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Integrated marketing cornmunications (IMC) are expressly conceived for appropriate
communications strategy planning in the increasingly interactive, fragmented, cluttered
and global communications environment that is today’s market-place. To be effective,
the aspect of the IMC model that is concerned with communication from the manu—
facturer or distributor to the consumer proposes that marketers must now more than
ever ensure that the sum total of their marketing communications in all its forms
be carefully coordinated so that they all speak collectively with one voice, thereby
amplifying and reinforcing the core organizational or brand message. To date, however,
most of the research emphasis on TMC has been devoted to consumer marketing. The
purpose of this paper is to examine marketing managers’ perceptions in the US trucking
industry. Correspondence analysis was used for revealing associations between the pro-
motional tools currently used in the US trucking industry and their specific communica-
tions function. The results suggese that US trucking managers link their deployment of
respective promotional tools to the separate stages of the consumer choice process,
as exemnplified by the new product adoption model. The fact that the managers in this
recently deregulated industry have come to deploy their promotional tools in such
a manner implies that the new product adoption model may serve as a template
for marketers looking for a guide for effectively selecting a complementary array of
marketing communications tools.

KEYWORDS: Business-to-business marketing: correspondence analysis; huerarchy of effects in
advertising; new product adoption model: pattern model

INTRODUCTION

In the fragmented. cluttered. global. dvnamic, deregulated and unprecedented competitive
environment that is today’s market-place. a deliberate and couprehensive approach to the design
of narketing communications is deemed crucial rather than advantageous (Schultz and Kitchen,
2000, p. 5% Shimp. 2000, p. 17). Integrated marketing communications {(IMC) are advocated
an cttore 1o help managers cope with these developments. The crux of IMCs approach is to co-
ordinate all the components comprising an organization's markenng commumnications carefully in
order 1o assure that they all speak collectively in one voice, thereby amplifving and reinforcing the
core orgunzational or brand message (Wells ef of., 2000, p 22 Pavue and Hole. 2o01).
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2 GARBER AND DOTSON

Interest in such an integrated communications approach is increasing for five reasons. First, the
ongoing fragmentation of mass media makes 1t more difficule to blanket a target audience with _
a simple set of promotional tools {Schultz and Kitchen, 2000, p. 161}. Second, creasing com- [/u, 611 ‘k{
petition has led to micro-marketing (Kotler and Armstrong, 1991, p. 222}, which is also referred CDVI/M )
to as personal marketing (Moore, 1999; Pearson and Gessner, 1999; Bender, 2000} and mass
customization (Ebenkamp 2000; Cotrill, 2001; Liechty er al., 2001; The Economist 2001), in
which ever-mote narrowly and specifically defined consumer segments are being targeted. Third,
the current emphasis on relationship matketing (Wells et al., 2000, pp. 67-8), which refers to
establishing a lifelong relationship with one’s customers and suppliers, requires a more profoundly
crafted type of communication that resonates with a deep understanding of the consumer and her -
or his needs (Shimp, 2000, p. 23; Weils ef af., 2000, p. 24}. Fourth, a search for greater communica- Ta V{/{L/pm
nions productivities is driving efforts at aclueving more efficient marketing comumunications
nuxes (Low, 2000). Fifth, the growth of the Internet, which is a new communications medium that
both complements and substitutes for traditional media, is forcing marketing managers to revise
their promotional mixes (Low, 2000).
Marketing communications tools are not wholly interchangeable, i.e. they do not all accomplish
precisely the same communications objectives and this complicates the effective mplementation of
an IMC plan (Shimp, 2000, p. 628: Wells ef al.,2000,p. 431). Moreover, they do not have the same or
equal effects at every stage of the consumer purchase process {Aaker and Biel, 1993, pp. 1-3; Wells
et al., 2000, p. 75). For example, broadcast media such as television or radio are typically considered
best for creating brand awareness and interest, while personal selling as an interactive but expensive
medium (Shimp, 2000, p. 629) is often reserved for use when the client is close to making the
purchase decision itself. Therefore, in order to influence the consumer at every stage in the con-
sumer decision process effectively (Shimp, 2000, p. 19; Wells ef al., 2000, pp. 112-13), the marketer
must confate several contmunications tools in sonie complementary manner (Shimp, 2000, p. 21).
Such a combination is called an IMC mix. The creation of an appropriate IMC mix requires thata
decision maker has an understanding of the nature and relative screngths of every promontonal rool
at her or his disposal.
Although the formulation of an efficient and appropriate IMC mix can be difficult in today’s
fragmented markets, it was not that long ago when it was much simpler. At 2 time when mass
markets were still easily accessible and labour costs were lower, advertising and personal selling
could effectively serve as linchpins for a much simpler IMC nux (Schultz and Barnes, 1999, pp. 10~
14). Historically, marketers could dominate information technologies in a manner that 15 now
impossible, thereby controlling the marketing information that went to consumers, who, in wrn,
would spread that information among themselves (Schulez and Barnes, 1999, p. 12). Today, the
changed marketing conditions mean that neither advertising nor personal selling alone can serve as
a promotional panacea any longer. With the fragmentaton of mass markets (Wells ¢r al.. 2000,
p. 23), advertising can no longer be assured of reaching large portions of the public and those few
remaining venues that can assure such large audiences, such as the Super Bowl, have beconme very
expensive. Further, although personal selling remains effective at all stages in the consumer purchase
process, prohubitively high labour costs restrict its use to those circumstances where personal selling
adds value beyond its promotional counterparts (McCarthy and Perreault, 1993).
Fven though the need for more complex and carefully planned IMC mixes is now called for,
there stll remain barriers for the marketer to overcome in realizing this more sophsucated
approach to marketing communications. Formerly. marketers have tended to manage each of the
promotional tools at their disposal separately and were loathe to integrate them. According to

