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A

b s t r a c t

Given that one of the central elements in marketing spending is advertising, this study aims at analysing how the advertising planning
process is influenced by the types of responses expected from the audience, the measurement methods used to assess advertising
effectiveness and the expected results. This study was empirical and exploratory based on the application of a cross-sectional survey
to 150 marketing managers of medium and large-sized companies in Colombia. The results show if organisations measure the level of
compliance with the goals established in terms of IMC, they will make better decisions and allocate marketing budgets consistent with
their objectives, resources and capabilities. As the results of the present study indicate, organisations can experience weaknesses in
implementing measurement methods that guarantee the proper calculation of organisational results concerning advertising investment.
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Métodos de medición y planeación publicitaria: usos de
las comunicaciones integradas de marketing (CIM)
R

e s u m e n

Dado que uno de los rubros protagonistas en el gasto de mercadeo es la publicidad, este estudio tiene por objetivo analizar cómo los
tipos de respuestas esperados por parte de la audiencia, los métodos de medición utilizados para medir la eficacia publicitaria y los
resultados esperados, influencian la planeación de la publicidad. Este estudio fue empírico exploratorio a partir de la aplicación de
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una encuesta de corte transversal a 150 gerentes de mercadeo de empresas medianas y grandes de Colombia. En los resultados se evidencia
que los métodos de medición de la eficacia publicitaria no se relacionan de manera significativa con la gestión de la publicidad, lo cual dificulta
la obtención de resultados fiables y limita la toma de decisiones organizacional.

Palabras

c l av e

Comunicaciones integradas de mercadeo; planeación de la campaña publicitaria; resultados de mercado;
jerarquía de efectos; eficacia publicitaria

Métodos de planejamento e medição de publicidade: usos
do IMC
R

e s u m o

Dado que um dos principais itens dos gastos de marketing é a publicidade, este estudo tem como objetivo analisar como os tipos de respostas
esperadas pelo público, os métodos de medição usados para medir a eficácia da publicidade e os resultados esperados influenciam o planejamento
da publicidade. Este estudo foi empírico exploratório a partir da aplicação de uma pesquisa transversal a 150 gerentes de marketing de médias
e grandes empresas da Colômbia. Os resultados mostram que os métodos de medir a eficácia da publicidade não estão significativamente
relacionados ao gerenciamento da publicidade, o que dificulta a obtenção de resultados confiáveis e limita a tomada de decisão organizacional.

P a l av r a s - c h av e

Comunicação Integrada de Marketing; Planejamento de campanhas publicitárias; resultados de mercado;
hierarquia de efeitos; eficácia publicitária

1. Introduction
One of the research priorities proposed by the
American Marketing Association in the 2014–2016
period was proving the value of marketing management
in organisations (Marketing Science Institute, 2014). The
global competitiveness index presented by the World
Economic Forum (2018) showed that among private and
governmental organisations managers in Colombia, there is
a perception of a greater intensity of competition, a greater
degree of consumer orientation and greater interest by
differentiation; these issues encourage the implementation
of marketing actions and therefore motivate the continuous
improvement of marketing processes.
One of the most important marketing elements is
investment in advertising, which is expected to increase
to $630 billion worldwide by 2018. Therefore, optimal
management of advertising resources is a key metric for
organisations to use in evaluating marketing performance.
Following this perspective, academic research on advertising
has mainly focused on showing (1) the decisive factors of
advertising effectiveness among the audience; and (2) ways

