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ABSTRACT
The lack of understanding of cross-national integrated marketing communications (IMC)
implementation and consumer behavior is an obstacle for international companies. In this
inter-country comparison, we analyze IMC antecedents and consequences from the custom-
ers’ perspective in a developed and a developing economy. The results show that customer
orientation, but not technology orientation, positively influenced IMC and, indirectly, post-
purchase behavior, in both economies. Cross-economy differences were also evident, specif-
ically, that the positive effect of IMC on post-purchase evaluation and behavior was stronger
in the developing economy. However, customer satisfaction more strongly mediated the
relationship between IMC and post-purchase behavior (word-of-mouth and repurchase
intention) in the developed economy.
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Introduction

Developing markets represent a potential for
international growth and the growing interest in
those markets opens up a new research interest
and opportunity (Wagner Mainardes, de
Almeida, and de-Oliveira 2019). In recent years,
it has become increasingly apparent that many
marketing communication concepts developed
and applied in established (developed markets)
are not relevant to many of today’s emerging
(developing) markets (Schultz and Malthouse
2017). Even so, a significant number of recent
studies on integrated marketing communications
(IMC) analysis still focus on developed econo-
mies (Butkouskaya, Llonch-Andreu, and Alarc�on-
Del-Amo 2019; Schultz and Patti 2009).
Developing markets will become essential for
business in this century (Wagner Mainardes, de
Almeida, and de-Oliveira 2019), so it is import-
ant to take account of the fact that IMC planning
and implementation may vary significantly by
market and country (Schultz, Chu, and
Zhao 2016).

This research aims to test IMC implementation
effectiveness in an inter-country context by com-
paratively analyzing customer perceptions of IMC
in a developed economy (Spain) and a developing
economy (Belarus). Gross domestic product
(GDP) per capita in Spain is higher than in
Belarus, and also spending on innovation and
marketing. Spending on marketing, including on
IMC tools, as a share of GDP is 0.49% in Spain
compared to 0.17% in Belarus (Marketing.by
2017; Statista 2017). However, average annual
growth in marketing expenditure is significantly
higher in Belarus (15%) than in Spain (5.8%)
(Santander 2020; WebExpert.By 2019). This
reflects a usual pattern in developing economies
compared to developing economies of a lower
marketing activity, and, as a consequence, less
spending on marketing. Apart from those differ-
ences, the two countries are good candidates for
comparison, as both are located in Europe, both
have experienced significant economic growth in
recent years, and information and communica-
tion technology (ICT) development and accept-
ance among their populations are high.
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While it is widely accepted by theorists and
marketers that IMC is a customer-centred con-
cept (Schultz 2016; Kliatchko and Schultz 2014),
previous studies have primarily focused on
empirical analyses of managers’ opinions of IMC,
neglecting the customer perspective (Schultz
2016; �Seri�c 2018). The lack of customer-centred
IMC analyses overlooks the two-way nature of
communications as well as participation in the
integration process by both companies and cus-
tomers (Lee and Park 2007; Schultz 2016).
Nevertheless, while full IMC construct measure-
ment from the customer perspective is challeng-
ing, some recent publications analyze customer
perceptions of IMC by measuring message and
channel consistency (e.g., �Seri�c, Gil-Saura, and
Ozreti�c-Do�sen 2015; �Seri�c 2017; Von Freymann
2010). Following a similar approach, our research
addresses the need for empirical analysis of IMC
antecedents and consequences from the customer
perspective (Bruhn and Schnebelen 2017; Finne
and Gr€onroos 2017; Kitchen 2017).

While strategic orientation activities positively
affect IMC implementation (Peltier, Schibrowsky,
and Schultz 2003; Mihart 2012), previous empir-
ical studies adopt the company’s point of view,
and studies from the customer perspective are
absent. From the company’s perspective,
collecting and implementing dynamic market
information for customer-oriented (CO) and
technology-oriented (TO) decision-making posi-
tively affects IMC implementation (Peltier,
Schibrowsky, and Schultz 2003; Mihart 2012).
However, great information pressure on custom-
ers or the use of too many communication chan-
nels can complicate or damage integrated
message perception for the customer by creating
confusion (Finne and Gr€onroos 2017; Shinkle,
Kriauciunas, and Hundley 2013). Our research
analyses customer opinions of the impact of the
company’s CO and TO activity levels on IMC
effectiveness.

Empirical research is also needed on IMC out-
comes from the customer’s perspective. From the
manager’s perspective, complementary relation-
ships between the company’s strategic orientation
and IMC, as an organizational capability, enhance
firm performance (Kliatchko and Schultz 2014).
However, for customers the value of

communication integration is different (Finne
and Gr€onroos 2009). More specifically, communi-
cation integration may facilitate message percep-
tion and meaning integration, which, as
suggested by several authors, may have a positive
impact on customer satisfaction with their pur-
chase (Finne and Gr€onroos 2017; Mihart 2012).
Furthermore, post-purchase evaluation plays a
significant role in building relationships and cus-
tomer retention. However, most recent studies on
the impact of marketing communications on cus-
tomer behavior analyzes purchase intention (e.g.,
Kim and Ko 2012). This overlooks the real
impact of a company’s marketing capabilities on
post-purchase evaluation and behavior, such as
word-of-mouth (WOM) and repurchase intention
(RPI) (Moon, Costello, and Koo 2017; Schultz
2016). This article aims to close this gap by ana-
lyzing in-depth the IMC impact on customer
post-purchase evaluation and behavior.

Several authors (e.g., Darley, Blankson, and
Luethge 2010; Voss, Godfrey, and Seiders 2010)
suggest that the components of post-purchase
behavior are correlated, which would in turn sug-
gest that correlations between post-purchase ele-
ments may influence IMC behavioral outcomes.
For example, customer satisfaction (CS) with a
purchase may reduce the positive effect of IMC
on WOM. It is also critical to understand the
role of consistent communication messages in
transferring positive CO and TO effects to post-
purchase customer behavior (Duncan and
Moriarty 1998; Finne and Gr€onroos 2017).
Zhang, Liang, and Wang (2016), for instance,
demonstrated that marketing communications
have a positive impact on the relationships
between product innovation and customer equity.
This study analyses in a greater depth the poten-
tial indirect and mediating effects of IMC antece-
dents and consequences.

In summary, based on the literature mentioned
above, the main objective of this research is to
make an inter-country comparison of CO and
TO as two key strategic antecedents of IMC and
to analyze the main consequences of IMC for
post-purchase evaluation and behavior from a
customer’s perspective. We seek to answer the
following research questions: (1) What are the
effects of CO or TO on IMC from a customer
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point of view? (2) What are the consequences of
IMC for post-purchase evaluation and behavior?
(3) Does economy type have a moderating effect
on the IMC antecedents and consequen-
ces model?

This research makes an incremental contribu-
tion to cross-national marketing studies by ana-
lyzing differences in IMC implementation in
developed versus developing economies. This is
especially important in view of two factors: the
growing interest in emerging markets (Wagner
Mainardes, de Almeida, and de-Oliveira 2019),
and the lack of knowledge regarding application
of IMC practices in developing markets (Schultz
and Malthouse 2017). Furthermore, our inter-
country approach makes a significant contribu-
tion toward generalizing results under the
requirements of cross-cultural marketing and
management research (Steenkamp 2001). Our
study also contributes to IMC research by analyz-
ing the customer perspective on IMC strategic
antecedents and behavioral outcomes, the indirect
role of message and channel consistency, and the
mediating role of CS in these relationships. It
also contributes to customer behavior theory by
focusing on the post-purchase stage and analyz-
ing the relationship between the correspond-
ing elements.

From a managerial perspective, a comparative
analysis of IMC implementation in developed
and developing economies may be useful
for decision-making about marketing
budget allocations and marketing tactics in differ-
ent types of economies. It can also bring deeper
understanding on the role of available market
data and overall marketing activity on IMC
effectiveness. Furthermore, understanding the
customer perspective on IMC and studying post-
purchase behavior also contributes to managerial
practices. This is especially valuable, considering
that IMC implementation effectiveness in build-
ing customer relationships will depend on both
the company and the customer. This article anal-
yses whether practices aimed at a better under-
standing and satisfying customers’ needs and
wants, as well as innovation and research and
development (R&D) activities, can improve the
perceived message and channel consistency. More
specifically, it studies whether the company’s

market intelligence activity may not have the
adverse effect of overloading and confusing cus-
tomers. It also analyses whether the integration
of communication channels and message consist-
ency strengthens a company’s ability to enhance
positive WOM and strengthens relationships with
customers (by enhancing RPI). In particular, the
article examines the role of customer purchase
evaluation, which can limit the application of
IMC to building customer relationships.

The paper starts with a brief literature review
of the main antecedents and consequences of
IMC for post-purchase evaluation and behavior.
It then describes the cross-national context and
hypothesizes about possible differences in IMS
implementation between developed and develop-
ing economies. A further chapter describes data
collection, data analysis and the main results, and
the article concludes with a discussion and some
recommendations for future research.

Literature review and hypotheses

Customer-centred IMC

Both academics and marketers accept that IMC is
a customer-centred concept (Bruhn and
Schnebelen 2017; Kliatchko 2008; Kliatchko and
Schultz 2014). A customer-centred IMC frame-
work aims to underline the two-way nature of
the communication integration process between
firms as the sender and customers as the receiver
(Bruhn and Schnebelen 2017; Finne and
Gr€onroos 2009).

From the managerial perspective, the IMC
concept has evolved from a “narrower” to a
“broader” definition (�Seri�c 2018). While the ori-
ginal narrow definition viewed IMC as a simple
instrument for tactical coordination of promo-
tional tools, the broad approach explains IMC as
a complex strategic business process from the
integrative, strategic, communication, and per-
formance-oriented perspectives () (Nowak and
Phelps 1994; Tafesse and Kitchen 2017).