Stump (2000)
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- many organizations tracditionully have treated advertising, sales promotions, point-of-purc hase
displays, and other communication tools as virtually separate practices. The reluctance to change is due
to nrenagerital parochiatism and fears that change mighe lead ta budget cutbacks in their areas of conrol Y. ﬁ
(such as advertising) and reductions in their authority and power. Corporations’ advertising agenctes abso *LJ!
have tesisted change because of their reluctince to braaden their function beyond just advertising . . . m//(:\'.
Integration requires tight coordination among all elements of a communications program. However. this
can become contplicated when different specialized services operate independently of one another and -

when the brand marketer’s lack of caretul organization impedes communication activiries (. lﬁ. g—! /'))

Perhaps the greatest abstacle to integration is that few providers of marketing communicﬁon SEEVICeS ; ?

have the fac-ranging skills 1o plan and execure programs that cur across all major torms of marketing . /t
[P ‘

communications (p. 23}, @— . =YY "3
The paper has two parts. It begins by exanining the evolution of promotional practice m a {»{/”, -‘:”
selecred business-to-business industry as it evolves from regulated to free markee conditions in U’f '
order to see whether standard marketing communications practice progresses towards a broader, Coll v
more ntegrated format in this instance. The US erucking industry was selected because it has
reached something of un adolescent phase in its adjustment to a deregulation that took place some
20 years ago in 1980 (for a review see Corsi e al. (1992)).
Such an interval of post-regulatory adjustment, as js seen in the US trucking mdustry. provides
4 nawural experiment, the examination of which gives insight into how and why a particular set
of communications conventions evolves. An unpremeditated shift under such conditions tawards
the development of a broader, more integrated markeung mix implemented by najve managers (as
would reasonably be expected of managers habituated to a regulatory environment, as were the
largely veteran US trucking managers during this period) would tend to support the perceived
efficacy of IMC notions. since the underlying communications needs of 2 deregulated marker are
intrinsically more complex and dynamic. For example, the clients” essential information needs, for
carrier comparison purposes, in the regulated US trucking industry were for available services.
whereas in the deregulared US trucking industry they are for available services and price. There-
fore. the adoption of IMC-like practices among managers who are being reactionary and
unpremeditated tn their approach would tend to provide support for the efhcacy of IMC in actual
business-te-business practice.
Second, the paper proposes the adaptation of the new product adoption model for serving as a
normative template for guiding managers in the design and formulation of an appropriate IMC
mix. The focus of this artcle is on tactics. [ts purpose is to propose a niethod for the selecuon of
an opeinial marketing nix. in terins of both the number and types of promotional tools. to serve as a

practcal guide for nanagers.

THE MARKETING COMMUNICATIONS MIX

It has become critical chat markeang communications cannily reflect a deep understanding of
consumer needs in order to reach and influence today’s consumer effectively. Therefore. s premium
1 placed on the careful crafting of a promotional message. both in terms of its informational
content and 1n terns of how it is framed to appeal to some particular. typically narrowly defined,
target audience (Wells er al., 2000, p. 23) Moreover, this care muse carry over to the selection of the
communicatons tools chat are used for conveving the marketer’s message {a hst of commonly
tound tools 15 provided in Table 1) for this element of the commnunication process may also affect
the receiver at any of several sages m the purchase process. including awareness, attention,

comprehension. attcude or response (of. Garber er al.. 2000),

il Mark ety Lo Lioatr L B F TS hapter EUGO3T Page
calde HOG e Gy Foiosrtem la €30 Reracles 100047

Pl Jb vayioat
Pzintend Fus lae b]

geethen



4 GARBER AND DOTSON

A more sophisticaced approach to the design of the promotional mux is obviously called for in the
ever-more demanding and complex competitive and conunutucations environment, but is that 7"!4 -
reflected in actual promotional practice? Historically, promotional mixes began simply in most 11 12
product categories (Schuliz and Barnes, 199 pp. 5-12). Marketers who were perhaps f'ol]ory_igg’__—e—“‘—'
an ad hoc approach to the development of préfrotional-mixesondy added-to their promotional &[
repertoire as the need arose. Such a time-consunung, trial and error approach to promotional . LM
development is no longer adequate. In order to succeed today, marketers must come close to jW“
optimal promotionzl mixes at the outset, taking a more deliberate and considered approach to /
marketing communicatons planning. Typically, such an approach requires a better understanding b‘l/ q?? )
of the promotional tools available to the marketer and in particular a deeper understanding of the
specific strengths and weaknesses of each of them, as they serve different purposes and are not all

interchangeable.

