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The Influence of The Integrated Marketing Communication

on The Consumer Buying Behaviour
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3. Conclusions

Today, consumers turn to as many sources of information, and the value of the integrated marketing
communication has grown considerably. Highly targeted, the integrated marketing communication campaigns is
based on the strengths of existing communication tools to favourably influence the behaviour of the target audience.
Designing of a effective message and selecting the most appropriate communication tools are important steps in the
creation and maintenance of consumer preferences for a product/one brand or company.

Integrated marketing communication is an activity that allows creating profitable customer relationships and
creates value of the product/brand or of the company. It aims to ensure consistency of the message transmitted
through a mix of communication tools such as advertising, sales promotion, direct marketing, public relations,
online communication, etc.

Knowledge the way how customers have access to communications transmitted on the market can reveal their
preferences for how they want to receive the respective information. Taking into account consumer expectations, an
organization can use the integrated marketing communication in an way most effective and economical for it.
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