Pakistan Journal of Humanities and Social Sciences
October — December 2018, VVolume 6, No. 4, Pages 544 — 560

Information Technology, Marketing Database and the Process of
Integrated Marketing Communications (IMC):
A Resource-Capability Nexus

Ayaz Ahmad®, Salniza Md. Salleh?, Selvan a/l Perumal®

1.2 &3 gchool of Business Management, College of Business, University Utara Malaysia,
Sintok-Kedah, Malaysia

Email: ayaz_ahmad@oyagsbh.uum.edu.my

Abstract

This study aims at identifying and conceptually linking Information Technology, Marketing
Database and the IMC process in a resource paradigm. It also conceptually posits the
mediated role of Marketing Database to further transmit the absorbed effect to the IMC
process. Review of the past studies has been done to conceptually connect these resources
and/or capabilities. This paper establishes different relationships to be further tested
empirically for both the academia and industry professionals. The main contribution is to
conceptually theorize all the three concept and linking them conceivably that were either
missing or vague in the marketing communication literature. Further, it also provides a
research avenue to seek the complementarity of such resources by utilizing the extended RBV
theory. The theoretical framework proposed is based on past literature from the RBV and
marketing communications literature positing some new structural paths beside certain
previous linkage (s) if any.

Keywords: Antecedents, Resources, Capabilities, Integrated Marketing Communications,

Marketing Database, Information Technology

I. Introduction

Facing the new realities of the markets, customers capabilities, emerging
technologies, fragmented media situation and intense competition have attracted the academia
as well as practitioners to have deeper insight of the firms’ resources with respect to the
firms’ performance. In relation to marketing, academic scholars have continuously linking
marketing resources with the firms’ performance (e.g., Helfat et al., 2009; Katsikeas et al.,
2016; Morgan, Vorhies, & Mason, 2009; O’Cass & Sok, 2014; Orr, Bush, & Vorhies, 2011).

The application of the RBV theory in the marketing studies have tremendously increased and
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still keep fast in conceptualizing different resources in the marketing domain and their related
organization performance (Kozlenkova, Samaha, & Palmatier, 2014), in the last two decades.

Despite extensive literature on resources and competitive advantage in the form of
firms’ performance, marketing or financial and economic performance, many research
avenues are still vague, posing some unanswered queries and challenging issues, which
require further conceptual and empirical proofs for addressing. This study poses some queries
regarding the use and development of some specific organizational resources and/or
capabilities for the nourishment of other resource (s) of the firm i.e., the contemplating role of
Information Technology (IT) as a capability and Marketing Database (MDB) as a resource of
the firm to further aid in the Integrated Marketing Communication (IMC) process, in contrast
to several scholarly studies focused on the firms’ resources and capabilities with respect to
their performance outcomes in the form of the firms’ performance. Moreover, this study also
theoretically poses the possible effects that might result because of deployment of one
resource in combination to the other.

As far the theoretical underpinning is concerned, this study adopts the RBV
perspective of the firm (e.g., Morgan et al., 2009; Orr et al., 2011; Vorhies, Morgan, & Autry,
2009), for conceptualization of all the three constructs cited earlier and the nexus they
develop. Consistent with the RBV perspective and conceptualization of the IMC process as a
resource and/or capability of a firm, it is essential to seek an insight of the factor resources
and capabilities that facilitate the IMC process. As a matter of fact, firms are required to
undertake the IMC process in such a challenging environment where media has fragmented,
consumers are more equipped with handy media, IT on its boom and information regarding
customers is in abundance. It is focused on the discussion and philosophical foundation of the
superior outcome in the form of other resources and capability rather a performance outcome
in some subjective or objective financial, market and other form of results. It focuses on
answering the question of how one resource help in development of another resource that may
lead to firms’ performance eventually.