HIERARCHY OF EFFECTS MODELS

There has been considerable and long-standing interest in the use of hierarchical effects models for
advertising planning from both practitioners and researchers (for reviews see Barry and Howard, =37 As
‘3 1990; Vakratsas and Ambler,?ZO%'O{. Many variants of the hierarchy of effects model have been 49” ]
/7T Tproposed in_if)f)?'&ci'rﬁata?’t'heﬁ t 100 years, beginning with the AIDA model (awareness, interest.
b desire and acuon) in 1898 (Strong, 1925, p. 76), all of which are based on the notion that consumers
lff{ Gﬂf/l(f{r respond 1o advertisement exposure in a sequence of stages. The advertiser may then design an
i 7 advertising campaign specifically directed at influencing the consumer precisely at one or more of
’FN \/dz (‘/m these sragegs (1.e. “awareness advertising’). b
;’ FMBL# The applicability of hierarchy of effects advertising models to IMC planning is intuitively
obvious: to the degree that such models are efficacious in advertising planning, it might be expected
! that such models would be equally efficacious in the composition of a full marketing com-
munications nux. This paper would argue that the efficacy of a hierarchy of effects approach would
be compounded in its application to IMC planning because in the former case an advertising

|2

TABLE . Promotional tools existing in the motor carrier industry

Billboard advertising

Telemarketing

Direct mail

Yellow Pages advertising

Personal sales visits

Advertising in trade journals inside the trucking industry, such as Transport Topics
Distributing goodwill gifts to clients

Radio advertising

Participation in trade shows

10.  Reaching suppliers by e-mail

1. Advertising in newspapers

12.  Television advertising

13.  Advertsing on the Internet

14.  Advertising in trade journals outside the trucking industry, such as Distribution
15, Participation in charity events

16.  Vehicle graphics (including but not limited to company name)

VWNON AW -

The sources for this list are relerenced in the body of the text.
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APPROPRIATE BUSINESS-TO-BUSINESS IMC MIXES 5

campaign tilored to influencing the consumer at a particular stage or stages m: the marketing
communications process is being planned, whereas in IMC planning a set of complementary
promotional tools, each with its own strengths, is being tailored to collectively influencing the
consumer at each and all stages of the marketing communications process. Taking a decom-
positional approach to understanding the marketing communications process fits neatly with the
process of planning and composing an integrated marketing communicanons mix.

THE INDIVIDUAL-LEVEL ADOPTION MODEL

Having advocated the use of hierarchy of effects models for IMC planning, of which there are
many, in the previous section the paper now proposes the use of one in particular, the new product
adoption model. Although strictly speaking the new product adoption moadel is not conceived to
be a model of commumication or premotional planmng (i.e. see Rogers, [983), its relationship to
such models is clear and has been noted before (cf. McCarthy and Perreault, 1993, pp. 220-1 and
425-6). To the authors” knowledge. however, the actual application of the new product adoption
model as a tool for commuiucanoens and promotional planning has not been proposed heretofore,

The new product adoption medel was conceived for explaining how the consumer comes to
accept (or reject) new ideas and products. Its fit with the AIDA model and other hierarchy of effects
models 1s clear upon inspection (for example, note exhibit 15-6 in McCarthy and Perreaule (1993,
p.425), which maps the promotional objective onto the stages of the adoption niodel and the AIDA
model in order to illustrate their interrelationships) in that they are all acuon-oriented’, staged
models of individual consumer behaviour. For example, the new product adoption model consists
of six stages (awareness, interest, evaluaton, trial, decision and confirmation) that lead the consumer
to the point of adopring a new producr for regular use. lts relationship with hierarchy of effects
advertising models is due to the face that its six stages incorporate processes that are normally
associated with the promotional funcuon (Le. informing, persuading and reminding}.

It is felr that the new product adopuon model holds advantages over hierarchy of effects advertis-
ing models for IMC planning purposes because its six stages span all the stages of the dedicated
hierarchy of effects advertising models fully. For example, see Table 2. which 15 taken from
McCarthy and Perreault (1993, p. 425) and which relates the four stages of the AIDA model
(Strong, 1925) with che five seages of the new product adoption model, as well as in the context of
the three promotional objectives that those authors highlighted and discussed. A key difference in
the two 15 that the adoption model considers stages beyond the purchase accasion itself, which is
referred to as action in the AIDA model, thereby making the adoption model not only more
detailed but also more comprehensive.

The new product adoption model is therefore, in effect, a fully specified hierarchy of effects
advertising model, once again spanning the stages of all other such advertising models. Just as IMC
planning 1s a broader conceptuahization of advertising planning, the new product adoption model is
advantageous as a general form of the new hierarchy of effects advertising model,

fts applicability to established products can be realized by the marketer going through the
amalytical exercise of determining which of its stages are or are nor germane to the promotion
of the brand at hand (i.e. there is no need to influence the awareness stage of a brand thac has
dready achieved high levels of awareness or no need to develop a communications programme for
supporting an elaborate evaluation stage of the consumer purchase process is typically low involve-
ment). Moreover. the thought problem posed by fitting the new product adoption ‘template’ o a
given brand/ category may aid in the full conception of an appropriate marketing mix.