However, from the customer perspective, IMC
is not so much about strategic positioning or
administrative or organizational issues as about
personnel issues and relationships (Finne and
Gr€onroos 2009; Kliatchko 2008). In the
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customer-centred IMC framework, the customer
interpretation of IMC is as a simple integration
of marketing communication elements speaking
in one voice (Finne and Gr€onroos 2009; Nowak
and Phelps 1994; Schultz 1993). However, this
process is complex for the customer. Specifically,
the communication-based model for managing
relationships suggests that a communication mes-
sage from a company as sender, before reaching
a customer as receiver, will also encounter infor-
mational noise in the external environment
(Duncan and Moriarty 1998). Integrating previ-
ous research, Finne and Gr€onroos (2017) pro-
vided an up-to-date conceptual framework for a
customer-centred IMC approach as a new start-
ing point for customer ecosystem analysis. It is
suggested that the final value of the message per-
ceived by customers will depend on their ability
to integrate various messages received from vari-
ous channels (“communication-in-use”) and to
make sense of them (“value-in-use”).

The communication-in-use concept reflects the
fact that communication messages from the com-
pany may come to the customer in a variety of
formats (as planned advertisement, product pack-
aging, or post-sale service) (Finne and Gr€onroos
2009). The customer’s ability to perceive the
meaning of an integrated message will depend
not only on the quality of the company’s efforts
in message and channel integration. Internal and
external environments (such as social influence,
WOM and competitors’ communications) will
affect message meaning perception by customers
(Sandes and Urdan 2013). Additionally, the num-
ber of messages registered by customers depends
on several temporal and situational factors (e.g.,
their experience, attitudes, needs, or interests)
(Duncan and Moriarty 1998). As for the “value-
in-use” concept, this suggests that IMC is compli-
cated because not all messages received by
customers will be registered. To form the correct
perceived value, therefore, the customer should
be able to integrate all the necessary messages
(Ballantyne and Varey 2006).

Some recent publications that have analyzed
customer perceptions of marketing communica-
tions indicate that full IMC construct measure-
ment from a customer perspective is challenging
(e.g., �Seri�c, Gil-Saura, and Ozreti�c-Do�sen 2015;

�Seri�c 2017; Von Freymann 2010), with Von
Freymann (2010) suggesting that message and
channel integration may be the starting point for
IMC measurement from the customer perspec-
tive. In more recent years, more researchers have
used the survey methodology to asses IMC from
the customer point of view, focusing on the mes-
sage, channel and brand consistency, thereby
demonstrating the initial stage of obtaining
insights into the customer’s point of view (�Seri�c,
Gil-Saura, and Ozreti�c-Do�sen 2015; �Seri�c 2017).

IMC Antecedents

The communication concept underlines the
importance of being relevant to the customer
needs and interests (Bruhn and Schnebelen 2017;
Finne and Gr€onroos 2009; Kliatchko 2008;
Mihart 2012). CO as a component of market
orientation provides firms with up-to-date cus-
tomer information that will better satisfy cus-
tomer needs and interests, in the form of “what”
(the message); additionally, CO facilitates under-
standing of the way communication should be
managed and addressed to customers, in the
form of “how” (through which channels) (Narver
and Slater 1990). Answering the “what” and
“how” questions is very relevant for building
two-way relationship-oriented dialogue with cus-
tomers (Bruhn and Schnebelen 2017). Not pro-
moting, but involving the customer in
communications, may have a positive effect on
customer experiences of communications
(Kliatchko and Schultz 2014; Schultz 2016). We
accordingly propose the following hypothesis:

H1: CO has a positive influence on IMC.

Market-oriented companies nowadays cannot
ignore the exogenous pressure of technological
change and the speed of innovation (Schultz
2016). TO represents the firm’s ability to identify
developing technologies, invest in R&D, and
apply new technologies to the firm’s marketing
activities, including new product development
and marketing communications (Gatignon and
Xuereb 1997). For example, social networks give
marketers new digital channels for communicat-
ing with target customers, obtaining interactive
dialogue/feedback, collecting more customer data

4 V. BUTKOUSKAYA ET AL.



and adapting faster to changing customer needs
(Bruhn and Schnebelen 2017; Mulhern 2009;
Schultz 2016). Likewise, customers can receive
relevant and up-to-date information from the
company, which may positively influence their
perceptions of communications value (Ndubisi,
Malhotra, and Wah 2008). Accordingly, we pro-
pose the following hypothesis:

H2: Technology orientation has a positive influence
on IMC.

IMC Consequences for post-purchase behavior

The IMC process of integrating, making sense of,
and forming the value of communication mes-
sages is complex for the customers (Finne and
Gr€onroos 2009). Customers register numerous
variations of communication formats (e.g., adver-
tisements, product packaging or post-sale service)
from diverse market players (e.g., a company, its
competitors, society in general or even govern-
ment) and media sources (e.g., from the company
or social media) (Finne and Gr€onroos 2017). It
may happen that not all messages received will be
registered or, as a result, integrated by customers.
Missing information on the stage of message inte-
gration affects the perceived sense of the message
and may form a wrong perceived value (in this
case, the sender may misunderstand the message).
Thus, even more than a company’s activities in
integrating communications, the process of cus-
tomers integrating, making sense of, and forming
value for messages received affects IMC outcomes
(Lee and Park 2007; Finne and Gr€onroos 2009).

CS, reflected in contentment with the purchase
experience, can be presented as a three-stage pro-
cess. First, customers create pre-purchase expect-
ations: second, consumption reveals a perceived
quality; and, third, perceived quality will confirm
or disconfirm pre-purchase expectations
(Anderson and Sullivan 1993). By applying IMC,
the firm focuses on controlling message and
channel consistency to facilitate customer under-
standing of communication messages, building,
as a result, more realistic pre-purchase expecta-
tions. Consequently, the lower level of discon-
firmation between expectations and perceived
quality should have a positive impact on the

cognitive component of CS (Anderson and
Sullivan 1993; Moon, Costello, and Koo 2017;
�Seri�c, Gil-Saura, and Ozreti�c-Do�sen 2015).
Accordingly, we hypothesize as follows:

H3: IMC has a positive influence on customer
satisfaction.

Marketing communication is the primary
source of information for the customer directly
from the company. This information may take
different forms, such as advertising messages or
product packaging (Finne and Gr€onroos 2017).
With the growth of database marketing and
interactive communications based on digital com-
munications tools, marketing specialists can
obtain more data on customer needs and prefer-
ences (Mulhern 2009; Zahay, Mason, and
Schibrowsky 2009). This further helps to improve
communication message integration and can even
reduce the possibility of confusion for the cus-
tomer. As a result, integrated communications,
based on more data, build more realistic expecta-
tions, which, in turn, facilitates more positive
evaluations of purchases, and positively influences
WOM recommendations (Moon, Costello, and
Koo 2017). We thus propose the follow-
ing hypothesis:

H4: IMC has a positive influence on word-of-mouth.

Since the literature accepts that intention can
predict behavior, the customer’s RPI is an inte-
gral part of customer behavior research (Hellier
et al. 2003; Schultz 2016). RPI, which reflects an
individual’s judgment about repurchasing a prod-
uct or service from the same company, depends
on various factors, including the evaluation of
communications with that company (Hellier
et al. 2003; Mittal and Kamakura 2001; Lee and
Park 2007). As confusion arising from the mar-
keting message may create distrust, integrated
communications play a vital role in building
trustful customer relationship-oriented communi-
cations (Bruhn and Schnebelen 2017; Moon,
Costello, and Koo 2017). Based on the above, we
propose the following hypothesis:

H5: IMC has a positive influence on
repurchase intention.

Additionally, some studies suggest that the dif-
ferent components of post-purchase evaluation

JOURNAL OF INTERNATIONAL CONSUMER MARKETING 5



and behavior are correlated (e.g., Mihart 2012).
Specifically, a positive evaluation of the buying
decision – in other words, CS – can have a fur-
ther positive impact on post-purchase behavior,
such as WOM and RPI (Hellier et al. 2003;
Moon, Costello, and Koo 2017; Ndubisi,
Malhotra, and Wah 2008). We thus posit
as follows:

H6: Customer satisfaction has a positive influence on
word-of-mouth.

H7: Customer satisfaction has a positive influence on
repurchase intention.

The mediating role of customer satisfaction

It is necessary to bear in mind that, while form-
ing post-purchase decisions, customers mainly
rely on the evaluation of purchase decisions
(Ndubisi, Malhotra, and Wah 2008). In this
evaluation, they focus on the fit between the
company’s promises as perceived from communi-
cations and the reality experienced (Anderson
and Sullivan 1993; Hellier et al. 2003). CS medi-
ates the relationship between IMC and customer
behavioral outcomes (such as WOM and RPI)
(Ndubisi, Malhotra, and Wah 2008). Accordingly,
we propose hypotheses as follows:

H8: Customer satisfaction mediates the relationship
between IMC and word-of-mouth.

H9: Customer satisfaction mediates the relationship
between IMC and repurchase intention.