In line with the aim and scope of this study, the study foremostly presents the
conceptualization of IMC process as a capability. Followed by IMC conceptualization, it
elaborates the nature of the IT and MDB in the RBV perspective. Finally, it discusses the
nexus they develop with the IMC capability.
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Il. Integrated Marketing Communications (IMC)

Research scholars from the field of marketing communications believe that
appropriate IMC has become necessity of the day to connect the firms to their stakeholder
(Duncan & Mulhern, 2004; Kitchen & Schultz, 2009; Kliatchko & Schultz, 2014; Porcu,
Barrio-Garcia, & Kitchen, 2012a; Schultz, Kim, & Kang, 2014; Tafesse & Kitchen, 2015).
Effective IMC has thus evolved as an essential component of marketing, business and
corporate level strategies. Despite the importance accrued to the IMC process in academic
literature, this well-known concept is yet subject to several differing views and definitions of
the IMC. Several scholars (Cornelissen & Lock, 2000; Duncan & Mulhern, 2004; Kitchen &
Schultz, 2009; Reid, Luxton, & Mavondo, 2005; Schultz et al., 2014; Tafesse & Kitchen,
2015) viewed IMC in different perspectives and defined it in different manners. Recent
literature (Abimbola et al., 2012; Einwiller & Boenigk, 2012; Tafesse & Kitchen, 2015),
witnesses the extended scope of IMC to corporate level planning and implementation, and
several other organizational domains.

I11. Integrated Marketing Communications — A Resource Based View

As discussed, several perspectives and definitions have come to the fore from the last
two and a half decades. However, few of the definitions got prominence, where the rest of the
definitions are the extensions of the existing definitions. The focus over here is to discuss the
IMC definition as a business (Duncan & Moriarty, 1997; Duncan & Mulhern, 2004;
Kliatchko, 2005, 2008), and strategic process (Einwiller & Boenigk, 2012; Porcu et al., 2016;
Porcu, del Barrio-Garcia, & Kitchen, 2012; Tafesse & Kitchen, 2015), rather the elaboration
and discussion on numerous definitions..

It is noteworthy that wider literature of marketing communications is agreed upon the
fact that IMC has developed into a concrete concept or philosophy and a process of inter-
related activities (Duncan & Mulhern, 2004; Kliatchko, 2008; Kliatchko & Schultz, 2014;
Porcu et al., 2016; Schultz et al., 2014). Some definitions of IMC in the literature are
narrowed in scope, considering the IMC process as an operational or tactical level activity or
process. However, some scholarly authors (e.g., Einwiller & Boenigk, 2012; Kerr & Patti,
2013; Porcu et al., 2016; Schultz & Schultz, 1998; Tafesse & Kitchen, 2015) contemplate
IMC as a strategic process entailing all the three levels of the firms. They defined IMC as a
business process and broaden the scope of IMC by considering strategic level activities e.g.,

the vision and mission of a firm, business and corporate level objectives and strategies etc.
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This process based definition led the marketing academicians (e.g., Kerr & Patti,
2013; Luxton, Reid, & Mavondo, 2015) to look into the IMC process with the capability lens,
may be for the first time in the marketing communications’ literature. Their scholarly work is
analogous to several marketing scholars (e.g., Day, 2011; Morgan et al., 2009; Ngo & O'Cass,
2012; O'Cass, Ngo, & Siahtiri, 2012, 2015; Orr et al., 2011; Vorhies et al., 2009) who coined
the concept of marketing capabilities. In line with the arguments presented by scholarly
authors (Kerr & Patti, 2013; Luxton et al., 2015; O'Cass & Weerawardena, 2010; Ratnatunga
& Ewing, 2005), IMC process is inferred as a strategic capability of the firm that combines
different tangible and intangible resources and capabilities to have superior or an acceptable
level of related outcomes e.g., campaign effectiveness, brand market performance etc.

Beside a business and strategic process, IMC has been established as a concept,
philosophy or a way of thinking (e.g., Duncan, 1995; Schultz & Kitchen, 2000). Consistent
with the RBV perspective and based on the conceptualization of IMC as a management
concept, thinking or approach, an attitude and a philosophy, IMC is considered to reside in
the adopted marketing and business philosophy and reflected through the norms and values of
the organization. More specifically, every decision of the firm i.e., operational, tactical and
corporate level, circles around the marketing communications that results in the integration of
marketing communications throughout the firm’s strategies.

Consistent with the RBV, several marketing researchers (Hooley et al., 2005; Hult &
Ketchen, 2001; Ketchen, Hult, & Slater, 2007; Morgan et al., 2009; Vorhies et al., 2009;
Weerawardena, 2003), have established a strong link between marketing resources and a
competitive advantage due to its VRIN criteria (valuable, rare, inimitable and non-
substitutable). In this regard, IMC being a market-based asset and market related capability
can produce better outcomes and better results for a firm possessing greater IMC capability of
planning and deploying better IMC campaigns. This perspective of IMC as a capability is in
line with market based resource definition of (Hooley et al., 2005), and specialized marketing
capability (Vorhies et al., 2009).