to facilitate organisational decision-making related to
resource allocation (Eisend and Tarrahi, 2016; Hutter and
Hoffmann, 2014; Kim and Han, 2014; Ortiz-Rendón and
Moreno, 2017).
Furthermore, in a less generalised form, another research
line aims at explaining how advertising management
processes are carried out and how theoretical advertising
models influence decisions. For example, Gabriel, Kottasz
and Bennett (2006) examine the degree to which account
planners use theoretical models to assess how advertising
works. Their results show that the differences between the
models used by advertising agencies and the theoretical
models stem from resource constraints, time pressure
and lack of well- trained staff. In the Colombian case, it is
argued that the creative identity required for advertising
campaigns remains underdeveloped due to the commercial
characteristics of the advertising industry, the economic
difficulties experienced by the population and the country’s
social conflict (Roca,Wilson, Barrios, Muñoz-Sánchez, 2017).
It has also been shown that the advertising management
carried out by advertising agencies and organisations focuses
57
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on attaining optimal levels of creativity in their campaigns
(Behboudi, Hanzaee, Koshksaray, Tabar and Taheri, 2012; Hill,
2006) rather than on relating the impact evaluation of the
designed advertisements; this reflects a tendency to base
their decisions on basic advertising theories and results
obtained during previous campaigns. The consequences of
not taking advantage of lessons learned are evident in the
academic literature (Brennan and Vos, 2013; Nyilasy and
Reid, 2009).
Process management is an essential task for organisations
because it improves internal efficiency and changes how
they function (Shtub and Karni, 2010). In the particular
case of advertising, improved management will lead to
attainment of the expected results and allow decisions
to be made based on more reliable information during
the IMC process; this will integrate the brand’s strategic
management, audience definition, communication channels
and result assessment (Kliatchko, 2005). In addition, by
studying marketing communications’ management along
with its objectives, results, and the role of organisations
(Christensen, Firat, Torp, 2008; Einwiller and Boenigk,
2012; Smith, 2012) can create new opportunities for IMC
such that academics and professionals can increase the
effectiveness of their promotional activities (Patti, Hartley,
Dessel, Baack, 2017).
As the above discussion, illustrated, little evidence exists
about how organisations manage their advertising activities.
This is further demonstrated by the fact that the research
units of analysis are mainly the audience and the advertising
agencies (Kim, Hayes, Avant, Reid, 2014); such researches
tend to overlook advertiser organisations’ perceptions,
which play a fundamental role in investment decisions.
Finally, t given that few studies have examined how
companies manage their advertising campaigns, it is
therefore necessary to analyse this process. Accordingly,
this paper aims to analyse how the conduct of advertising
planning marketing managers is influenced by factors such
as types of consumer responses, measurement methods
used and expected results among Colombian Companies.
This article is structured as follows, the first section
overviews the theoretical framework on advertising
management and presents the approach of five research
hypothesis. The second section details the exploratory
empirical methodology based on conducting a telephone
questionnaire with 150 marketing managers at medium
and large companies in Colombia. Third, the results
are presented. The results are then discussed and the
managerial implications of the research are presented.
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1. Advertising management
The relation between advertising and
marketing is
determined by how integrated marketing communications
are managed and carried out. Integrated marketing
communications (IMC) is defined as an audiencedriven organisational process to strategically manage
the stakeholders, content, channels and results of brand
communication programmes (Kliatchko, 2008). IMC is also
seen as a planning process to strategically assess a company’s
communication elements and determine the best way to
integrate them into the company. IMC plays a decisive
role in helping establish relationships with customers and
other interested parties by creating favourable perceptions,
attitudes, and behaviours towards brands (Reid, 2005).
Advertising is a crucial component of IMC, and its role varies
according to the organisation’s business model, product and
marketing objectives. Changes in communication systems
and the marketplace (Schultz and Patti, 2009) can also
affect it. For instance, advertising can have a central focus
of communicating a brand while other components such
as commercial promotion and personal sales, occupy a
secondary place. Therefore, advertising must be consistent
with the IMC programme to ensure that the organisation
transmits a clear message to its target audience. IMC is
a multidimensional concept (Kliatchko, 2008; Low, 2000;
Porcu, Del Barrio-García, Kitchen, 2012) that unifies
communications to relay a consistent message and image
and considers advertising as a tool of communication.
Accordingly, there are constructs that explain how IMC is
carried out in terms of advertising management.
The ICM process starts with planning (Duncan and
Moriarty, 1997; Porcu et al., 2012; Reid, 2005). Planning
integrates several stages, such as defining the announced
objective. This aspect determines which product or service
the campaign will be developed for, who the target audience
will be, to whom the campaign or advertisement will be
directed, what relationship exists among audiences, the
brand name relevance, channels and price, among others.
The organisation’s economic capacity is the second aspect
and determines the allocation of financial resources to
the campaign. The selection of advertising professionals to
implement the advertising campaign is another stage. These
professionals serve as the link between the organisation and
target public and are responsible for designing an effective
message that meets the previously established advertising
objectives. Finally, the media outlets are chosen based on
the advertising campaign’s target profile and objectives.
When an advertising campaign has a clearly defined scope,
the expected response typologies from consumers, e.g.
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cognitive, affective and/or conative, can be determined
in detail (Pickton and Hartley, 1998; Vakratsas and
Ambler, 1999). As indicated in Table 1, the impact on the
audience is created in various ways without a hierarchical
order necessarily being present. That is, the message can
influence perception, cognition, persuasion and behaviour.
For example, a message can create awareness, provoke an
emotion and link a product to a lifestyle, which means that
it created a perception and had affective and association
effects. All may be equally effective but influence the
consumer differently.
Methods for measuring advertising effectiveness are defined
according to the types of expected response (Kliatchko,
2008). Methods to measure advertising effectiveness are
classified according to campaign development stage and type
of response expected from the target audience. There are
two development stages: pre-testing and post-testing. The
first evaluates the audience comprehension of the message
before it is transmitted (diagnosis); the second stage
measures advertising effectiveness after the message has
been announced (evaluation). Post-test and measurement
methods based on the type of response expected from
the target audience are used after the message has been
transmitted to evaluate the scope of the objectives set and
propose adjustments for future advertising campaigns.