The moderating effect of economy type

Recent studies suggest that IMC planning and
implementation may vary by market and country
(Schultz, Chu, and Zhao 2016). Su and Si (2015)
pointed out that organizational objectives, proc-
esses, and behavior vary according to the level of
economic freedom of the market (ranging from
free to centrally planned markets). In economies
with a lower level of economic freedom, compa-
nies try to avoid risks and so, for example, ear-
mark less investment in innovation activities
(Shinkle, Kriauciunas, and Hundley 2013; Su and
Si 2015). Additionally, the level of competitive
intensity is lower in most developing economies

compared to developed economies, resulting in
minor environmental changes (Estrin 2002; Su
and Si 2015; Wagner Mainardes, de Almeida, and
de-Oliveira 2019). A lower level of rivalry results
in less effort needed to attract new customers.
Low market dynamism and technological turbu-
lence reduces market dynamics, which means less
market data are available (Shinkle, Kriauciunas,
and Hundley 2013). In contrast, in an environ-
ment with a high level of competition, as is typ-
ical in developed economies, more market data –
critical for IMC effectiveness – is available for
companies (Butkouskaya, Llonch-Andreu, and
Alarc�on-Del-Amo 2019). Additionally, for com-
panies in developed economies, the implementa-
tion of new ICTs is critical in gaining additional
competitive advantage (Mulhern 2009; Shinkle,
Kriauciunas, and Hundley 2013). Given that up-
to-date market information is critical for success-
ful IMC implementation (Mihart 2012), a lack of
market information can negatively affect firms’
decision-making processes and the effectiveness
of IMC in addressing customer’s needs and wants
in relation to “what” (message) and “how” (chan-
nel) to communicate (Zhou and Li 2010). Thus,
we posit as follows:

H1a: The economy type moderates the relationship
between customer orientation and IMC.

H2a: The economy type moderates the relationship
between technology orientation and IMC.

Some empirical studies have demonstrated the
moderating effect of market dynamism on the
relationship between a firm’s capabilities and
organizational performance, showing show that
this effect is weaker in the less dynamic environ-
ments typical of developing economies
(Butkouskaya, Llonch-Andreu, and Alarc�on-Del-
Amo 2019; Li and Liu 2014). On the other hand,
in more dynamic environments, with a higher
number of competitive threats, environmental
turbulence reduces the competitive position and
the potential value of current ordinary capabil-
ities. This forces companies to apply frequent
and complex changes and reinforces the import-
ance of effective dynamic capabilities (Li and Liu
2014). Thus, IMC outcomes are significantly
stronger in a developed economy compared to a
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developing economy. In such environments, even
knowing the possibilities that may be brought by
the implementation of new technologies, firms
prefer to avoid the risky investments related to
their implementation (Schrey€ogg and Kliesch-
Eberl 2007; Su and Si 2015). In developing
economies, therefore, the relationship between
IMC and organizational performance may
become weaker or even harmful compared to in
more developed economies (Li and Liu 2014).
Thus, we propose the following hypotheses:

H3a: The economy type moderates the relationship
between IMC and customer satisfaction.

H4a: The economy type moderates the relationship
between IMC and word-of-mouth.

H5a: The economy type moderates the relationship
between IMC and repurchase intention.

H6a: The economy type moderates the relationship
between customer satisfaction and word-of-mouth.

H7a: The economy type moderates the
relationship between customer satisfaction and
repurchase intention.

Data collection and analysis

Context

Primary data from customers in two different
economies – Spain and Belarus – were collected
to obtain insights into the moderating effects of
economy type. Spain represents a developed
economy (Gonz�alez-Benito et al. 2014), whereas
Belarus is a developing economy still in transition
from a central-planning system (Estrin 2002;
Marples 2013). Thus, in Belarus, as in most
developing economies, the levels of competitive
intensity, market dynamism, and technological
turbulence are lower than in developed econo-
mies, such as Spain (Shinkle, Kriauciunas, and
Hundley 2013).

Belarus has much lower levels of investment
and financial freedom than Spain (30 and 10 for
Belarus and 85 and 70 for Spain, respectively)
and is a less open market (The Heritage
Foundation 2018). On the basis of average data
for 2018, the media market in Belarus is signifi-
cantly smaller than in Spain, at 99.1 million USD

versus 6.92 billion USD (Marketing.by 2017;
Statista 20187; WebExpert.By 2019). The
Belarusian economy is significantly smaller than
the Spanish economy, at 59.662 billion USD ver-
sus 1.419 trillion USD (The World Bank 2018).
Belarus has a distinctively lower level of innov-
ation than Spain, ranked 88th and 28th in the
Global Innovation Index Report, respectively
(Dutta et al. 2018). While spending on market-
ing, including on IMC tools, as a share of GDP
is much higher in Spain (0.49%) than in Belarus
(0.17%), average annual growth in marketing
expenditure is much higher in Belarus (15%)
than in Spain (5.8%) (Santander 2020;
WebExpert.By 2019), confirming the develop-
mental dynamics of the Belarusian market.

However, the two countries also have some
similarities, firstly that both are located in Europe
and that both have shown significant economic
growth in recent years (The World Bank 2018).
Both have a high level of ICT development, with
scores of 27 for Spain and 32 for Belarus accord-
ing to the ICT Development Index, indicating
full availability and acceptance of technologies by
the corresponding populations (United Nations
International Telecommunication Union 2017).

Methodology

Data were collected in personal interviews in
Belarus and Spain from a customer survey based
on a written questionnaire (382 and 369
responses, respectively) administered in January
and February 2017. The profile parameters for
the customer sample focused on age, gender,
education and employment status to avoid any
moderating influence other than economy type in
the model.

The original questionnaire in English was
translated and back-translated to/from Russian
and Spanish (with no wording issues identified)
and was pretested using cognitive interviewing
and focus groups. At the beginning of the ques-
tionnaire, respondents were asked to choose a
branded product they had purchased in the pre-
vious 12months from a proposed industry (prod-
ucts of everyday use), suggested to the
respondents randomly (producers, with the focus
on the product; retailers, with the focus on the
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sale support service; and service companies, with
a service focus). An industry effect analysis
showed no significant differences between the
two countries. From this point, all the remaining
questions in the questionnaire were related to the
chosen brand.

To measure the main components of the
model, existing and widely used five-point Likert
scales from the literature were used (Appendix
A.1). Some scales were adapted to the conduct of
a customer survey, as the original scales were ori-
ented to the gathering of data from managers/
companies. Used to measure IMC with the focus
on the perceived consistency of communication
tools and media channels was the first
component of Lee and Park (2007) scale, called
“unified communications for consistent messages
and images”.

The causal hypotheses were tested using
covariance-based structural equation modeling
(SEM) and EQS 6.1 software. The reliability and
validity of the measurement model was assessed,
the structural model was assessed, hypothesis
testing was conducted, multi-group analysis
(MGA) of samples from the two countries
(Belarus and Spain) was conducted and, finally,
mediating effects were analyzed using the
Sobel test.

In the assessment of the reliability and validity
of the measurement model, items with standar-
dized coefficients of less than 0.5 were eliminated
to improve the scale (Hildebrandt, 1987). Results
of the convergent validity and discriminant valid-
ity assessments were satisfactory for both coun-
tries (Hair 2006). The prespecified measurement
model provided a good fit to the data based on

the number of fit statistics in Spain and Belarus
(Appendix A.1).

SEM analysis

The results of the SEM are summarized in
Table 1 and Figure 1.

The results show that while CO has a positive
influence on IMC (p< 0.01), the impact of TO
on IMC is not significant. Thus, the results sup-
port H1 and reject H2. IMC has a positive effect
on CS and RPI (p< 0.01) and also on WOM
(p< 0.1), so the results support H3, H4, and H5.
Additionally, CS positively influences WOM and
RPI (p< 0.01), confirming H6 and H7.

Multi-country analysis

Before the MGA was run, the measurement
invariance of the measurement instrument was
ensured using a three-step analysis (Hair 2006).
The results showed no significant differences in
the path relationships between Belarus and Spain
(Table 2).

The MGA was performed for samples from
the two countries (Belarus and Spain) to check
whether there was an economy-type moderating
effect (Table 1). The results of the MGA show
that the effects of IMC on the different elements
of post-purchase evaluation and behavior were
significantly different in the two countries, which
means a moderating effect existed, with those
relationships stronger in Belarus than in Spain:
IMC and CS (H3a: 1.353, p< 0.1; H3Belarus:
0.933, p< 0.01; H3Spain: 0.776, p< 0.01), IMC
and WOM (H4a: 1.251, p< 0.1; H4Belarus: 0.168,

Table 1. Structural model results and hypotheses testing for the multi-group country analysis.

H Path

Multigroup Model‡

Belarus Spain Country moderator effect

b t value b t value b t value D DS-Bv2 (Dg.l.¼2) p

H1 CO!IMC 0.937 ��� 5.684 S 0.929 ��� 5.912 0.984 ��� 5.951 H1a 0.091 0.812 ns R
H2 TO!IMC �0.060 ns �0.663 R �0.093 ns �0.858 0.011 ns 0.110 H2a 0.212 0.687 ns R
H3 IMC!CS 0.867 ��� 8.794 S 0.933 ��� 9.559 0.776 ��� 7.535 H3a 1.353 0.063 � S
H4 IMC!WOM 0.155 � 1.931 S 0.168 �� 1.961 0.127 � 1.721 H4a 1.251 0.078 � S
H5 IMC!RPI 0.475 ��� 3.275 S 0.480 ��� 3.251 0.333 ��� 3.590 H5a 1.050 0.070 � S
H6 CS!WOM 0.801 ��� 3.275 S 0.724 ��� 3.245 0.972 ��� 7.497 H6a 3.052 0.042 �� S
H7 CS!RPI 0.413 ��� 3.824 S 0.275 ��� 2.669 0.680 ��� 5.787 H7a 4.108 0.012 �� S

Notes: �p< 0.1; ��p< 0.05; ���p< 0.01; ns¼ non-significant. S¼ supported; R¼ rejected. b - standardized path coefficients, t value - robust t value.
CO¼ Customer Orientation; TO¼ Technological Orientation; IMC¼ Integrated Marketing Communications; CS¼ Customer Satisfaction; WOM¼Word-of-
Mouth recommendations; RPI¼ Repurchase Intention.