However, it is worthy to mention that researchers often make an implicit assumption
of ‘outstanding’ or somewhat a ‘miraculous’ outcome of the application of the RBV theory.
In line with the arguments presented in the literature (Helfat et al., 2009), this study also
avoids such kind of implied assumption for the expected outcomes rather an acceptable level

of performance of resources and capabilities.
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In this specific scenario of viewing IMC as capability of both planning and
deployment, this study focused on the development and deployment of the IMC capability in
presence of IT as a resource and/or capability and MDB as a market-based resource. In
addition, a conceptual relationship has been developed between IT and MDB through the
underlying tenets of IT capability and phenomenon of a database.

IVV. Antecedent Factors of IMC Capability

Literature review of the articles in the field of IMC is fleet with several driving
factors affecting the IMC process. Numerous scholars (Duncan & Moriarty, 1998; Eagle &
Kitchen, 2000; Luck & Moffatt, 2009; Madhavaram, Badrinarayanan, & McDonald, 2005;
Porcu, Barrio-Garcia, & Kitchen, 2012b; Reid et al., 2005), identified several driving factors
and discussed their role in the IMC process. Some scholarly authors have grouped these
driving factors in their proposed or conceptual IMC frameworks. For instance, Tafesse and
Kitchen (2015) have combined several of organizational process that may affect the IMC
process with different levels, integration modes, scope and the related outcomes. Their ‘call
for’ scholarly work is focused on the overall integration of the IMC process at different
levels, with different scope and modes of the organizational strategy. Many of these factors
have been grouped in endogenous and exogenous factors, further elaborating their nature,
relationships with IMC and the possible propositions. However, these antecedent factors are,
still subject to empirical findings as well as the absence of literature of these factors and IMC
in the RBV perspective is yet to be explored. This study considers two of these factors i.e., IT
capability and MDB to conceptualize them in the resource-based perspective as well as
conceptually seek their relationship with the IMC process as a capability. As a matter of fact,
the role of IT and MDB in general, has been discussed in the literature (e.g., Brady, Saren, &
Tzokas, 2002; Shaw et al., 2001). However, a thorough understanding of the two, their nature,
mutual relationship and role for IMC capability in the RBV context is missing in the
literature.

V. Information Technology - The Marketing Domain

It is a known fact that information technology has gained substantial importance and
influence in the field of strategic marketing to gain competitive advantage (Brodie et al.,
2008; Carolina, 2014). Hence, it has become a necessity to integrate IT into strategic
marketing strategies. Managers must know how best to strategically position the IT resource
and/or capability in their organizational processes to maximize the strategic gains (Lin, 2007).

On the contrary, several companies are still unclear about the significance of using IT in
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terms of relating it with their financial outcomes or the way in which it influences strategy
and critical performance outcomes (e.g., Chae, Koh, & Prybutok, 2014; Lin, 2007). This is
also due to the fact that several studies that investigate IT capability and firm performance
are unable to differentiate IT ‘capability’ from IT ‘investments’, and ‘value creation’ from
‘profitability’ (Lin, 2007). The main assumption has been that IT capability will create
economic value, enhance profitability and productivity (Lin, 2007), which is a limited view of
IT capability.

Thus, the concept of IT requires clarity as it may mean different to different people
(Brady et al., 2002). Researchers have defined and operationalized IT according to the needs
and purpose of the use of the definition (e.g., Koppes et al., 1991) and Braun (1998) cited in
(Brady et al., 2002). In literature, 1T has been considered as: an information provider, an
infrastructure (including both hardware and software), a business process and systems
(Koppes et al., 1991), and so forth. In relation to marketing, IT has been viewed and
discussed in the literature e.g., applications of IT (internet, power point, database etc.), a
marketing channel (to link with suppliers and distributors), as a medium of communication or
promotion, a tool of interactive and relationship marketing etc. numerous researchers (Brady
et al., 2002; Brodie et al., 2008). However, less is known about the particular application of
IT as one of the critical components in marketing practices, particularly the marketing
communications.
VI. Information Technology — A Resource Based View