Organisations’ expectations regarding the outcomes
of advertising campaigns can vary, as can the means of
assessing these outcomes (Porcu et al., 2012; Schultz and
Schultz, 1998). One main evaluation indicator is sales.
Activities such as direct marketing campaigns, campaigns
to attract target audiences to selling premises and brand
awareness campaigns, desired short-term effects include
increased sales or market participation.These measures can
thus be appropriate to measure an advertising campaign’s
success. However, such outcomes should be assessed in
recognition that they reflect other factors as well, such as
price, distribution, competition, product, changes in buyer
needs and the target audience’s preferences. Another
expected assessment metric is return on investment in
advertising (ROI). Spending share is an assessment method
that compares the product’s market share and investment
share with that of the competition (Petersen et al., 2009).
Other outcomes are non-financial. These are based on
the effects of the communication and allow analysis of the
different stage’s consumers go through, from the moment
of exposure to an announcement through to expressing
the expected reaction (Petersen et al., 2009). Assessment
of non-financial objectives can include understanding how
the advertisement impacted brand validation, brand image,
and target audience attitude towards the brand, which then

Table 1.
Effects, components and consumer responses

Components

Consumer
responses

Perception

Exposure, selection, attention, interest, relevance, conscience, awareness.

To perceive

Cognition

(Needs) Information, cognitive learning, differentiation, recalling

To comprehend

Affective /
Emotion

(Requirements) Likes, emotions, resonance.

To feel

Association

Symbolism, conditional learning, brand image and personality

To connect

Persuasion

Attitude, argumentation, participation, motivation, influence, conviction, loyalty.

To believe

Behaviour

Try, purchase, repurchase, visit, call, click, refer, recommend.

To act

Effects

Cognitive

Affective

Conative

Source: Own elaboration
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leads to assessment of audience purchase intent and the
uses of this, as well as whether an advertisement should be
recalled.
On the basis of this review, four dimensions were identified:
advertising campaign planning (CP), consumer response
(CR), advertising effectiveness measuring methods (MM)
and results expected from the campaign (RE).