Model fit: ‡S-Bv2 (df¼ 402) ¼ 916.17; v2 ¼ 1251.12; RMSEA ¼ 0.06; SRMR ¼ 0.07; CFI ¼ 0.92; NNFI ¼ 0.90; NFI ¼ 0.87.
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p< 0.05; H4Spain: 0.127, p< 0.1), and IMC and
RPI (H5a: 1.050, p< 0.1; H5Belarus: 0.480,
p< 0.01; H5aSpain: 0.333, p< 0.01). In addition,
there were significant differences in the relation-
ship between the various elements of post-pur-
chase evaluation and behavior across the two
countries, with those relationships stronger in
Spain than in Belarus: CS and WOM (H6a:
3.052, p< 0.05; H6Belarus: 0.724, p< 0.01; H6Spain:
0.972, p< 0.01), and between CS and RPI (H7a:
4.108, p< 0.05; H7Belarus: 0.275, p< 0.01; H7Spain:
0.680, p< 0.01). Thus, hypotheses H3a to H7a
are supported. There were no significant differen-
ces in the relationships between CO and IMC
(H1a: 0.091, ns) or TO and IMC (H2a: 0.212, ns)
in the two countries, so hypotheses H1a and H2a
are rejected.

Analysis of mediation and indirect effects

To analyze the indirect effects, the suggestion
from Santos-Vijande et al. (2013) was used to

follow the procedures described by Preacher and
Hayes (2008) and Shrout and Bolger (2002). The
Sobel test (Sobel 1986) was used to measure the
statistical significance of the mediating effects.

CS had a partial mediation effect on the rela-
tionships between IMC and post-purchase behav-
ior (WOM and RPI) in both countries,
confirming H8 and H9, while CO had an indirect
effect on the components of post-purchase behav-
ior through IMC in the two economies (Table 3).

Conclusions, discussions and implications

This study contributes in many ways to academic
research and managerial practice. From a theoret-
ical perspective, the significant contribution is in
closing the gap between IMC studies in devel-
oped and developing economies. The inter-coun-
try comparative analysis is an initial attempt to
generalize the results of IMC research and con-
tribute toward cross-national marketing research.
The study also contributes to IMC concept

Figure 1. Hypotheses testing and inter-country analysis.

Table 2. Measurement invariance test.

Model S-Bv2 v2† g.l.

Dif.

Dg.l. p RMSEA SRMR† CFI NNFIS-Bv2‡

Single group solution (Belarus n 5 382; Spain n 5 369)
Belarus 229.24 340.38 120 0.05 0.05 0.91 0.91
Spain 209.06 288.63 120 0.05 0.05 0.91 0.93
Measurement invariance (n 5 751)
Equal form 438.95 629.05 240 0.05 0.05 0.91 0.93
Equal factor loadings 454.73 655.51 258 17.03 18 0.52 0.05 0.07 0.92 0.93

Notes: S-Bv2 - Satorra-Bentler chi-squared, v2 - chi-squared. †No robusts. ‡Calculate with the SBDIFF software.

JOURNAL OF INTERNATIONAL CONSUMER MARKETING 9



research from the customer point of view. It
makes an initial attempt to demonstrate the role
of IMC in translating company’s strategic efforts
into improving customer satisfaction, enhancing
WOM and RPI. Finally, the study adds to cus-
tomer behavior theory, specifically to the less
studied post-purchase stage.

Specifically, the implementation of an inter-
country analysis provides an opportunity to gen-
eralize the research results. MGA reveals some
similarities and significant differences between
two economy types (developed and developing)
as an essential contribution to cross-national
marketing analysis. The similarities are that CO
positively influences IMC, and, indirectly, post-
purchase behavior – but not TO. Like earlier
findings from the managers’ perspective, our
results from the customer’s point of view confirm
the direct positive effect of CO on IMC. As
expected, a company’s commitment to customer
needs has a strong positive influence on the cus-
tomer’s ability to integrate and perceive the value
of communication messages. Thus, the focus on a
better understanding of customer needs and
wants and on integrating all this knowledge into

providing a better value to customers improves
IMC effectiveness. However, contrary to expecta-
tions, our findings do not support the influence
of TO on IMC; this implies that customers’ per-
ceptions of a firm’s proactiveness in R&D and
new ICT implementation does not affect IMC. In
other words, customer integration of the various
communication messages received from different
channels cannot be improved merely by higher-
level implementation of new technologies in the
company. Even more, technology turbulence and
fast innovation may complicate message consist-
ency control over all the communication chan-
nels used by the company, with the result that
inconsistency may create confusion for the cus-
tomer. On the other hand, it is also difficult for
customers to integrate many forms of new and
fast-changing market information (Finne and
Gr€onroos 2017). They may even become over-
loaded, leading to the meaning of integrated mes-
sages being misunderstood (Shinkle, Kriauciunas,
and Hundley 2013).

The study of indirect effects in the IMC theor-
etical model provides more profound insights
into the suggestion that IMC can be a source of

Table 3. Indirect, total and mediation effects in the casual model.

Model Path
Direct

effect (DE)
Indirect

effects (IE)
Sobel
z value

Total effects
(DEþ IE)

Sign. Level
(two-tailed)

Mediation/
Indirect effect

Indirect effects
Belarus

through IMC
CO-CS 0.867 ��� IE

H1�H3 0.867 2.125
CO-WOM 0.155 �� IE

H1�H4 0.155 1.685
CO-RPI through IMC and CS 0.576 ��� IE

H1�H5; H1�H3�H7 0.450; 0.126 2.029
Spain

through IMC
CO-CS 0.764 ��� IE

H1*H3 0.764 3.963
CO-WOM 0.125 �� IE

H1*H4 0.125 1.663
CO-RPI through IMC and CS 0.847 ��� IE

H1�H5; H1�H3�H7 0.328; 0.519 2.893
Mediating effect of satisfaction
Belarus through CS
IMC-WOM 0.168�� 0.325 �� PM

H3�H4 0.157 1.457
IMC-RPI 0.480��� 0.615 �� PM

H3�H7 0.135 1.313
Spain through CS
IMC-WOM 0.127� 0.226 ��� PM

H3�H4 0.099 3.915
IMC-RPI 0.333��� 0.861 ��� PM

H3�H7 0.528 4.771

Note: �p< 0.1; ��p< 0.05; ���p< 0.01.
ns¼ non-significant. CO¼ Customer Orientation; TO¼ Technological Orientation; IMC¼ Integrated Marketing Communications; CS¼ Customer Satisfaction;
WOM¼Word-of-Mouth recommendations; RPI¼ Repurchase Intention. IE¼ Indirect Effect; PM¼ partial mediation.
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competitive advantage. The analysis supports ear-
lier findings from the managerial point of view
(Butkouskaya, Llonch-Andreu, and Alarc�on-Del-
Amo 2019). From the customer perspective, IMC
plays an indirect role in transferring the positive
effect of CO ton post-purchase evaluation and
behavior (CS, WOM, and RPI). Thus, IMC can
translate CO assets toward positively influencing
post-purchase customer evaluation and WOM
recommendations and increasing RPI.

As expected, the results from both developed
and developing economies support a positive
effect of IMC on post-purchase evaluation and
behavior. It confirms that positive communica-
tion experiences provided by perceived message
consistency in various media channels is posi-
tively and strongly related to CS. The results also
corroborate the positive effect of IMC on RPI.
This means that integration and long-term con-
sistency of communications have a positive effect
on the probability that customers will purchase
the brand again. However, the positive effect of
IMC on WOM recommendations is weak, due to
a significant partial mediation effect of CS reduc-
ing the strength of the relationship.

However, MGA confirms differences in the
strength of relationship between IMC and the
elements of post-purchase evaluation and
behavior in a cross-national environment.
Unexpectedly, IMC behavioral outcomes are sig-
nificantly stronger in a developing economy, like
Belarus, than in a developed economy, like Spain.
This means that in an environment with a lower
level of marketing activities and a less technology
implementation, IMC has a stronger impact on
customer post-purchase evaluation and behavior.
It may be that the integration of communication
messages is easier for customers in a developing
economy because of the lower volume of infor-
mation that customers are required to integrate
and understand. Also, less external noise from
competitors results in less misunderstanding. It
seems to be more comfortable for customers to
integrate the meaning of communications when
they receive fewer messages. Also, more correct
perceived value creates more adequate expecta-
tions. The fit between expectations and experien-
ces positively affects post-purchase evaluation
and, as a result, leads to a higher satisfaction.

The inter-country analysis also suggests differ-
ences in developed and developing economies in
the strength of CS effects on WOM and RPI,
which are significantly stronger in the developed
economy (Spain). This implies that an increasing
amount of marketing communications and media
channels makes it increasingly difficult for cus-
tomers to integrate and make sense of firms’
communication messages. Customers from devel-
oped economies, being overloaded with market
information, may misunderstand the messages,
form an incorrect perceived value and, as a
result, make incorrect purchase decisions (Mihart
2012). Thus, in economies with high levels of
market and technology turbulence, customers, in
making post-purchase decisions, rely more on
their own experience rather than on a firm’s
communication messages.

To the best of the authors’ knowledge, this is
pioneering research in terms of making an initial
effort to close the gap in the analysis of IMC
strategic antecedents and behavioral outcomes
from the customer perspective. It contributes to
IMC concept research by considering the two-
way nature of communications, with both com-
pany and customer participating in the message
integration process (Lee and Park 2007;
Schultz 2016).

This research also contributes toward a deeper
understanding of the impact of post-purchase
evaluation on IMC behavioral outcomes. It con-
firms previous suggestions on the significant role
of CS in customer behavior (Voss, Godfrey, and
Seiders 2010). Specifically, CS reduces the positive
effect of IMC on RPI. This suggests that CS
decreases IMC effectiveness as an instrument for
enhancing positive WOM and RPI, because CS
itself has a powerful effect on WOM and RPI.