The RBV perspective views IT both as a resource and a capability e.g., (e.g., Brady et
al., 2002; Buhalis, 1998; Chae et al., 2014; Lin, 2007; Mikalef & Pateli, 2017; Tippins &
Sohi, 2003) and a source of superior advantage (Lin, 2007). Though, it accepted widely that
IT resources contribute to firms® performance and future growth potential, however, the
empirical results of the relationship between IT capability and firm performance are
ambiguous and inconclusive (e.g., Chae et al., 2014; Mikalef & Pateli, 2017; Tippins & Sohi,
2003). This may be attributed to lack of understanding of ‘how and whether” IT can create
greater value, fast-tracked innovations in IT, possible effects of human resource-IT
interaction, and the nature of IT capability itself as a tangible or intangible resource. Further,
most of the IT related studies aim to determine or assess the impact of IT on firms’
performance. Hence, they cannot explicitly, differentiate between IT Capability and related

investments, and value creation from the firms’ IT capability (Tippins & Sohi, 2003). It is
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quite possible that the IT Capability may produce greater non-financial value that requires to
be addressed.

Consistent with the RBV perspective and conceptualization made by Brady et al.
(2002) , IT capability is the knowledge of IT infrastructure and use of IT objects to manage
information with in a firm. This conceptualization entails three basic tenets; IT knowledge, IT
infrastructure or objects (hardware and software), and IT operations or processes (Brady et
al., 2002; Brodie et al., 2008; Liang, You, & Liu, 2010; Su et al., 2013; Tippins & Sohi,
2003).

These dimensions are mutually independent. However, they exhibit a cumulative
picture by ‘co-specialization or complementarity’ of resources. It implies that a firm must be
capable of utilizing IT knowledge and IT infrastructure in IT related operations. Theoretically
posed, all the three dimensions require to co-exist to ascertain IT capability (Tippins & Sohi,
2003). Many large firms with enough IT infrastructure, may not attain IT related abilities
because of lacking IT related knowledge and personnel (Brady et al., 2002). Likewise,
capable personnel may ascertain IT capability, but lack of infrastructure may restrict to do so.
Hence, it can be inferred that the co-existence of these three dimensions is important for the
IT capability.

VII. IT Capability and IMC Process

Instead of focusing on technological aspects, this study considers IT as a resource and
capability that aid in the IMC planning and implementation process parallel to the utilization
of IT resource or capability in the other marketing domains by numerous authors (e.g., Brady
et al., 2002; Brodie et al., 2008; Chae et al., 2014; Mikalef & Pateli, 2017). Further, the focus
is not on the value spent and earned by IT in organizations rather the way IT contributes to or
complements the other capabilities of a firm through better management. Thus, the study
models the contribution that IT makes to the IMC capability.

Both IT and IMC are interlinked primarily on the basis that central to IMC planning
and implementation is the cross-functional coordination, as discussed and quoted by
numerous legendary authors (e.g., Porcu, del Barrio-Garcia, et al., 2012; Tafesse & Kitchen,
2015). It is contended that in today’s competitive business world, more effective and
appropriate system for information flow is required otherwise timely and appropriate
communication and coordination may not occur. This will hinder the planning process by
slowing down as well as affecting the consistency of messages and decisions. It can be further

contended that for an effective and efficient IMC planning and execution, appropriate market
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related information to be obtained, analyzed and disseminated for decision making (Jaiyeoba
& Amanze, 2014; Narver & Slater, 1990). However, the whole process of acquiring,
analyzing and dissemination of these information is not possible without utilizing the IT
capability. Thus, it can be posited that IT capability must be in place as a support mechanism,
if IMC planning and execution to be effective and efficient, indicating a direct relationship
between the two capabilities. Based on the conceptualization of the IT as a capability, linkage
between IT capability and IMC Capability can be proposed as below;

Proposition 1: Information Technology as a resource and capability will have a significantly
positive effect on the IMC process.