2. Hypothesis
Based on (1) the role that marketing managers assume
when managing resources and (2) the importance of
improving organisational processes, IMC’s results are a
key element organisation should consider when making
decisions regarding advertising investments (Porcu et al.,
2012; Reid, 2005). Outcomes are a pillar of IMC, which is
focused on evaluating (1) the effects on consumers and
their responses and (2) the financial results that influence
the organisational results (Kliatchko, 2008; Patti et al., 2017;
Tafesse and Kitchen, 2017). Assuming a financial orientation
for measuring advertising, outcomes leads an organisation
towards the design of metrics that provide greater
certainty when deciding the future allocation of scarce
resources and can even establish compensation elements
for advertising agencies (Swain, 2004). In addition, measuring
advertising effectiveness requires methods that ensure IMC
programmes are able to focus on profitable customers
and the media that will influence them. Therefore, the IMC
results are assessed by considering the expected consumer
responses, the expected results and the measurement
methods used.
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Although IMC has a proven capability to provide positive
returns, create value, foster relationships with stakeholders
and generate competitive advantages (Jiménez, 2006), it is
also clear that communication budget managers are under
pressure. to quantify the impact of these activities (Rust
et al., 2004). Therefore, based on the expected results,
managers plan advertising campaigns and allocate the
required resources and capabilities. Although from the
theoretical point of view, the first step is planning, changes
can occur in practice, which is also supported by the lack
of generalised conceptual clarity regarding management of
IMC (Porcu et al., 2017).
Therefore, IMC’s results constitute the inputs for advertising
campaigns planning exercises. In accordance with the above,
the following hypothesis are proposed:
•

H1: The types of expected consumer responses
influence the planning of advertising campaigns.

•

H2: The expected results in advertising management
influence the planning of advertising campaigns.

•

H3: The measurement methods used to evaluate
the impact of advertising management influence the
planning of advertising campaigns.

Consumer insight in planning advertising campaigns is
important in order to attract consumers (Sánchez-Blanco,
2010) because it can guide designers in adapting advertising
communication elements and linking the types of response
expected. Marketing professionals must therefore research
consumer behaviour by analysing their responses and
improving the definition of communication objectives (Seric
and Gil-Saura, 2012).

Academics and organisations sought to quantify the degree
to which advertising influences consumer behaviour
and what reactions it provokes at cognitive, emotional,
attitudinal and behavioural levels (Eisend and Tarrahi, 2016).
In order to assess these reactions, effective measuring
methods must be applied according to the expected type
of consumer response. An advertising campaign may have
different objectives and consequently, different types of
expected responses (Beerli and Martín-Santana, 1999).
For example, researchers mostly assess campaigns based
on memory or advertising recalling (cognitive response),
attitude towards the brand and ad (affective response), and
purchasing intention (conative response) (Kim and Han,
2014).

Measuring the results of marketing communication
programmes against established targets has always been
standard practice for business organisations. Given that
IMCs are a process, its components can be considered as
antecedents and consequences (Kliatchko, 2008; Tafesse
and Kitchen, 2017). The antecedent elements are integrated
into the planning and execution of new IMC programmes
(because these programmes include a measurement,
evaluation and analysis feedback mechanism that will impact
future approaches). Accordingly, the improvements, changes
and other adjustments made in response to the findings of
the analysis, subsequently act as consequences.

Gabriel et al. (2006) demonstrate how advertising agencies
use methods to measure advertising effectiveness that
are related to the hierarchy of effects, albeit with some
variations. Even though some advertising agencies resist
understanding their output in this way, it is useful to
classify these measurement methods according to the
advertising campaign’s objectives. According to Ferrer
(2006), advertising organisations and agencies assess
advertising effectiveness based on the campaign’s objectives
and therefore, the types of response they expect from the
target audience. These are usually evaluated based upon
variations in sales levels and secondly, brand recall and
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awareness. In accordance with the above, the following
hypothesis are proposed:
•

H4: The types of responses expected from the
consumer influence the measurement methods used
to assess advertising management.

•

H5: The expected results of advertising management
influence the measurement methods used to assess
advertising management.