From a practical perspective, the cross-national
comparative analysis of IMC implementation in
developed and developing economies may be use-
ful in decision-making about marketing
budget allocations and marketing tactics in differ-
ent types of markets. Interestingly, in a develop-
ing economy, compared to a developed one,
message consistency has a stronger positive effect
on CS and on building RPI. Due to the lower
number of messages received, the process of mes-
sage integration and sense-making is easier for
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customers. In a market with moderate dynamics,
the amount of communications received does not
overload customers, so they can register all mes-
sages that the firm sends and do not miss out on
information. Customers also will understand
more clearly the company’s communications,
more easily separate those messages from other
external information available, form a more cor-
rect perceived value of interactions, and build
more realistic per-purchase expectations – all of
which create a positive communication experi-
ence. In turn, in a developed economy, compa-
nies need to pay much more attention to
integrating communication messages. It is essen-
tial to control communication inside the com-
pany but also to check the external information
available in the customer ecosystem. WOM com-
munications or communications from the com-
pany’s competitors may generate noise and lead
to potential customer confusion.

Interestingly, in the market with more intense
market and technology turbulence, CS plays a
more critical role in building RPI. This would
suggest that, in dynamic markets, communica-
tions have a lower impact on customers because
these have a lower level of institutional trust and
rely more on their personal experience (Ndubisi,
Malhotra, and Wah 2008). In developing econo-
mies with lower marketing activity, customers
still tend to trust the communication messages
even after having their own consump-
tion experience.

In both developed and developing markets, in
order to improve customers’ perceptions of the
integration of communication messages, firms
need to focus on collecting customer data about
“what” (message) and “how” (channel) to com-
municate. However, a company image of being
proactive in R&D and technology innovation has
no impact on the customer perceived value of
communication integration; indeed, it may hap-
pen that technological innovation induces the
opposite effect. The increased volume of up-to-
date information that the company communi-
cates to customers through an increased number
of channels complicates control over message
consistency (Zhou and Li 2010). For the cus-
tomer, an excessive amount of fast-changing
information communicated through numerous

channels can produce difficulties in integrating
messages, resulting in overload and confusion
(Shinkle, Kriauciunas, and Hundley 2013; Finne
and Gr€onroos 2017). In both developed and
developing markets, the implementation of IMC
to provide extra value to customers has a positive
effect on IMC outcomes. Firms, if aiming to
improve CS, should pay much attention to mes-
sage and channel consistency. More specifically,
CS with the purchase will depend greatly on cor-
rectly formed pre-purchase expectations.
Purchase evaluation will be positive when per-
ceived quality as revealed from consumption con-
firms pre-purchase expectations. Thus, given the
two-way nature of communications, a company’s
activities, as message sender, in communication
integration will facilitate message integration and
sense-making by the customer, as message
receiver. It helps to avoid misunderstandings
when forming the value of the communication
message and to create more realistic pre-purchase
expectations. Even more, maintaining message
and channel consistency over time will help the
company increase RPI and, as a consequence,
increase customer retention.

However, the effects of communication mes-
sage consistency on WOM and RPI are weakened
by a strong CS mediation effect. Thus, aiming to
influence WOM and RPI, companies should pay
extra attention to CS levels. A decrease in CS
may reduce the effects of the company’s commu-
nication activities aimed at motivating customers
to post reviews and recommendations, and to
repeat purchases.

Additionally, as has been found elsewhere
(Zhang, Liang, and Wang 2016), the results for
both market types confirm that the company can
apply IMC as a capability which transfers an add-
itional positive effect from marketing assets
toward customer performance. More specifically,
IMC can transfer an additional positive effect of
CO to post-purchase behavior, possibly bringing
an additional competitive advantage. Through
consistent messages, customers better perceive
efforts by the company aimed at understanding
and satisfying their interests and needs. This cre-
ates trust, and indirectly, affects satisfaction and
helps build customer relationships, enhancing
intentions to make recommendations or to
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repurchase (Finne and Gr€onroos 2017; Ndubisi,
Malhotra, and Wah 2008)

Limitations and future research

This study, like most pioneering research, has
some limitations that represent several opportuni-
ties for future research. The parameters charac-
terizing customers’ current financial situation/
income, average buying ability, and price sensitiv-
ity could, for instance, be fixed in future research,
bearing in mind also, that parameters related to
customers’ characteristics, such as motives, val-
ues, lifestyle, and personality, may influence IMC
(Darley, Blankson, and Luethge 2010). Moreover,
as specific product/service attributes may influ-
ence customer choices (Phau and Meng Poon
2000), brand characteristics as controlled parame-
ters could be applied in modeling. It would also
be useful to analyze various groups of products/
services based on frequency of use, period of use,
cost, level of differentiation, and other
characteristics.

To measure IMC, 5 of the 18 items in the ori-
ginal Lee and Park (2007) scale were used, con-
sidering communication consistency as the only
part of the IMC concept that could be evaluated
by customers. Thus, the scale to measure IMC
from the customer’s point of view needs to be
further improved. RPI may vary depending on
time and other factors, such as the customer’s
current situation. Thus, in further research, dif-
ferent settings for the timeframe of the study
could be applied (Mittal and Kamakura 2001).
Also, future research could further analyze the
influence of economic and cultural differences in
the theoretical model for other countries and
other economy types. Finally, the unexpected
finding regarding the lack of a direct relationship
between TO and IMC would suggest that this
relationship and the nature of the unexpected
finding both need to be further analyzed.

ORCID

Vera Butkouskaya http://orcid.org/0000-0002-6963-3872
Joan Llonch-Andreu http://orcid.org/0000-0002-
1624-3133
Mar�ıa-del-Carmen Alarc�on-del-Amo http://orcid.org/
0000-0002-5195-3923

References

Anderson, E. W., and M. W. Sullivan. 1993. The antece-
dents and consequences of customer satisfaction for
firms. Marketing Science 12 (2):125–43. doi: 10.1287/
mksc.12.2.125.

Ballantyne, D., and R. J. Varey. 2006. Creating value-in-use
through marketing interaction: The exchange logic of
relating, communicating and knowing. Marketing Theory
6 (3):335–48. doi: 10.1177/1470593106066795.

Bruhn, M., and S. Schnebelen. 2017. Integrated marketing
communication: From an instrumental to a customer-
centric perspective. European Journal of Marketing 51 (3):
464–89. doi: 10.1108/EJM-08-2015-0591.

Butkouskaya, V., J. Llonch-Andreu, and M.-D.-C. Alarc�on-
Del-Amo. 2019. Strategic antecedents and organisational
consequences of IMC in different economy types. Journal
of Marketing Communications :1–22. [published online].
doi: 10.1080/13527266.2019.1633551.

Darley, W. K., C. Blankson, and D. J. Luethge. 2010.
Toward an integrated framework for online consumer
behavior and decision-making process: A review.
Psychology and Marketing 27 (2):94–116. doi: 10.1002/
mar.20322.

Duncan, T., and S. E. Moriarty. 1998. A communication-
based marketing model for managing relationships.
Journal of Marketing 62 (2):1–13. doi: 10.2307/1252157.

Dutta, S., R. E. Reynoso, A. Garanasvili, K. Saxena, B.
Lanvin, S. Wunsch-Vincent, L. Rivera Le�on, and F.
Guadagno. 2018. The global innovation index 2018:
Energizing the World with Innovation. Global Innovation
Index 2018 1.

Estrin, S. 2002. Competition and corporate governance in
transition. Journal of Economic Perspectives 16 (1):101–24.
doi: 10.1257/0895330027139.

Finne, Å., and C. Gr€onroos. 2009. Rethinking marketing
communication: From integrated marketing communica-
tion to relationship communication. Journal of Marketing
Communications 15 (2–3):179–95. doi: 10.1080/
13527260902757654.

Finne, Å., and C. Gr€onroos. 2017. Communication-in-use:
Customer-integrated marketing communication.
European Journal of Marketing 51 (3):445–63. doi: 10.
1108/EJM-08-2015-0553.

Gatignon, H., and J.-M. Xuereb. 1997. Strategic orientation
of the firm and new product performance. Journal of
Marketing Research 34 (1):77–90. doi: 10.2307/3152066.

Gonz�alez-Benito, �O., Gonz�alez-Benito, J., & Mu~noz-Gallego,
P. A. (2014). On the consequences of market orientation
across varied environmental dynamism and competitive
intensity levels. Journal of Small Business Management
52 (1):1–21

Hair, J. F. 2006. Multivariate data analysis. India: Pearson
Education.

Hellier, P. K., G. M. Geursen, R. A. Carr, and J. A. Rickard.
2003. Customer repurchase intention: A general

JOURNAL OF INTERNATIONAL CONSUMER MARKETING 13

https://doi.org/10.1287/mksc.12.2.125
https://doi.org/10.1287/mksc.12.2.125
https://doi.org/10.1177/1470593106066795
https://doi.org/10.1108/EJM-08-2015-0591
https://doi.org/10.1080/13527266.2019.1633551
https://doi.org/10.1002/mar.20322
https://doi.org/10.1002/mar.20322
https://doi.org/10.2307/1252157
https://doi.org/10.1257/0895330027139
https://doi.org/10.1080/13527260902757654
https://doi.org/10.1080/13527260902757654
https://doi.org/10.1108/EJM-08-2015-0553
https://doi.org/10.1108/EJM-08-2015-0553
https://doi.org/10.2307/3152066


structural equation model. European Journal of Marketing
37 (11/12):1762–800. doi: 10.1108/03090560310495456.

Hildebrandt, L. 1987. Consumer retail satisfaction in rural
areas: A reanalysis of survey data. Journal of Economic
Psychology 8 (1):19–42. doi:10.1016/0167-4870(87)90004-3.

Kim, A. J., and E. Ko. 2012. Do social media marketing
activities enhance customer equity? An empirical study of
luxury fashion brand. Journal of Business Research 65
(10):1480–6. doi: 10.1016/j.jbusres.2011.10.014.