[n spite ot this obvious potennal. chere is little theory or empirical research supporung the
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6 GARBER AND DOTSON

TABLE 2. Relation of the promotional objectives, adoption
process and AIDA model

Promotion objectives New product adoption model AIDA model
Awareness Attention
l 1
{nforming Interest Interest
l l l
Persuading Evaluation l
l Desire
Reminding Trial l
4 Action
Adoption

Table adapted from McCarthy and Perveault (1993, p.425).

hypothesized relationship between the adoption model and s application to the development of
an appropriate promotional mix. [t is therefore proposed to begin this research by first examining
current promotional practice m one industry, the recently deregulated motor carrier industry, in
order to determine whether current deployment of the promotional tools extant therein conforms
to what the adoption mode] would suggest.

The consumer adoption process has been heavily researched in marketing, primarily in order
to understand how an innovanve new product may be introduced successfully. Based upon com-
munications research that explains how people accept novel ideas (Rogers, 1983; Rogers ¢ al.,
1988), these theories were applied to the modelling of how new products diffuse throughour a
markert {cf. Bass, 1969, 1980). Gangnon and R obertson (1985&:Jmmarized diffusion theory and its

effects on consumer behaviour in the tollowing manner.
: D g4 &

One of the more widely used theories of communication is diffusion theory. The ditlusion literature has \
developed across a number of disciplines and has been of vilue in exphining the flow of information, \
ideas. practices, products, and services within and across culrures and subcultures. or nuarkets and muarker 3
segments. Diffusion’s theoretical roots can be found in rural sociology (Rogers, 1983), geography |
(Brown, 1981), medical sociology (Coleman et al., 1957), culeural anchropelogy (Barnett, 1953), and y
induserial economics (Mansfield, 1961} |

;

As a theory of communications. diffusion theory's special focus is on interpersonal communications !
within soctal systems. The process of personal influence is seen to mediate mass media effects, and /
individuals are shown to have ditfferent propensities for relying on muass media or personal channels. This

15 parcicularly true by adoption category, from innovators to laggards. Personal influence is also a key /

factar zccounting for the speed and shape of the diffusion process. /

;
I
The diffusion perspective was introduced to the emerging consumer behavior literature in the mid- J
1960s (Arndt, 1967; Frank ef af, 1964: King, 1963; Robertson, 1967; Stlk, 1906). [n rthe ensuing years.

consumer behavior scholars have contributed to the cumulative developmient ot diffusion theory, bur the . 6
conceptual impact has been somewhat limnited (p. XXX). i .P' L{q

A proposttion of the diffusion model is that, at an individual level. consumers go through a series
of stages of acceptance in the process of adopting a new product. According to Rogers (1983). as
described by Kotler and Armserong (1991, p. 158), they are as foHows.
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() Awareness: the individual becomes cognizant of the innovation, but kacks information abour
it.

(2) Interest: the individual is stimulated to seek mformation about the innovationn.

3) Evaluation: the individual considers whether it would niake sense to try the mmovation,

(4} Trial: the individual tries the innovation on a small scale in order to improve their estimate

of 1ts use.
{5) Adoption: the individual decides to make full and regular use of the innovacion.

An empirical study that examines current marketing conununications practice in the US
trucking industry, deregulated recently enough such that its evolution toward current practice can
be clearly documented, will be presented in the following two sections in order to see how well
it fats with the patterns suggested by the adoption imodel. This research examines currene practice
and marketers” attitudes m the US trucking industry based on a survey of marketing managers
in that industry n order to gauge once agun how current practice confirms the logic of the
individual-teve] adoption model, but also to seek to understand why current IMC mix practice in

one industry is the way 1t is.

BUSINESS-TO-BUSINESS MARKETING

Before the paper exanunes IMC practice in one particular business-to-business indusery, it is
useful to firse review marketing praceice in the business-to-business sector in general. When
compared to business-to-consunter relationships. business-to-business customers hehave differently,
are motivated by different things and buy differenty (Greenglass. 2000). When commenting
on business-to-business services, Cooper and Jackson (1988) suggested that such relationships
are characterized by a more rational buying process {referring to use-maximizing behaviour:
for an explanauon, see Mansfield {1979, pp. 50-1)), longer term relationships. greater product
complexity, larger amounts of money being exchanged, greater use of group decision
making and the design of customized service mixes unique to the particular organization.
It has further been suggested that the business-to-business exchange differs front the business-
to-consumer exchange because business buvers are not spending their own money and are
therefore accountable to the organization for their purchase outcomes. Because of this,
business buyers are particularly wary of wking chances with an unknown product or service
{Rieck. 2000).
In comparing the content of business-to-business and business-to-consumer services, Turey and
- Kelley (1997) not surprisingly found that rational advertising appeals were more trequendy used
)/J,{’ (47? in business-to-business advertising. Quality and price have been found to be partuculardy strong
N ' influences in business-to-business buying (Dobler and Burt, 1996) and. therefore. are likely to play
L} Laflfy o astrong role in business-to-business promouions. Sinularly, Westbrook (1995) suggested that the <4,
three top attributes thar are likely to influence a business-to-business exchang€ are responsiveness. © .
competence and refiability. Y"’/. !{75
While tradiconal advertsing and personal selhng remain a part of the business-to-husiness ;}- Cobde ot
PrOIMOLIONS NUX, INAJOr increases are oceurring in the use of telemarketing and database marketing
for moving products or services from one business to another (Freeman, 1998}. Business-to-
business marketers are also taking advantage of the Interner. Four of North America’s largest
railroads. Union Pacific, CSX, Norfolk Soudhern and Canadian Pacific, have recenty provided