According to the hypothesis proposed, Figure 1 shows the
conceptual model that will be validated (See Figure 1)

3. Methodology
To test these hypothesis, the cross-section survey
methodology was used. The units of analysis of this study
are medium and large companies located in Colombia
because these types of companies are especially prominent
in terms of their investment in advertising (Pérez, 2016)
and levels of sales department (Superintendencia de
sociedades, 2015). Marketing managers directly involved
in investment decisions in marketing, specifically in the

allocation of resources for advertising investment, were
contacted. Surveyed organisations had implemented at least
one advertising campaign in the last 6 months. In total, 162
surveys were completed, but 12 surveys were discarded
because they presented inconsistencies in the answers
(such as marking the same score for each question).
The fieldwork was carried out between August and
October 2016. The sample was distributed as indicated in
Table 2. According to the Departamento Administrativo
de Estadísticas (2017), the large companies comprise 9%
of the overall business market, and medium companies
comprise 22%. This means that the sample in this study had
a large company participation rate close to 30% (31.33%).
Economic sectors and metropolitan areas were not
determining variables in the study but they demonstrate
its scope.
A questionnaire was initially designed using the scales
from previous studies (see Appendix 1) and evaluated by
seven marketing and advertising experts; its goal was to
assess each statement based on its relevance and wording,
to determine if they adequately represent the construct.
The evaluation of the experts used the following scale: 1 =

Figure 1. Conceptual model and hypothesis
Source: Own elaboration
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Table 2.
The sample’s characteristics

Sector*

Freq.

Metropolitan Area**

Freq.

Position

Freq.

Manufacturing Industry

50

Bogotá

41

Marketing and communications

95

Wholesale and retail

22

Medellin

35

Administrative

32

Housing and food services

15

Cali

28

Commercial and sales

16

Technical and scientific professional
activities

12

Bucaramanga

14

Production and operations

4

Construction

10

Pereira

9

Logistics

3

Education

10

Cartagena

8

Total

Information and communications

9

Barranquilla

8

Real estate activities

7

Cúcuta

3

Health care services and social
assistance activities

5

Manizales

1

Administrative services and support
activities

4

The rest

3

Agriculture, cattle raising, hunting,
forestry and fishing

3

Total

Financial and insurance activities

2

Transport and warehousing

1

Total

150

150

150

Source: Own elaboration

eliminate the answer, 2 = modify it and 3 = maintain it. The
validity coefficient was calculated to measure the degree of
agreement among experts; the result of the evaluation was
to eliminate 6, modify 21 and maintain 12 of the observable
indicators. The final version of the questionnaire was
implemented by telephone to marketing managers because
they have a stronger role in the decision-making processes
regarding advertising investment. However, some surveys
were directed to administrative positions in charge of this
type of decisions.

3.1 Validation of the measurement model

In order to measure each indicator’s internal measurement
consistency in relation to their corresponding variables, the
Dillon-Goldstein’s test (known as the composite reliability
coefficient) was applied. The test results indicated that all
values exceeded the acceptable minimum of 0.70 (Gefen,
Straub and Boudreau, 2000). Cronbach’s alpha test was also
applied; for both sample groups, this yielded values above
0.7, the minimum value allowed for confirmatory studies
(Churchill and Lacobucci, 2018). Finally, the convergent
validity was analysed again, this time taking the variance into
account; that is, incorporating the finding of similar variance
between the indicators and their construct. Here, the AVE
must be greater than 0.50 of the variability explained by the
indicators (Fornell and Larcker, 1981) being greater in the
two groups (see Table 4).

To validate the measurement model, an exploratory analysis
was carried out. The first step established the constructs’
convergent and discriminant validity, i.e. each item’s

Discriminant validity was checked by comparing each
variable’s AVE value to each construct’s correlation to
each squared variable, considering that the values obtained

Regression analysis of the latent variables used in this study
was carried out using the Smart-plus 3.0 PLS program,
based on the partial least-squares optimisation technique
(PLS), a multivariate analysis recommended for testing
exploratory models (Escobar-Rodríguez and CarvajalTrujillo, 2014; Kiwanuka, 2015; Matute Vallejo, Polo Redondo
and Utrillas Acerete, 2015).The data analysis was conducted
in two stages. In the first stage, the measurement model
was assessed, and the second stage assessed whether the
structural model predicts the proposed relationships.