Kitchen, P. J. 2017. Integrated marketing communications.
Evolution, current status, future developments. European
Journal of Marketing 51 (3):394–405. doi: 10.1108/EJM-
06-2016-0362.

Kliatchko, J. G. 2008. Revisiting the IMC construct: A
revised definition and four pillars. International Journal
of Advertising 27 (1):133–60. doi: 10.1080/02650487.2008.
11073043.

Kliatchko, J. G., and D. E. Schultz. 2014. Twenty years of
IMC: A study of CEO and CMO perspectives in the
Asia-Pacific region. International Journal of Advertising
33 (2):373–90. doi: 10.2501/IJA-33-2-373-390.

Lee, D. H., and C. W. Park. 2007. Conceptualization and
measurement of multidimensionality of integrated mar-
keting communications. Journal of Advertising Research
47 (3):222–36. doi: 10.2501/S0021849907070274.

Li, D.-y., and J. Liu. 2014. Dynamic capabilities, environ-
mental dynamism, and competitive advantage: Evidence
from China. Journal of Business Research 67 (1):2793–9.
doi: 10.1016/j.jbusres.2012.08.007.

Marketing.by. 2017. “Review of the advertising market in
Belarus in 2015. Projections for 2016”. Accessed February
12, 2017. http://marketing.by/analitika/obzor-reklamnogo-
rynka-belarusi-v-2015-godu-prognozy-na-2016-god/.

Marples, D. 2013. Belarus: A denationalized nation. London:
Routledge.

Mihart, C. 2012. Impact of integrated marketing communi-
cation on consumer behaviour: Effects on consumer deci-
sion-making process. International Journal of Marketing
Studies 4 (2):121. doi: 10.5539/ijms.v4n2p121.

Mittal, V., and W. A. Kamakura. 2001. Satisfaction, repur-
chase intent, and repurchase behavior: Investigating the
moderating effect of customer characteristics. Journal of
Marketing Research 38 (1):131–42. doi: 10.1509/jmkr.38.1.
131.18832.

Moon, S.-J., J. P. Costello, and D.-M. Koo. 2017. The
impact of consumer confusion from eco-labels on nega-
tive WOM, distrust, and dissatisfaction. International
Journal of Advertising 36 (2):246–71. doi: 10.1080/
02650487.2016.1158223.

Mulhern, F. 2009. Integrated marketing communications:
From media channels to digital connectivity. Journal of
Marketing Communications 15 (2–3):85–101. doi: 10.
1080/13527260902757506.

Narver, J. C., and S. F. Slater. 1990. The effect of a market
orientation on business profitability. Journal of Marketing
54 (4):20–35. doi: 10.2307/1251757.

Ndubisi, N. O., N. K. Malhotra, and C. K. Wah. 2008.
Relationship marketing, customer satisfaction and loyalty:
A theoretical and empirical analysis from an Asian per-
spective. Journal of International Consumer Marketing 21
(1):5–16. doi: 10.1080/08961530802125134.

Nowak, G. J., and J. Phelps. 1994. Conceptualizing the inte-
grated marketing communications’ phenomenon: An
examination of its impact on advertising practices and its
implications for advertising research. Journal of Current
Issues & Research in Advertising 16 (1):49–66. doi: 10.
1080/10641734.1994.10505012.

Peltier, J. W., J. A. Schibrowsky, and D. E. Schultz. 2003.
Interactive integrated marketing communication:
Combining the power of IMC, the new media and data-
base marketing. International Journal of Advertising 22
(1):93–115. doi: 10.1080/02650487.2003.11072841.

Phau, I., and S. Meng Poon. 2000. Factors influencing the
types of products and services purchased over the
Internet. Internet Research 10 (2):102–13. doi: 10.1108/
10662240010322894.

Preacher, K. J., and A. F. Hayes. 2008. Asymptotic and
resampling strategies for assessing and comparing indir-
ect effects in multiple mediator models. Behavior
Research Methods 40 (3):879–91. doi: 10.3758/BRM.40.3.
879.

Sandes, F. S., and A. T. Urdan. 2013. Electronic word-of-
mouth impacts on consumer behavior: Exploratory and
experimental studies. Journal of International Consumer
Marketing 25 (3):181–97. doi: 10.1080/08961530.2013.
780850.

Santander. 2020. Spain: Reaching the consumer. Accessed
January 2020. https://santandertrade.com/en/portal/ana-
lyse-markets/spain/reaching-the-consumers.

Santos-Vijande, M. L., A. B. del R�ıo-Lanza, L. Su�arez-
�Alvarez, and A. M. D�ıaz-Mart�ın. 2013. The brand man-
agement system and service firm competitiveness. Journal
of Business Research 66 (2):148–57. doi: 10.1016/j.jbusres.
2012.07.007.

Schrey€ogg, G., and M. Kliesch-Eberl. 2007. How dynamic
can organizational capabilities be? Towards a dual-pro-
cess model of capability dynamization. Strategic
Management Journal 28 (9):913–33. doi: 10.1002/smj.613.

Schultz, D. E. 1993. Integrated marketing communications:
Maybe definition is the point of view. Marketing News 27
(1).

Schultz, D. E. 2016. The future of advertising or whatever
we’re going to call it. Journal of Advertising 45 (3):
276–85. doi: 10.1080/00913367.2016.1185061.

Schultz, D., G. Chu, and B. Zhao. 2016. IMC in an emerg-
ing economy: The Chinese perspective. International
Journal of Advertising 35 (2):200–15. doi: 10.1080/
02650487.2015.1014775.

Schultz, D. E., and E. C. Malthouse. 2017. Interactivity,
marketing communication, and emerging markets: A way
forward. Journal of Current Issues & Research in
Advertising 38 (1):17–30. doi: 10.1080/10641734.2016.
1233152.

14 V. BUTKOUSKAYA ET AL.

https://doi.org/10.1108/03090560310495456
https://doi.org/10.1016/0167-4870(87)90004-3
https://doi.org/10.1016/j.jbusres.2011.10.014
https://doi.org/10.1108/EJM-06-2016-0362
https://doi.org/10.1108/EJM-06-2016-0362
https://doi.org/10.1080/02650487.2008.11073043
https://doi.org/10.1080/02650487.2008.11073043
https://doi.org/10.2501/IJA-33-2-373-390
https://doi.org/10.2501/S0021849907070274
https://doi.org/10.1016/j.jbusres.2012.08.007
http://marketing.by/analitika/obzor-reklamnogo-rynka-belarusi-v-2015-godu-prognozy-na-2016-god/
http://marketing.by/analitika/obzor-reklamnogo-rynka-belarusi-v-2015-godu-prognozy-na-2016-god/
https://doi.org/10.5539/ijms.v4n2p121
https://doi.org/10.1509/jmkr.38.1.131.18832
https://doi.org/10.1509/jmkr.38.1.131.18832
https://doi.org/10.1080/02650487.2016.1158223
https://doi.org/10.1080/02650487.2016.1158223
https://doi.org/10.1080/13527260902757506
https://doi.org/10.1080/13527260902757506
https://doi.org/10.2307/1251757
https://doi.org/10.1080/08961530802125134
https://doi.org/10.1080/10641734.1994.10505012
https://doi.org/10.1080/10641734.1994.10505012
https://doi.org/10.1080/02650487.2003.11072841
https://doi.org/10.1108/10662240010322894
https://doi.org/10.1108/10662240010322894
https://doi.org/10.3758/BRM.40.3.879
https://doi.org/10.3758/BRM.40.3.879
https://doi.org/10.1080/08961530.2013.780850
https://doi.org/10.1080/08961530.2013.780850
https://santandertrade.com/en/portal/analyse-markets/spain/reaching-the-consumers
https://santandertrade.com/en/portal/analyse-markets/spain/reaching-the-consumers
https://doi.org/10.1016/j.jbusres.2012.07.007
https://doi.org/10.1016/j.jbusres.2012.07.007
https://doi.org/10.1002/smj.613
https://doi.org/10.1080/00913367.2016.1185061
https://doi.org/10.1080/02650487.2015.1014775
https://doi.org/10.1080/02650487.2015.1014775
https://doi.org/10.1080/10641734.2016.1233152
https://doi.org/10.1080/10641734.2016.1233152


Schultz, D. E., and C. H. Patti. 2009. The evolution of IMC:
IMC in a customer-driven marketplace. Journal of
Marketing Communications 15 (2–3):75–84. doi: 10.1080/
13527260902757480.

�Seri�c, M. 2017. Relationships between social Web, IMC and
overall brand equity: An empirical examination from the
cross-cultural perspective. European Journal of Marketing
51 (3):646–67. doi: 10.1108/EJM-08-2015-0613.

�Seri�c, M. 2018. Content analysis of the empirical research
on IMC from 2000 to 2015. Journal of Marketing
Communications 24 (7):647–85. doi: 10.1080/13527266.
2016.1184708.

�Seri�c, M., I. Gil-Saura, and -D. Ozreti�c-Do�sen. 2015. Insights
on integrated marketing communications:
Implementation and impact in hotel companies.
International Journal of Contemporary Hospitality
Management 27 (5):958–79. doi: 10.1108/IJCHM-12-
2013-0568.

Shinkle, G. A., A. P. Kriauciunas, and G. Hundley. 2013.
Why pure strategies may be wrong for transition econ-
omy firms. Strategic Management Journal 34 (10):
1244–54. doi: 10.1002/smj.2060.

Shrout, P. E., and N. Bolger. 2002. Mediation in experimen-
tal and nonexperimental studies: New procedures and
recommendations. Psychological Methods 7 (4):422–45.
doi: 10.1037/1082-989X.7.4.422.

Sobel, M. E. 1986. Some new results on indirect effects and
their standard errors in covariance structure models.
Sociological Methodology 16:159. doi: 10.2307/270922.