—

funding for Arzoon.com. which allows shuppers to use the site tor tendering shipnients to a pre- o Y,(, 3,
selected group of carriers (Chemical ek, 20000, Steel Times fniernational (20003 esennaced that sales - -
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of steel via the Internet will grow from a negligible amount 1in 1999 to as much as 200 billion n
2010. ¢
Although the majority of research in IMC practice is devoted to the consumer sector, there is
some evidence to suggest that the adoption of IMC practice may be greater i the business-to-
business sector (MacArthur and Griffin, 1997). This paper therefore addresses IMC's application to
the business-to-business sector. [t was felt that such research is particularly important given the
aforementioned differences in business-to-business promotion relative to consumer promotion and
the evident changes to marketing communications practice within the business-to-business sector

that are clearly taking place.

METHOD

In order to try 10 understand the reasons for some current deployment of a set of marketing
communications tools in an industry better, this research undertook a survey of marketing
managers in one indvstry, the motor carrier industry, in order to uncover both their current
muarketing communications practices collectively and their attitudes towards those practices and
towards competition in their industry 1 general.

Selection of the motor carrier industry

The motor carrier industry provided something of a natural experiment for these purposes for
several reasons. First, the industry was deregulated 20 years ago, which provides a relatively recent
known point in time from which current practice has evolved in a relatvely accelerated manner.
Second, the development of marketing communications practice in the intervening period has
been exanuned assiduously and documented copiously i the academic and practitioner literature,
so it is 2 known commodity.

Third, the moror carrier industry serves as a prototype for those industries in which marketing
communications practices have evelved from simpler times and in which one promotional tool,
in this case personal selling, served as the linchpin for all promaotional activity and served all com-
munications functions at once, to a time when competition is forcing a more sophisticated and
elaborate development of the marketing conmmunications mix. It can be known definitively that,
in chis industry. the movement towards a true IMC approach is derived from an ad ko trial and
error process. It is also known from the survey (as reported in MacLeod er al., 1999) that a large
proportion of the marketers currently practising in that industry have held tenure for ali or a large
proportion of the period stemming from deregulation and whose knowledge and practice have
evolved with the industry. Therefore, if the resulting deployment of IMC tools in this industry
conforms to the pattern of the adoption model, it would provide support for the notion that
starting with the adoption model in a more deliberate formulation process would be salutary.

Pattern model

In this section the paper describes the approach and 1t rationale for how the latter subset was
examined in otder to see how the partern it revealed compares to the pattern established by the
steps of the adoption model. An explanatory model that is appropriate to such an inquiry is the
pattern model. the parameters of which are applied here.

In this study. the research sought to understand the reasons for the current standard deployment
of promotional tools across a number of product categories by seeking to fit current patcerns of
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APPROPRIATE BUSINESS-TO-BUSINESS IMC MIXES 9

marketing communications too! deployment to a known pattern, namely the steps of the individual
adoption inodel. Such a case of explanation lends itself readily to analysis using the partern model.
As reported m Hunt (1983, p. 99), Kaplan (1964) defined and discussed the pattern model as

tollows:;

Very roughly, [in the pattern modef] we know the reasont for something when we can fit it into a knewn
pattern . something is explined when it is 5o related to a set of other elements that rogether they
constitute a unified system. We understand someching by identitying ic as a specific part in an arganized
whote . . _in the pattern model we explain by instituting or discovering relations . . These relations may
be of various different sorts: causal, purposive, mathematical, and perhaps basic types. as well as various
combinations and derivatives of these. The particular relanions that hold constitute a pattern, and an
element is explained by being shown to occupy the place it does occupy m the pattern . . .

The perception that everything is just whete it should be to camplere the paccern is winat gives us the
intellectual satisfaction, the sense of closure, all the more satisfying because it was preceded by the

tensions of ambiguiry {pp. 332-3).

The pattern model was seen by Kaplan (1964} to ‘more easily fit explanations in early stages of
nquiry’ {p. 332) and. as such, is conceprually hnked to that class of empsrical research methods
known for perfornung exploratory data analysis,

One such exploratory method that lends itself particularly well to the comparison {by visual
inspeceion) of overall patterns in daca is perceptual mapping. which is a collective term that
15 attributable 1o a set of techniques capable of presenting statistical data in graphic form
and which s commonly used in marketing for relating a set of competitor brands to a set of
praduct performance attributes for the purposes of comparing and contrasting their respective
brand performance profiles.

Similarly, in this research this paper is trying to match the pateern of or correspondence between
two sets of data poines. namely a set of marketing communications tools. with the steps in
the individual adoption model. so a form of perceptual mapping that permits the overlay of joint
spaces with a common geometry is necessitated. Further, the chosen techiique must be able 1o
accommodare categorical data. One technigue that matches chese criteria is correspondence

analysis.