62

measurement reliability. The convergent validity of each
construct was acceptable because all loads exceeded 0.505
(Hair, Hult, Ringle and Sarstedt, 2014). Similarly, each item’s
individual reliability was measured by the correlations of
each item’s loads when compared to each variable. Table 3
verifies that the loads for each indicator were significant, all
of which were validated.
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Table 3.
Convergent validity

Original Sample
(O)

Sample Mean
(M)

Standard Deviation
(STDEV)

T Statistics (|O/
STDEV|)

P
Values

MM1<- MM

0.95

0.95

0.01

83.66

0

MM2<-MM

0.93

0.93

0.02

46.24

0

CP1 <- CP

0.83

0.83

0.04

22.62

0

CP 3 <- CP

0.85

0.84

0.03

24.42

0

CP 4 <- CP

0.83

0.83

0.04

21.07

0

CR1 <- CR

0.93

0.93

0.02

57.23

0

CR 2 <- CR

0.92

0.92

0.02

39.31

0

RE1 <- RE

0.68

0.68

0.05

13.11

0

RE2 <- RE

0.70

0.69

0.05

12.93

0

RE3 <- RE

0.75

0.75

0.05

13.98

0

RE4 <- RE

0.71

0.70

0.05

13.96

0

RE5 <- RE

0.78

0.78

0.05

16.81

0

RE6 <- RE

0.74

0.74

0.04

19.57

0

RE7 <- RE

0.74

0.74

0.05

15.67

0

RE8 <- RE

0.67

0.67

0.05

13.30

0

RE9 <- RE

0.76

0.76

0.04

17.23

0

Source: Own elaboration
Table 4.
Composite reliability

Cronbach’s Alpha

rho_A

Composite Reliability

Average Variance Extracted (AVE)

MM

0.87

0.89

0.94

0.88

CP

0.79

0.79

0.88

0.70

CR

0.82

0.82

0.92

0.85

RE

0.89

0.89

0.91

0.53

Source: Own elaboration

from the AVEs’ square root are higher than those of the
constructs. Therefore, it can be considered that each
variable is related with greater intensity to its own items
than to those of the other variables.
Table 5 shows that the variance shared between each pair
of constructs (squared correlation) was lower than their
corresponding extracted variance indexes (Fornell and
Larcker, 1981). Likewise, Table 6 shows the results of the
Henseler-Ringle test, where the values are below 0.90. This
is also considered acceptable to confirm divergent validity
(Hair, Henseler, et al., 2014).

4. Results
First, the model was found to fulfil its predictive capacity
because all R2 values are greater than 0.1 (Hair, Hult, et
al., 2014). The validity of the dependent variables’ effects
over the independent variables was checked via resampling.
Bootstrapping was performed with 5,000 subsamples taken
at random to act as a contrast for the significance of the
model’s parameters (Hair, Hult, et al., 2014). However, the
low value of R2 means that the model is not able to predict
outcomes.Therefore, more explanatory variables should be
added in future studies.
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Table 6.
Discriminant validity – Henseler- Ringle

Table 5.
Discriminant validity – Fornell and Larcker

Variable

MM

CP

CR

MM

0.94

CP

0.17

0.84

CR

0.21

0.40

0.92

RE

0.31

0.44

0.36

RE

MM

CP

CR

RE

MM

0.73

CP

0.20

CR

0.24

0.49

RE

0.34

0.52

0.41

Source: Own elaboration

Source: Own elaboration

Table 7 presents statistics that the relations between
constructs. The partial least-squares optimisation model’s
results reject Hypothesis H2 = β: 0.011 (𝑝-value = 0.869).
Therefore, effect of methods used to measure an advertising
campaign’s effectiveness do not have a significant impact on
the planning of future campaigns. Hypothesis H4 = β: 0.110
(𝑝-value = 0.214) is also rejected, indicating that the effect
of the consumer’s expected responses on the methods
used to measure advertising effectiveness is not significant.
However, Hypothesis H1 = β: 0.278 (𝑝-value = 0.00) is
accepted, indicating that consumer’s expected responses
have a significant impact on the planning of advertising
campaigns. Hypothesis H3 = β: 0.333 (𝑝-value = 0.00) is
also been accepted, thus upholding that the expected
results do have a significant influence on the planning of
advertising campaigns. In addition, Hypothesis H5 = β: 0.270
(𝑝-value = 0.01) is also upheld, validating the relevance of
the expected results’ effect on methods used to measure
advertising effectiveness. In addition, although relations
are found to exist between non-relevant constructs, all
relations are positive. Figure 2 summarises the conceptual
model’s results and hypothesis proposed.