VI11. Marketing database

A comprehensive database provides a base to the whole marketing mix activities. It
keeps the marketers up to date with the customers related information to further devise
marketing mix strategies (Hughes, 2005). In relation to marketing communications, it
functions like the lifeblood while planning and implementing marketing campaigns. Tafesse
and Kitchen (2015) argue that proper database system is expected to play a direct role in the
integration strategy in relation to the target audience, communications’ messages and the
media channels etc. Putting simply a proper marketing database shall facilitate the marketing
communication strategy and delivery of the relevant communication messages to the
customer audience and other stakeholders by holding and disseminating well synchronized
information through different, but appropriate marketing channels. In order to get optimal
benefits of a marketing database, marketers are required to ensure that their marketing
database contains accurate, complete and required information (Kotler, 2009).

In this connection, firms must be capable enough to gain insights of the targeted
segments and utilizing further the information for the marketing strategies in general and
communications in specific. However, the changing situation of the media have put
challenges to the marketers in acquiring useful information and analyzing information for
optimum utilization. As Peltier, Schibrowsky, and Schultz (2003) argue that firms in this
changed paradigm rely not only on the traditional methods of collecting customer and market
related information but also make use of the advanced methods and way to acquire
information e.g., media channels’ monitoring reports, media ratings, electronic surveys etc.
Careful analyses of such information present sensible indications of geographic,
demographics and especially the psychographic information. Hence, such information when

utilized appropriately, offer advantages to the marketers while planning and implementing
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strategies. Several researchers (e.g., Preston, 2000) in the marketing domain are of the view
that a marketing database must acquire information related to behavior of the target segments.
Furthermore, several scholars (e.g., Chen, 2011; Lee et al., 2010; Lin, 2006; Zahay, Mason, &
Schibrowsky, 2009) argue that it is actually the psychographics that eventually directs and
shape up the behavior of the individuals.

IX. Marketing Database — A Resource Based View

In most simple words, a database is a pool of information or knowledge regarding
customers. Peltier et al. (2003) conceptualized a proper database management system as ‘the
process of collecting customer data, integrating the data to form customer segments, and then
using other data to build predictive models for categorizing other customers and prospects’.

The process of data or information collection results in customer related knowledge
or insights that can be further utilized by the firms in the planning process. However, the
information or data collected brings no fruitful results unless analyzed and utilized by the
firms. Hence, a firm must be capable of obtaining useful information as well as utilizing the
acquired information in the planning and implementation of the strategies. Consistent with
these arguments, one can contend that marketing database is a comprehensive information
management that combines different input resources i.e., information, acquisition of
information, analytical input and dissemination or utilizing information, to give a certain
output that can be further used in decision making in the marketing function in general and
marketing communications in specific. Consistent with the RBV perspective of the firms and
such customer related knowledge as a resource (e.g., Kearns & Lederer, 2003), marketing
database can be theorized as an intangible resource and capability that can obtain, analyze and
utilize the information in a useful manner.

Based on the arguments presented and conceptualization of marketing database as a
resource, it can be argued that marketing database shall be advantageous for the whole
marketing mix in general and marketing communications in specific. The next section
elaborates the relationship of marketing database to the IMC capability more specifically.

X. Relationship of Marketing Database and IMC

The association of a database with IMC may be added to the academic literature may
for the first time, in the scholarly conceptual framework of IMC by (Nowak & Phelps, 1994)
followed by (Schultz & Schultz, 1998). Rather to get more strengthened, the link between the
two could not attract the attention of the academicians may be owing to an understood nature

and important role it plays in planning and/or implementation of the marketing
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communications activities. The conceptualization of a customer database (Peltier et al., 2003)
in relation to IMC elaborates that how the collected and stored information can be logically
tied up to the IMC issues. They argue that such customer or marketing database exhibits clear
picture and gives directions to the planer to make decisions accordingly, albeit in the RBV
perspective i.e., how one resource complements the other.

Peltier et al. (2003) also highlighted the relationship by emphasizing the ‘value’,
offered and communicated to target groups of consumers. Moreover, (Tafesse & Kitchen,
2015) elaborate its linkage with the IMC in relation to the use of these information to plan the
message as well as the preferred ways of accessing the consumer audience.