Statista. 2017. Advertising spending in Spain in
2011� 2018. Accessed February 12, 2017. https://www.
statista.com/statistics/237015/advertising-expenditure-in-
spain/.

Steenkamp, J. -B E. 2001. The role of national culture in
international marketing research. International Marketing
Review 18 (1):30–44. doi: 10.1108/02651330110381970.

Su, Y., and S. Si. 2015. What motivates financial innovation
across countries? The influences of performance aspir-
ation and economic freedom. Management International
Review 55 (4):563–87. doi: 10.1007/s11575-014-0237-0.

The Heritage Foundation. 2018. 2018 Index of Economic
Freedom. Accessed 1 November 2018. http://www.heri-
tage.org/index/ranking.

The World Bank. 2018. GDP (current US$) - Spain,
Belarus. Accessed January 2020. https://data.worldbank.
org/indicator/NY.GDP.MKTP.CD?locations=ES-BY.

United Nations International Telecommunication Union.
2017. ICT Development Index 2017. Accessed February
18, 2018. http://www.itu.int/net4/itu-d/idi/2017/index.
html.

Von Freymann, J. W. 2010. An IMC process framework for
a communications-based services marketing model.
Journal of Promotion Management 16 (4):388–410. doi:
10.1080/10496491003595510.

Voss, G. B., A. Godfrey, and K. Seiders. 2010. How comple-
mentarity and substitution alter the customer satisfac-
tion–repurchase link. Journal of Marketing 74 (6):111–27.
doi: 10.1509/jmkg.74.6.111.

Wagner Mainardes, E., C. M. de Almeida, and M. de-
Oliveira. 2019. e-Commerce: An analysis of the factors
that antecede purchase intentions in an emerging market.
Journal of International Consumer Marketing 31 (5):447-
468. doi: 10.1080/08961530.2019.1605643.

WebExpert.By. 2019. Advertising market in Belarus in num-
bers 2019. Accessed January 2020. http://www.webexpert.
by/wp-content/uploads/2019/03/Natalya-Sinkevich.-
Ryinok-internet-reklamyi-Belarusi-v-tsifrah_2019-1.pdf.

Zahay, D., C. H. Mason, and J. A. Schibrowsky. 2009. The
present and future of IMC and database marketing.
International Journal of Integrated Marketing
Communications 1 (2):13–30.

Zhang, H., X. Liang, and S. Wang. 2016. Customer value
anticipation, product innovativeness, and customer life-
time value: The moderating role of advertising strategy.
Journal of Business Research 69 (9):3725–30. doi: 10.1016/
j.jbusres.2015.09.018.

Zhou, K. Z., and C. B. Li. 2010. How strategic orientations
influence the building of dynamic capability in emerging
economies. Journal of Business Research 63 (3):224–31.
doi: 10.1016/j.jbusres.2009.03.003.

JOURNAL OF INTERNATIONAL CONSUMER MARKETING 15

https://doi.org/10.1080/13527260902757480
https://doi.org/10.1080/13527260902757480
https://doi.org/10.1108/EJM-08-2015-0613
https://doi.org/10.1080/13527266.2016.1184708
https://doi.org/10.1080/13527266.2016.1184708
https://doi.org/10.1108/IJCHM-12-2013-0568
https://doi.org/10.1108/IJCHM-12-2013-0568
https://doi.org/10.1002/smj.2060
https://doi.org/10.1037/1082-989X.7.4.422
https://doi.org/10.2307/270922
https://www.statista.com/statistics/237015/advertising-expenditure-in-spain/
https://www.statista.com/statistics/237015/advertising-expenditure-in-spain/
https://www.statista.com/statistics/237015/advertising-expenditure-in-spain/
https://doi.org/10.1108/02651330110381970
https://doi.org/10.1007/s11575-014-0237-0
http://www.heritage.org/index/ranking
http://www.heritage.org/index/ranking
https://data.worldbank.org/indicator/NY.GDP.MKTP.CD?locations=ES-BY
https://data.worldbank.org/indicator/NY.GDP.MKTP.CD?locations=ES-BY
http://www.itu.int/net4/itu-d/idi/2017/index.html
http://www.itu.int/net4/itu-d/idi/2017/index.html
https://doi.org/10.1080/10496491003595510
https://doi.org/10.1509/jmkg.74.6.111
https://doi.org/10.1080/08961530.2019.1605643
http://www.webexpert.by/wp-content/uploads/2019/03/Natalya-Sinkevich.-Ryinok-internet-reklamyi-Belarusi-v-tsifrah_2019-1.pdf
http://www.webexpert.by/wp-content/uploads/2019/03/Natalya-Sinkevich.-Ryinok-internet-reklamyi-Belarusi-v-tsifrah_2019-1.pdf
http://www.webexpert.by/wp-content/uploads/2019/03/Natalya-Sinkevich.-Ryinok-internet-reklamyi-Belarusi-v-tsifrah_2019-1.pdf
https://doi.org/10.1016/j.jbusres.2015.09.018
https://doi.org/10.1016/j.jbusres.2015.09.018
https://doi.org/10.1016/j.jbusres.2009.03.003


Ap
pe
nd

ix
A.
1.

Th
e
as
se
ss
m
en
t
of

th
e
re
lia
bi
lit
y
an
d
va
lid
ity

of
th
e
m
ea
su
re
m
en
t
m
od

el

Ite
m
s

Va
ria
bl
es

Be
la
ru
s

Sp
ai
n

Fa
ct
or

lo
ad
in
g

t
Fa
ct
or

lo
ad
in
g

t

Cu
st
om

er
or
ie
nt
at
io
n
(c
us
to
m
er
-p
er
ce
iv
ed

)
5

CO
(N
ar
ve
r
an
d
Sl
at
er

19
90
)
(a
;
CR

;A
VE
:B

el
ar
us

0.
81
;0

.8
9;

0.
86

an
d
Sp
ai
n
0.
83
;
0.
75
;
0.
51
)

CO
1.

(B
ra
nd

)
is
st
ro
ng

ly
co
m
m
itt
ed

to
yo
ur

ne
ed
s.

0.
79

19
.9
6

0.
79

13
.4
8

CO
2.

(B
ra
nd

’s)
pr
od

uc
ts
/s
er
vi
ce
s
cr
ea
te

va
lu
e
fo
r
yo
u.

0.
74

16
.1
4

0.
57

8.
55

CO
3.

(B
ra
nd

)
is
in
te
re
st
ed

in
w
ha
t
pr
od

uc
ts
/s
er
vi
ce
s
yo
u
w
ill
ne
ed

in
th
e
fu
tu
re
.

0.
77

14
.2
3

0.
75

12
.2
3

CO
4.

(B
ra
nd

)
sa
tis
fie
s
yo
ur

ne
ed
s.
�

CO
5.

(B
ra
nd

)
se
nd

s
yo
u
su
rv
ey
s
to

as
se
ss

th
e
qu

al
ity

of
th
ei
r
pr
od

uc
ts

an
d
se
rv
ic
es
.�

CO
6.

(B
ra
nd

)
su
pp

or
ts

yo
u
w
ith

af
te
r-
sa
le
s
se
rv
ic
e.

�
0.
69

12
.3
1

0.
71

11
.4
5

Te
ch
no

lo
gy

or
ie
nt
at
io
n
(c
us
to
m
er
-p
er
ce
iv
ed

)
5

TO
(G
at
ig
no

n
an
d
Xu

er
eb

19
97
)
(a
;
CR

;A
VE
:B

el
ar
us

0.
81
;
0.
77
;
0.
53
,
an

d,
Sp
ai
n
0.
82
;
0.
79
;
0.
55
)

TO
1.

(B
ra
nd

’s
)
ne
w

pr
od

uc
ts
/s
er
vi
ce
s/
co
m
m
un

ic
at
io
ns

ar
e
al
w
ay
s
ha
s
up

-t
o-
da
te

te
ch
no

lo
gy
.

0.
71

18
.8
1

0.
72

11
.2
9

TO
2.

Re
la
tiv
e
to

ot
he
r
br
an
ds
,(
Br
an
d’
s)
ne
w

pr
od

uc
ts
/s
er
vi
ce
s
ar
e
m
or
e
am

bi
tio

us
.

0.
71

14
.4
5

0.
76

11
.9
9

TO
3.

(B
ra
nd

)
is
ve
ry

pr
oa
ct
iv
e
in

th
e
co
ns
tr
uc
tio

n
of

ne
w

te
ch
ni
ca
ls
ol
ut
io
ns

to
an
sw

er
m
y
ne
ed
s.
�

TO
4.

(B
ra
nd

)
is
al
w
ay
s
th
e
fir
st

on
e
to

us
e
a
ne
w

te
ch
no

lo
gy

fo
r
its

ne
w

pr
od

uc
t/
se
rv
ic
e
de
ve
lo
pm

en
t.

0.
76

16
.4
4

0.
76

11
.1
3

Cu
st
om

er
-In

te
gr
at
ed

M
ar
ke
ti
ng

Co
m
m
un

ic
at
io
ns

5
IM

C
(L
ee

an
d
Pa
rk

20
07
)
(a
;
CR

;
AV

E:
Be
la
ru
s
0.
81
;
0.
80
;
0.
50
,a

nd
,S

pa
in

0.
80
;
0.
79
;
0.
50
)

Co
ns
is
te
nc
y
th
ro
ug

h
th
e
co
m
m
un

ic
at
io
n
to
ol
s
an

d
ch
an

ne
ls
IM
C1
.(
Br
an
d’
s)
in
te
nd

ed
m
es
sa
ge

is
co
ns
is
te
nt
ly
de
liv
er
ed

th
ro
ug

h
al
lc
om

m
un

ic
at
io
n
ch
an
ne
ls
(e
.g
.,
ad
ve
rt
is
in
g,

pa
ck
ag
in
g,

di
re
ct

m
ai
l,
et
c.
).

