each other, all segments of the public form an image of the company. Fair and honest 
relationships are important in building the corporate image and reputation of a company. 
By effectively managing marketing communication, the company profiles the desired image and 
creates an appropriate position in the minds of consumers and the general public. The goals of such 
communication derive from the marketing goals of the company (Gutić and Rudelj 2009). 
In addition to informing and persuading, marketing communication should contribute to winning 
new customers, repurchasing existing ones and creating and improving the company's image. The 
changed environment is a new reality and requires changes in marketing communication. 
Communication is becoming more complex, requiring greater investment in new technology and 
new knowledge and skills of employees. These requirements impose the need for a planned 
approach in defining the place and role of communication for the company as a whole, for its 
individual parts, products and brands, and for individual markets. Establishing contacts with 
potential and actual customers and other business partners is considered key to generating sales 
and creating an image in the business market. 
Namely, communication will be more effective and significantly facilitated if the seller and the 
buyer are more similar (in terms of physical characteristics, age, education, lifestyle, political 
beliefs, etc.). Empathy (the ability of the seller to feel the same as the buyer feels) can be an 
important characteristic of the seller in increasing the probability of a successful sale and increasing 
the tourist's awareness of a particular product or destination. This procedure implies that strategic 
marketing communications are approached in the destination and that market segments are well 
known. The qualities required of a successful personal salesperson will vary depending on the 
specific situation, but what is conditional is that: communicates properly; nurtures a professional 
image; knows and uses certain sales techniques; uses aids and accessories when conducting sales 
activities. The latest direct marketing techniques, where through indirect media it communicates 
with individual customers or companies offering their products and services, with the aim of 
obtaining a measurable response or transaction. Using television, print or electronic media, 
messages are delivered to the identified customer, not the target group. 
 Forms of direct marketing are: direct sales, direct mail, catalog marketing, telemarketing, 
television, online marketing and other direct response marketing media. Direct selling is the 
original and the oldest form of direct marketing, while direct mail is the most popular. It allows the 
selectivity of the target market, early testing and response measurement. It involves sending an 
offer or notifying a certain person to their address and every year direct sellers send millions of 
such shipments. "Telemarketing" is the latest form of attracting consumers to buy and spend even 
what they do not need, to achieve its goal of "selling for sale", which causes long-term negative 
consequences for customers, buyers and members of society. 
Globally, the strengthening of the IMC, leads, on the one hand, to an increase in consumption, 
which is in the interest of all economies, states and companies (Dodig and Rađenović 2017). But 
seen from the point of view of the buyer, man, consumer and member of society, the result is not 
socially positive, because the range of rich and poor is constantly increasing, and more and more 
people are falling into total poverty and misery. In other words, IMCs have the other side of their 
coin, which is little talked about: responsibility for poverty, for uncontrolled consumption and a 
consumer product for which shopping is the best cure for all diseases, especially as an anti-stress 
therapy. 
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Where does such a society lead, sociologists, psychologists, psychiatrists and similar analysts-
critics of consumer society and consumer mentality ask? Should a dose of social and even 
environmental ethics, social humanism and humanism towards nature be introduced into the system 
of direct communication between producers, sellers and consumers, which should "swallow" 
modern consumption, which, again in the interest of every customer, abounds in use of short-lived 
products with long decomposition time (Gans 2020). Therefore, it is necessary to redesign the 
strategy of relational marketing (Jegdić 2019), so that it can meet other standards of modern social 
life, which provide sustainable and humane development, not only of today's man - the consumer, 
but also his successors. 
This especially refers to direct marketing, which personalizes and adapts messages to each 
individual person - "client", so we can send other messages via electronic and internet channels, 
which have humanistic, environmental, sustainable and similar messages, and which can improve 
globally both business and human environment. 

CONCLUSION 

Marketing communication is the intentional exchange of ideas, opinions, information and 
instructions with the target groups of the public through certain symbols, in order to achieve the 
goals of the organization. The role of marketing communication in the marketing mix comes from 
the need to communicate the value created for the consumer. Modern marketing is expected to 
provide the necessary information in the process of continuous communication with actual and 
potential consumers, influence the creation of a favorable image and reputation of products and 
companies and encourage consumers to take action (purchase). In addition to consumers, marketing 
communication has the task of establishing fair and equitable relationships with other public 
interest groups: suppliers, intermediaries, competition, government, financial institutions, 
employees and the general public. By exchanging information with each other, all segments of the 
public form an image of the company and influence the creation of its reputation. The effectiveness 
and efficiency of marketing communications is very closely correlated with understanding and 
meeting the needs of consumers, and the foundation of a successful marketing strategy is a database 
of relevant data synthesized based on information from the market environment. 
An essential feature of an integrated marketing communication strategy is communication 
management in order to establish long-term relationships with consumers and maximize market 
and wider social outcomes. Formulating a strategy of integrated marketing communication for a 
specific product is a complex activity for the implementation of which it is necessary to involve 
many relevant actors, including sociologists, psychologists, pedagogues and andragogues. This 
multidimensional approach for this activity limits the possibility of unprofessional approach to the 
issue, but also opens spaces for action in terms of responsible business, ethical attitude towards 
man - consumer and customer and this direct relationship should be used for education, upbringing 
and growing new generations in terms of responsible spending, humane attitude towards goods and 
services, but also towards every human being, society, local community and especially towards 
nature. 
Green technologies, food and production sovereignty, nature protection and biodiversity warn us 
to behave responsibly. Covid 19 is one or the first warning that nature is really endangered and that 
in our consumer fever we have to make some concessions, not so much for ourselves because we 
are late, but for new generations, our children and grandchildren, who have equal rights to live their 
lives on this Earth, the one and only. The strategy of integrated marketing communication should 
include all relevant facts related to the product to be promoted, in order to achieve long-term results 
and long-term quality relationship with man and nature, because only such synergy ensures 
duration, which is the general goal of any strategy. 
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