In line with such support, to become a ‘smart’ company in a true sense, a firm must
be able to develop smart marketing communication’s campaigns. Marketing databases
facilitate IMC while planning the relevant activities by acquiring, storing, analyzing and
providing required information that enables marketing decision makers to have deeper
understanding of the target markets - implies who their customers are, their attitudes and
behavioral patterns (Peltier et al.,, 2003; Zahay et al., 2004). According to scholarly
integrative review of the IMC literature (Tafesse & Kitchen, 2015), database is a support
mechanisms that facilitate the IMC strategy.

Thus an IMC process supported by a smart marketing database is completely
different, adopting an outside-in approach (Schultz & Schultz, 1998) than the one that relies
on the traditional and functional marketing communications (Peltier et al., 2003; Zahay et al.,
2014; Zahay et al., 2004). With such an outside-in perspective, the IMC process is required to
start with customers’ needs, their attitude and behavior. The inbuilt feature of an appropriate
marketing database is its analytical power to analyze what, why and how of the customers’
attitudinal and behavioral patterns. For instance, the purchase history presents a vibrant
picture of the behavioral patterns of the target markets. In relation to IMC planning and
implementation, and consistent with the RBV perspective, a firm can utilize the features of a
smart marketing database by developing the required communications in congruence to the
‘what, why and how’ of consumers’ attitude and behavior.

Consistent with the arguments presented above, marketing database as a resource of a
firm and IMC being a process and hence, a marketing related planning and deployment
capability, it can be posited that a smart marketing database facilitate the IMC planning and

execution process by offering a base to devise their activities.
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Proposition 2: Marketing Database as a resource of a firm will have a significant and positive
effect on the IMC capability.

Yet, a positive linkage between MDB resource and IMC capability has been
established theoretically. However, databases may not carry certain potential to acquire, store,
analyze and disseminate useful information unless facilitated by the IT capability of a firm.
Consistent with the arguments made to establish the link between IT and MDB, several
scholars (e.g., Liang et al., 2010; Mikalef & Pateli, 2017) are of the view that database utilize
the IT related resources and capabilities to perform its functions. On the other hand, several
studies (e.g., Brady et al., 2002; Ward, Taylor, & Bond, 1996) on the role of IT state that
improved IT capability may not be having a direct impact on performance. Some recent
studies argue that IT may not be affecting the performance directly rather indirectly through
some moderators and mediators or in presence of other resources and capabilities (e.g., Chae
et al., 2014; Mikalef & Pateli, 2017).

It is worthy to mention that these arguments seem to be in line with (Preacher &
Hayes, 2004, 2008) mediation approach that expresses no assumption of the direct
relationship of IT capability and IMC capability. The study as whole remains consistent with
the mediation approach defined in literature (i.e., Baron & Kenny, 1986), by conceptually
establishing a positive linkage between IT capability and IMC capability. Nevertheless, the
proposition made in relation to mediation effect can be subject to empirical testing by
adopting the ‘segmentation approach’ (Rungtusanatham, Miller, & Boyer, 2014), introduced
in the literature. Extending these arguments, it can be inferred that IT capability facilitate the
database resource of the firm to further affect the IMC capability. In other words, IT
capability beside a direct link with both MDB and IMC, carries the potential to affect the IMC
capability through a strong mediation of MDB. In this regard, these relationships can by
posited as following;

Proposition 3: IT capability has a positive and significant relationship with the Marketing
Database.
Proposition 4: Marketing Database as a resource of a firm significantly mediates the

relationship between IT capability and IMC process.
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XI. Conceptual Framework

The previous discussion on the antecedents in the RBV context and their relationships
with the IMC process provide conceptual foundation for the following relationships posited in
this study.

Figure 1: Conceptual framework of the effects of IT Capability and Marketing
Database on IMC Capability

Information Technology

Capability
e IT Knowledge
e IT Objects

e |IT Operations

Integrated Marketing
Communications Capability

\ 4
[ Marketing Database

XI1. Conclusion

Prior discussion and conceptualization highlight the importance of resources and
capabilities with respect to its vitality in the IMC process. In contrast to several studies
focused on the resources’ and capabilities’ performance in the form of competitive advantage,
this study focused on the underlying resources that may or may not be directly affecting the
competitive performance of a firm rather they facilitate certain processes, mechanisms or
other resources and capabilities that lead to superior value. The IMC literature, in this regard
is vague for such kind of relationships. This paper provides a concrete base to further utilize
these relationships for empirical testing and hence, their inclusion in the IMC planning and

implementation.
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