Correspondence analysis

Hoffman and Franke (1986) studied correspandence analysis and defined it as *. .. 2 multivariate
descriptive statistical method that represents graphically the rows and columns of a categorical data
matrix in the samie low-dimensional space’ (p. 213), These authors described it in words that made
its appropriateness as an empirical technique for operationalizing the paccern model of explanation

in this study clear.

Markeung researchers often need to detect and interpret relationships among the variables in a
rectangulur data natzix .. In correspondence analysis numerical scores are assigned to the rows and
volumns of a data imatnix so as to muaximize their interrelationship. The scores are in corresponding units,
allowing all the variables to be ploted in the sume space for ease af nperpretacion. This representation
then can be used 1o reveal the structure and patcerns inherent in the data . . . The nmultvariate nattre of
correspandence analysis can reveal telwonships that would not be detecred m a series of pairwise
contparisons of vartibles. Correspondence anahsis also helps to show here variables are related. nat just
that & relationship exists, The joint graphical displiy obtined (rom a carrespondence anadysis can help

m detecung struceural relationships among the variable caregories .. A distinet advantage of

Harketing Cormmunic an son

§200% o B beor Seaje L ayy Br.ogroan, ¥

}544 5
i‘q are O«



oL ET PR P

Broant et Toer b

0 GARBER AND DOTSON

correspondence amalysis over other methods yielding jomnt graphical displays is thae it produces two
dual displays whose row and column geometries have similar interpretations, facilitating analysis and
detection of relationships (Hotlman and Franke, 1986, p, 213).

Correspondence analysis was used for presenting the resules graphically. Correspondence analysis
offers additional advantages given the particular nature of this study. First is its ability to handle very
large data sets (Lebart er al.. 1984). which was the case with tlus study: the respondents were
evaluating a refatively large number of marketing communications wols (16) in terms of the five
stages of the new product adoption model, thereby leading to 80 pieces of information obtained
from each respondent.

A second advantage of correspondence analysis is ats ease of dara collection (i.e. the ecase and
simplicity of the respondent task). which is importane wien asking subjects to evaluate a lurge
number of stmuli, as was the case here. With correspondence analysis respondents are simply
required to ‘check off” those marketing communications tools that they would associate with a
partscular communications function and these are presented in one large macrix on one page of
a penctl and paper survey. a task that. experience has shown, respondents find quick and easy o do.
Alternatve techniques yielding joint graphical displays (cf. multidimensional scaling and unfolding,
discriminant analysis, canonical correlation analysis. factor analysis and principal components
analysis) stare with rating data, Rating daca entails a respondent task that is more tinie-consuming
and more cognitively demanding than the sumple associations task that correspondence analysis
permits, dealing as it does with a lower order of data as input. Therefore, correspondence analysis
was selected for this study due o 1ts ability to treat categorical data and produce dual displays
facilitating the researchers” ability to search out and compare overali patterns in two interrelaced sees

of data.

The survey

Nine hundred and eighry surveys were mailed to the marketing managers of motor carriers in
the USA in che autumn of 1997. Parts of the data collected provided for a detailed examination
of marketing managers” current promotional practices in that ndustry, including their atu-
tudes towards it and towards competttion in their industry in general, as reported in MacLeod
et al. (1999). Other parts of the data. which are not reported therein, permitted the authors
of this study to examine the relasonship between current marketing communications practice
and che respective communications functions in which they are used and formed the basis of
this stady,

Motor carriers that were identitied with annual revenues of greater than $1 million according 1o
American Business Lists. from whom the muling list was acquired. were included in the mailing,
The mailing consisted of a ten-page survey foru. a cover letrer signed by the authors stating the
purpose of the survey and a stunped. self-addressed return envelope. One hundred and ninery-rwo
usable surveys were recenved, which was a2 response rate of 19.8% with no follow-up.

The survey consisted of six pacts. Parts A, B and F were germane ro this study. Part A asked the
marketing managers to report their knowledge and current use of the 16 promotional tools (which
are listed in Table 1) now commaonly used in the motor carrier mdusery (as collectvely reported in
Shrock and Scuts (1981). Burdg and Daley (1983). Cullen (1991) and Stephenson and Stank (1994)
and in discussions with several motor carrier representatives i che region studred).

Part I3 asked the managers to report for which commumications functions they used cach of

the markeang communications ok diey emploved. Another advantage of this study was that the
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communications functions to which the subjects responded were framed as the steps of the
individual-level new product adoption model, thereby eliminating the interpretive step in which
the researchers assigned responses to the stages of the adoption model. In this study the subjects did
this directly. Finally, part F was used for collecting information about the firm, the manager’s work

history and standard demographic data.

RESULTS

Table 3 provides a summary profile of the motor carrier marketing managers who participated in
this study and the carriers that they represented. The marketng managers were predominantly
between 30 and 60 years of age {84% of respondents), male {93% of respondents), educated (73%
were college graduates) and experienced (79% had spent more chan 10 years in the motor carrier
industry, 48% had spent mote than 10 years wich their current firm and 32% had spent more than
10 years in their current position).