On the other hand, organisations consider it important to
plan advertising campaigns based on the responses they
expect from consumers and the market. The previous
analysed results fail to establish whether the methods
used to measure advertising effectiveness are related to
advertising management.

5. Discussion
According to the proposed model’s results (see figure 2),
there is no empirical basis for claiming a significant relation
between the methods used by organisations to measure
advertising effectiveness and how those organisations plan
future campaigns. Similarly, no relation was found to exist
between a campaign’s results and the methods used to
measure those results. The inverse relationship of these
variables was also analysed, but no significant relation was
found (β: 0.028 p-value = 0.72). Therefore, it can be shown
that organisations are not linking these variables because
they place more priority on directly assessing the impact
of campaigns in terms of achieving the expected results;
they give little attention to assessing the intermediate
components that could improve management of the
advertising process.
64
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Previous studies support that organisations use the
expected results and types of consumer responses to
support campaign planning (Nyilasy and Reid, 2009). These
are inputs to a feedback process derived from experience
implementing past campaigns as aligned with organisational
objectives. It has also been confirmed, in an exploratory
manner, that organisations assume that the results expected
from a campaign should determine (to a certain extent)
the methods used to measure the effectiveness of brand
communication (Ferrer, 2006)
These findings also indicate that methods used to measure
advertising effectiveness are less influential within the
management process analysed in this study. This has also
been shown in previous studies, which suggest this issue
acts as a barrier to measuring and evaluating advertising
campaigns (Ebren, Kitchen, Aksoy and Kaynak, 2005). In
general, advertising expects medium- and long-term results
and additional investments are needed to collect the data
that allow for these results to be calculated (Petersen et
al., 2009). This is one reason why organisations are more
focused on measuring advertising effectiveness in terms of
sales, i.e., because this information already exists and can
simply be subtracted from financial statements; it does
not require another type of investment or measuring
method. This result contradicts the advertising theory
basis, which outlines in detail the measurement methods
that organisations must conceive to reliably evaluate the
effectiveness of advertising (Beerli and Martín-Santana,
1999).
According to the above findings, the persistence of the gap
between theory and advertising practice fostered by the
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Table 7.
Validity of the model

Hypothesis

β

T-Statistics

P-Values

H1: CR -> CP (accepted)

0.28

𝓡2

3.57

0.00

H2: MM -> CP (rejected)

0.01

Campaign planning

0.17

0.87

H3: RE -> CP (accepted)

0.33

3.72

0.00

H4: CR -> MM (rejected)

0.11

𝓡2 : 0.258

Measuring methods

1.24

0.21

H5: RE -> MM (accepted)

0.27

𝓡2: 0.106

3.42

0.00

Source: Own elaboration

Figure 2. The model’s results
Source: Own elaboration

short-term focus on process management is evident because
practitioners give little value to marketing management and
to the results of academic research (AMA Task Force, 1988;
November, 2004; Southgate, 2006).
For this reason, it is necessary to regard organisations as
a unit of analysis and link them to academic research on
advertising management because the responsibility for
measuring advertising effectiveness cannot rest solely with
advertising agencies (Porcu Del Barrio-García, Kitchen,
2017). It cannot be overlooked that organisations are
responsible for marketing budgets and that they expect
to use those budgets to make an impact in the market,
which in turn will generate organisational value. In addition,
they behave as an agent who integrates the creative team,
the media, and the measurement of results. Comparing
advertising management in organisations with the
processes used in advertising agencies will help align efforts

and determine each party’s objectives in interpreting the
scope advertising beyond the creative component of
announcements (Behboudi et al., 2012).