0.
72

14
.6
3

0.
60

6.
61

Vi
su
al

co
ns
is
te
nc
y
of

th
e
m
es
sa
ge

IM
C2
.(
Br
an
d)

m
ai
nt
ai
ns

co
ns
is
te
nc
y
in

al
lv

is
ua
lc
om

po
ne
nt
s
of

its
co
m
m
un

ic
at
io
n
(e
.g
.,
tr
ad
em

ar
ks
,l
og

os
,m

od
el
s
an
d
co
lo
r)
.

0.
73

15
.1
1

0.
69

7.
16

Li
ng

ui
st
ic
co
ns
is
te
nc
y
of

th
e
m
es
sa
ge

IM
C3
.(
Br
an
d)

m
ai
nt
ai
ns

co
ns
is
te
nc
y
in

al
ll
in
gu

is
tic

co
m
po

ne
nt
s
(e
.g
.,
sl
og

an
s)
of

co
m
m
un

ic
at
io
n
in

al
lm

ed
ia
.�

Br
an

d
im
ag

e
co
ns
is
te
nc
y

IM
C4
.(
Br
an
d)

ha
s
a
co
ns
is
te
nt

br
an
d
im
ag
e.

0.
70

11
.7
9

0.
75

9.
97

Lo
ng

-t
er
m

co
ns
is
te
nc
y

IM
C5
.(
Br
an
d)

do
es

no
t
al
te
r
th
e
br
an
d
im
ag
e,
ev
en

as
its

co
nt
ex
t
ch
an
ge
s,
bu

t
m
ai
nt
ai
ns

its
co
ns
is
te
nc
y
fr
om

th
e
lo
ng

-t
er
m

pe
rs
pe
ct
iv
e.

0.
65

10
.9
5

0.
78

13
.2
5

Cu
st
om

er
sa
ti
sf
ac
ti
on

5
CS

(H
el
lie
r
et

al
.2

00
3)

(a
;
CR

;A
VE
:B

el
ar
us

0.
87
;
0.
85
;
0.
65

an
d
Sp
ai
n
0.
91
;
0.
90
;
0.
74
)

CS
1.

M
y
de
ci
si
on

to
pu

rc
ha
se

pr
od

uc
t/
se
rv
ic
e
fr
om

(B
ra
nd

)
w
as

a
w
is
e
on

e.
0.
79

17
.9
5

0.
85

12
.8
0

CS
2.

I
fe
el

go
od

ab
ou

t
m
y
de
ci
si
on

to
pu

rc
ha
se

(B
ra
nd

)’s
pr
od

uc
t/
se
rv
ic
e.

0.
84

19
.0
1

0.
89

13
.7
3

CS
3.

I
am

pl
ea
se
d
th
at

I
pu

rc
ha
se
d
pr
od

uc
t/
se
rv
ic
e
ex
ac
tly

fr
om

th
e
(B
ra
nd

).
0.
79

21
.3
6

0.
84

13
.0
1

CS
4.

If
so
m
eo
ne

as
ks

m
e,

Iw
ou

ld
po

si
tiv
el
y
re
sp
on

d
ab
ou

t
th
e
(B
ra
nd

).
�

W
or
d-
of
-m

ou
th

re
co
m
m
en

da
ti
on

s5
W
O
M

(M
oo
n,

Co
st
el
lo
,a
nd

Ko
o
20
17
)
(a
;
CR

;A
VE
:B

el
ar
us

0.
81
;
0.
81
;
0.
58

an
d
Sp
ai
n
0.
90
;
0.
91
;
0.
76
)

W
O
M
1.

Is
ay

po
si
tiv
e
th
in
gs

ab
ou

t
(B
ra
nd

).
0.
78

16
.3
2

0.
83

12
.3
0

W
O
M
2.

Ir
ec
om

m
en
d
bu

yi
ng

(B
ra
nd

)
to

so
m
eo
ne

w
ho

se
ek
s
m
y
ad
vi
ce
.

0.
76

17
.3
5

0.
87

12
.8
7

W
O
M
3.

Ir
ec
om

m
en
d
(B
ra
nd

)
to

m
y
fr
ie
nd

s
an
d
re
la
tiv
es
.

0.
75

22
.3
9

0.
92

15
.7
8

Re
pu

rc
ha

se
in
te
nt
io
n
5
RP

I
(H
el
lie
r
et

al
.2

00
3)

(a
;C

R;
AV

E:
Be
la
ru
s
0.
82
;
0.
79
;
0.
65

an
d
Sp
ai
n
0.
89
;
0.
82
;0

.7
0)

Re
pe
at

pu
rc
ha

se
in
te
nt
io
n

RP
I1
.I

w
ill
pu

rc
ha
se

th
e
(B
ra
nd

)
ag
ai
n.

0.
79

19
.7
6

0.
80

11
.9
6

Re
pu

rc
ha

se
pr
ob

ab
ili
ty

RP
I2
.T
he
re

is
a
hi
gh

pr
ob

ab
ili
ty

th
at

Iw
ill
pu

rc
ha
se

ag
ai
n
th
e
(B
ra
nd

).
0.
83

21
.1
6

0.
87

15
.3
8

Re
pu

rc
ha

se
in
te
nt
io
n

RP
I3
.I

in
te
nd

to
pu

rc
ha
se

m
or
e
of

th
e
(B
ra
nd

).
�

N
ot
es
:�

-
ite
m
s
ar
e
el
im
in
at
ed

fr
om

th
e
sc
al
es
.t

-
Ro
bu

st
t
va
lu
e�
;a

-
Cr
on

ba
ch
’s
Al
ph

a;
CR

-
Co

m
po

si
te

Re
lia
bi
lit
y;
AV

E
-
Av

er
ag
e
Va
ria
nc
e
Ex
tr
ac
te
d.

Ro
bu

st
go

od
ne
ss

of
fit

in
de
x:
Be
la
ru
s:
Sa
to
rr
a-
Be
nt
le
r
v2

(1
20

de
gr
ee
s
of

fr
ee
do

m
,d

f)
¼

22
9.
24
;v

2/
df
¼
1.
91
;

N
FI

¼
0.
88
;N

N
FI
¼

0.
91
;C

FI
¼

0.
93
;R

M
SE
A
¼

0.
05
.S
pa

in
:S

at
or
ra
-B
en
tle
r
v2

(1
20

de
gr
ee
s
of

fr
ee
do

m
,d

f)
¼

20
9.
05
;v

2/
df
¼
1.
74
;N

FI
¼

0.
89
;N

N
FI

¼
0.
93
;C

FI
¼

0.
94
;R

M
SE
A
¼

0.
05
.

D
is
cr
im
in
an

t
va
lid
ity

Be
la
ru
s

Sp
ai
n

CO
TO

IM
C

CS
W
O
M

RP
I

CO
TO

IM
C

CS
W
O
M

RP
I

CO
0.
59

[0
.5
8,

0.
73
]

[0
.3
2,

0.
54
]

[0
.5
9,

0.
77
]

[0
.5
2,

0.
69
]

[0
.5
8,

0.
75
]

CO
0.
51

[0
.5
5,

0.
79
]

[0
.5
7,

0.
77
]

[0
.5
7,

0.
77
]

[0
.5
6,

0.
73
]

[0
.5
8,

0.
76
]

TO
0.
43

0.
53

[0
.3
5,

0.
57
]

[0
.5
1,

0.
69
]

[0
.6
1,

0.
77
]

[0
.5
3,

0.
72
]

TO
0.
45

0.
55

[0
.4
6,

0.
71
]

[0
.5
4,

0.
75
]

[0
.5
0,

0.
72
]

[0
.5
5,

0.
76
]

IM
C

0.
18

0.
21

0.
49

[0
.4
9,

0.
70
]

[0
.4
0,

0.
63
]

[0
.4
5,

0.
68
]

IM
C

0.
45

0.
34

0.
50

[0
.3
6,

0.
62
]

[0
.4
6,

0.
69
]

[0
.4
6,

0.
70
]

CS
0.
47

0.
36

0.
35

0.
65

[0
.7
2,
0.
81
]

[0
.6
8,

0.
78
]

CS
0.
45

0.
41

0.
24

0.
74

[0
.7
,0

.8
1]

[0
.7
3,

0.
84
]

W
O
M

0.
37

0.
48

0.
26

0.
59

0.
58

[0
.6
3,

0.
76
]

W
O
M

0.
42

0.
37

0.
33

0.
57

0.
74

[0
.6
6,

0.
79
]

RP
I

0.
44

0.
39

0.
32

0.
53

0.
48

0.
65

RP
I

0.
45

0.
43

0.
34

0.
62

0.
52

0.
76

N
ot
es
:T
he

di
ag
on

al
re
pr
es
en
ts

th
e
AV

E,
w
hi
le

ab
ov
e
th
e
di
ag
on

al
th
e
95

pe
rc
en
t
co
nf
id
en
ce

in
te
rv
al

fo
r
th
e
es
tim

at
ed

fa
ct
or

co
rr
el
at
io
ns

is
pr
ov
id
ed
;b

el
ow

th
e
di
ag
on

al
,t
he

sh
ar
ed

va
ria
nc
e
(s
qu

ar
ed

co
rr
el
at
io
ns
)
is
re
pr
es
en
te
d.

16 V. BUTKOUSKAYA ET AL.


	Abstract
	Introduction
	Literature review and hypotheses
	Customer-centred IMC
	IMC Antecedents
	IMC Consequences for post-purchase behavior
	The mediating role of customer satisfaction
	The moderating effect of economy type

	Data collection and analysis
	Context
	Methodology
	SEM analysis
	Multi-country analysis
	Analysis of mediation and indirect effects

	Conclusions, discussions and implications
	Limitations and future research
	References