Figure 1 shows the first two principle axes in a correspondence analysis map that was generated
using SIMCA (Greenacre, 1990). Each cell of the 16 A 5 frequency table that served as input to the
procedure contained the number of times that a respondent linked a particular marketing com-
munications tool with a particular comnnications function. The map that was generated shows
marketing communications tools and marketing communications functions as points in a joint
space. The physical proximity of a particular tool to a given function reveals its suitability for
influencing that function, as perceived by motor carrier marketers.

The horizontal axis of the map in Fig. 1 is devoted to differentiating the stages of the adoption
model. The two-dimensional solution was selected because the first two dimensions collectively
accounted for 95% of the explained variance. The first primary (horizontal) axis accounted for 77%
of the explained variance and served primarily to differentate the stages of the new product
adoption model and arrayed them 1n an order from left to night that perfectly reflected the temporal
order in which they would normally occur within the individual consumer purchase process. This
pattern, which 1s the result of perceptions having grown out of a trial and error learning process
among motor carrier marketers, again supports the contention that the adoption model provides a
proper template from which to begin to formulate an appropriate IMC mix in a more deliberate,
planned manner.

All 16 of the marketing communications tools included in the survey are represented as separate
points on the map 1 Fig. 1. For example, those tools generally thought of as mass communications
tools, including billboards, rad:o, television, vehicle graphics, Yellow Pages advertising, newspaper
advertising and advertising in trade and non-trade journals, are all clustered together on the
left-hand side of the map close to the awareness stage of the adoption model, thereby indicating
their strong association in actual use as perceived by motor carrier marketers. Most of these are
positioned between the stages of awareness and interest, thereby indicanng their relatnvely strong
association with both of the early stages of the adoption model. The Interner and e-mail positions
between the interest and evaluation stages in Fig. 1 indicate their perceived suitability for
influencing those stages of the marketing comnunications function.

Interestingly. the later stages of the adopuon model, namely trial and adoption. are differentiated
on the map in Fig. 1 and they are in the proper temporal order. Furthermore. telemarketing and
personal selling (which are aggregared together on the map in Fig. | under personal selling) are also
differenuated here, with telemarketing more highly assoctated with gaming crial and personal
selling wself more strongly associared with gammyg adoption. Sales promotion 15 not commeonly

used in tus mdustry and s cheretore notmcluded in this map.
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TABLE 3. A brief profile of the
marketing managers who participated in
this study and the carriers they represented

Profiles %
Personal profile
Age
<30 years 5
30-45 years 44
46-60 years 40
>60 years 9
Gender
Female 6
Male 93
Education
High school graduate 8
College 18
College graduate 50
Graduate school 12
Graduate degree b
Years in carrier industry
<} year 2
1-3 years 4
4-10 years 5
>0 years 79
Years with current firm
<l year 5
1-3 years 17
4-10 years 29
ears 48
=~ " Years in current posiion
<l year 9
1-3 years 27
4-10 years 32
> 10 years 32
Carrier profile
Age of firm
<4 years 0
4-10 years 5
1125 years 27
>25 years 67
Number of sales representatives
Less than five 57
Six to ten 12
Eleven to twenty-five 7
Twenty-six to fifty 5
More than 50 19
Carrier type
~ LTL 24
TL 53
( Both LTL and TL 23
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Firm's total annual revenue

$1-5 million 14
$6-25 million 40
$26—60 million 17
$61-100 million 9
>$100 million 18%

Those categories that add up to slightly less than 100%
do so either becavse of rounding error or because 2
small number of respondents failed to respond to that
question. Sample size = 192,

Billboards
Radia L.
Television Goodwill
Vehicle Graphics Gifis
Charins  yefiow Pages
Trade  Newspaper ADOPTION
Joarnals INTEREST F— (‘r;eq
Non-Trade Iniemes TRIAL} Sefling
Journals E-mail Sho Telemarketing
5 Direct
Mai [EVALUATION
Y
(18%)

FIGURE |I. Motor carrier marketers' associations of communications tools with communi-
cations functions, with the latter represented as stages of the individual-level new product
adoption model

The vertical axis of the map, which accounts for 18% of the explained variance, serves to
differentiate the evaluation stages from the other stages of the adoption model. Direct mail is
relatively strongly associated with evaluation, as indicated by its relatively low position close to
evaluation on the vertical axis and billboards and goodwill gifts are relatively strongly negatively
associated with evaluation, as indicated by thetr relatively high positions on the vertical axis,
relatively far from evaluauon, although billboards and goodwill gifts are also posiioned towards
opposite anchors on either side of the horizontal axis {and. therefore, the need for representing this
set of interrelationships on a secondary axis).

DISCUSSION

In summary, this paper argues for the use of the new product adoption model as a template and an
aid for composing appropriate IMC nuxes in generdl and. in particular, in business-to-business
contexts, the latter having been studied less extensively than consumer markets. In examining che
US rtrucking industry, which 1s a2 business-to-business industry, it was found that current practice
matched specific marketung commurnucations tools to those particular communications objectives
for which they are deemed best suited as indicated by IMC protocols. The study’s examination of
the US trucking industry also revealed that current pracuce also matched specific marketing
communications tools to those respective stages of the new product adoption model for which they
are best suited, again as indicated by current IMC protocols.