6. Conclusions
Research on advertising management in organisations
is scarce. For this reason, this study offers a relevant
contribution in this field by exploring the relations among
factors surrounding advertising management in Colombian
organisations, with a focus on factors that are supported
by IMC theory. This study is empirical and exploratory,
and it expands existing knowledge, with academic and
organisational implications. From an academic point of
view, organisation’s reluctance to apply measurement
methods to the advertising processes, an action that would
require investment of marketing research resources by the
organisations, can be extended to the scope of IMC. This
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lack of evaluation detracts from the MIC’s usefulness and
serves as a reason why the lack of consensus regarding its
theoretical delimitation has become widespread (Porcu et
al., 2017).
From an organisational point of view, there are weaknesses
in implementing measurement methods that could properly
calculate organisational results concerning advertising
investment. Hence, it is important that organisations
incorporate metrics into advertising management to
measure the expected results in the target audience
and market, according to the organisation’s capacity and
beyond only sales goals. As a consequence, organisations
must take the risk of proposing measuring methods that,
despite of involving additional investments, provide reliable
information and thus, facilitate future decision-making. This
approach will positively demonstrate the value of marketing
because it provides rigorous marketing processes by
including not only financial metrics but also attitudinal and
behavioural metrics (Hanssens and Pauwels, 2016).
If organisations measure the level of compliance with the
goals established in terms of IMC, they will make better
decisions and allocate marketing budgets consistent with
their objectives, resources, capabilities; the improvement
of their advertising management systems will positively
impact the reduction of uncertainty levels by better
measuring the return on advertising investment. From an
academic perspective, it is necessary to continue exploring
organisational barriers to using measurement methods in
their processes.
This is especially relevant in advertising management for
the purpose of testing the impact that CIM has on the
generation of organisational value. Future research may
also establish control variables such as the life cycle of
brands and organisations, the size of organisations or the
type of marketing strategy implemented (among others) to
assess whether these are determining aspects in managing
advertising (Reid, 2005). Furthermore, including in the IMC
the perspective of roles other than marketing managers
that also influence the decision-making process can be
useful to extend the theory.
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Appendix 1.
Sources of scale
Indicator

Variable

Author

Advertising Campaign Planning
CP1

When we plan advertising campaigns, we design measurable objectives for them

Beerli y Martín (1999)
Rusell, Lane y Whitehill
(2005)

CP 2

For us, advertising campaigns budget is a determinant factor in order to obtain good results

Wells, Moriarty y Burnett
(2007)

CP 3

Generally, the lack of budget planning in advertising campaigns does not allow us to obtain
the necessary resources to get good results.

Clow and Baack (2010)

Consumer response
CR 1

When the goal of a campaign is to capture attention, what we want is the consumer to notice
the brand.

Patrick et al. (2013)

CR 2

When we want advertising campaigns to give information about products and their
characteristics, It is because we want consumers to know about the brand.

Frison et al. (2014)

CR 3

When advertising campaigns moves the emotions of consumers, we make they feel identified
with the brand.

Hutter and Hoffmann
(2014)

CR 4

When an advertising campaign emphasizes brand values, consumers can reaffirm some
aspects of their personality when using it.

Kim and Han (2014)

CR 5

For us the credibility of the consumer towards the brand stimulates their loyalty.

CR 6

When we design campaigns to stimulate purchases, we provoke the consumer to try the
products.

CR 7

We believe that getting the consumer to have a favourable perception of the brand guarantees
their loyalty.

CR 8

When we acknowledge a consumer knows the brand that guarantees their purchase.

CB 9

A negative belief against the brand is solved when we design an advertising campaign that
moves the consumers’ emotions.
Measuring methods

MM1

When the objective of our advertising campaigns is to persuade to modify or change
consumer behavior, the way to evaluate its effectiveness is through purchasing intentionality
measuring.

Tessitore, Pandelaere y
Van Kerchove (2014)
Arrazola, De Hevia y
Reinares (2016)
Cartwright, McCormick y
Warnaby (2016)
Bellman et al. (2017)

MM2

Regardless of the objectives of our advertising campaigns, we consider that purchasing
intentionality will always be a way to measure them.
Results expected with the campaign
Petersen et al. (2009)

RE 1

We measure the advertising effectiveness through the increase in sales, profits, returns on
investment and other financial indicators.

Pergelova, Prior y Rialp
(2010)
Bendle et al. (2016)

RE 2

We use recall, recognition, preference and other communication indicators to measure
advertising effectiveness.
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