These findings provide empirical evidence for the efficacy of an IMC approach i actual pracuce

and for the use of the new product adopuon maodel a5 a template for the formulatoen of an
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appropriace markeung communications mix. This is considered to be so because the relatively
complex IMC mixes that are evident today evolved over time from the much simpler patterns
characteristic of regulated and. therefore, uncompetitive industries in general and evident in the
US trucking industry prior to its 1980 deregulation. The survey research shows that today’s US
trucking marketing managers are a largely veteran group whose beginnings with the trucking
industry generally predated deregulation, have litde formal business education and whose standard
marketing practices have therefore evolved through a need to adapt to a changing industry
environment and were selected on an ad hoc basis according to which practices appeared to be
effecave at a given point in nme. Evidence of such a naive development leading to a standard
practice thar conforms to what is advocated by current IMC thought would. m the authors” view,
indicate support for the efficacy of IMC practice and for the utility of the new product adoprion

maodel as a templace

Application of the new product adoption model to the marketing
communications needs of established brands

Implicit i the formulation of the new product adoption model is the notion that, for any new
product, the marketer must purposefully address the communications needs of consumers at every
stage of the purchase process, without exception, in order to bring them successfully from
unawareness of the product or service to adoption. This may not be the case with established
products. For example, a product that already has high consumer awareness may not need to focus
heavily on this stage of the purchase process, nor. for that mater, may trial be necessary for
influencing directly with such a product. Why then is it felt that the individual-level new product
adoption model may be efficacious as an IMC template for all products and services, new or
established? The foremost reason is precisely because it is a full or comprehensive model, the perasal
of which prompts managers to check and reconsider their strategies with respect to which stages
may be de-emphasized. Second, any strategy that excludes one or another of the stages of the
adopuen model may be viewed as a reduced model that derives from ic. Therefore, the full model
may account for all contingencies or one or anoather of its reduced forms.

EXTENSIONS

Having provided herein a ratonale for the use of the new product adoption maodel as 2 template for
the formulation of appropriate IMC mixes. several useful extensions to this research are suggested.
First, the current rescarch was limited to the examination of Just one business-to-business industry,
namely the US trucking industry, in just one market, the USA. In order to assure that these results
are generalizable. this research needs o be replicated in other business—to-business industries and
other world markets.

Another imutation of this research s that managers’ self-reports were its single measure of the
efficacy of promotional tools. A follow-up study mcorporating other effectiveness measures would
broaden the scope of ths line of inquiry and provide convergent validity. In addition, dhis research
only exanuned the prablem from the demand side of the equation. Further research measuring the
cftects of the IMC nux on the buyers of trucking services would boing a needed symmertry and
another measure of convergent validity to an examination of effective business-to-business nixes.

Other usetul furare research would mclude a more general and. therefore. stronger tese of the use
of the new product adopuon model as o temiplate for the formulation of appropriace IMC mixes,

The currene rescarch asked the respondents 1o eviduzte the stages of the adopaon model daeety
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by asking them to evaluate each of several promotional tools and their ability for mfluencing each
of the stages of the model. A stronger test of its appropriateness would be to make no mention of
the model or its stages, but 1o ask respondents more general questions about the communications
uses of each of a number of promotional tools in order to see whether respondents might not
re-create the new product adoption model or any staged advertising model ‘spontaneously’.

[n addition to research directed at generalizing the results of this current research, useful inquiries
may be directed at uncovering the theoretical underpinnings of these effects. For example, there has
been licde theoretical or empirical support for the manner in which individual marketing com-
munications tools are matched to those stages of the consumer purchase process that they are
purperted to most influence, nor has there been much research into the nature of that influence.
Further research needs to be performed in order to determine the applicability of each promotion
tool to cach of the stages of the consumer purchase process as represented by the adoption model,
particularly in roday’s dynamtc marketing and communications environnient where new com-
munications technologies. changes to markets, changes to consumers and their interaction are
transforming their respective effects.

Another important area that 15 deserving of inquiry is how the communication process may
vary from one product or service category to another and how that may affect marketng coni-
munications nix decisions. For example. this research looked at the mortor carrier industry, which is
a fairly recently deregulated. business-to-business service category. Qther examinations should be
performed on consumer products and services of many kinds, as well as other business-to-business
and service categories. One such set of product types that bears further examination includes
convenience goods. shopping goods, specialty goods and unsought products. There is of course a
wide array of service types. One obvious breakdown is consumer versus business-to-business
services. This research examined one business-to-business service: others and the full mnge of
consumer businesses also require study.

A final area that bears further examination is individual differences. There is considerable
variance i the consumer purchase process between individuals. In pardicular, individual consumers
vary greatly in terms of their acceprance of new products. How mighe this variance affect the
applicabihity of the new product adoption level for marketing communications planning putposes,
if ac all? Since this paper is also advocating the application of the adoption model for muarketing
comununications planning for established as well as new products and services, it is mportant o
mvestigate the effects of new product introduction on established products.
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