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Objective: The objective of this study was to design and test an integrated marketing
communications model to encourage consumers toward purchasing Iranian products in
both online and offline contexts.

Methods and Materials: This study was fundamental in purpose and applied a mixed-
methods approach. In the qualitative phase, data were collected through in-depth
interviews with 17 faculty members and advertising managers, as well as the analysis
of 31 online narratives. Narrative analysis with thematic coding in three stages was
employed. In the quantitative phase, the statistical population consisted of consumers
of Iranian products, with a convenience sample of 400 respondents selected. Data were
collected through questionnaires, and structural equation modeling was conducted
using SmartPLS.

Findings: The qualitative findings revealed 12 organizing themes and 129 basic
themes within integrated marketing communications. Quantitative results
demonstrated that outbound marketing, event marketing, mobile marketing, social
media marketing, influencer marketing, sales promotion, direct marketing, public
relations, interactive marketing, online advertising, and referral marketing significantly
influenced consumer persuasion to purchase Iranian products. Conversely, inbound
marketing and personal selling did not exhibit significant effects.

Conclusion: The study concludes that strategically employing diverse dimensions of
integrated marketing communications can effectively enhance consumer persuasion to
purchase Iranian products in both online and offline markets. Businesses and marketers
should therefore focus on dimensions with proven significant impacts to strengthen
brand perception, foster continuous engagement, and increase consumer inclination
toward domestic goods.

Keywords: Integrated marketing communications, consumer persuasion, online
purchase, offline purchase, Iranian products
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EXTENDED ABSTRACT
Introduction

The contemporary business environment is increasingly characterized by intensified global
competition, technological advancement, and the rapid transformation of consumer behavior. Within this
evolving landscape, integrated marketing communications (IMC) has emerged as a vital strategic
framework for organizations seeking to maintain consistency in their messaging and maximize the
effectiveness of their marketing activities (Tafesse & Kitchen, 2017). IMC embodies the unification of
various communication channels, including advertising, public relations, direct marketing, personal
selling, and increasingly digital tools, to create a coherent and customer-centered brand narrative (Payne
etal., 2017).

Previous research has demonstrated the role of IMC in enhancing consumer engagement, shaping
brand equity, and ultimately improving market performance (Porcu et al., 2019). Studies have shown that
customer-integrated marketing communication not only strengthens brand relationships but also facilitates
consumer trust and loyalty (Finne & Gronroos, 2017). At the same time, other research has emphasized the
importance of consistent and coordinated messaging during critical situations such as brand crises, in
which well-aligned communication strategies restore confidence and mitigate reputational risks (Hewett
& Lemon, 2019).

The rise of digital transformation has further amplified the importance of IMC by creating
opportunities for data-driven, personalized, and multichannel strategies. The incorporation of big data
analytics, machine learning, and digital customer experience platforms allows marketers to optimize
audience targeting and adjust strategies in real time (JiaYing, 2024; Zhang, 2024). Recent scholarship
confirms that digital marketing channels, such as social media and mobile platforms, enhance consumer
engagement and brand image when integrated effectively (Muhammed, 2024; Swapna Datta Khan, 2024). In
this regard, multichannel and omnichannel strategies have been recognized as critical for achieving
synergy between offline and online marketing environments (Santoso, 2024).

Moreover, IMC plays a particularly significant role in industries where consumer perception and
experiential quality determine competitive advantage, such as hospitality and tourism (Pisicchio & Toaldo,
2020; Said & Redouane, 2022). Research on tourism and destination branding demonstrates that cohesive
communication strategies can strengthen consumer-based brand equity and even facilitate forgiveness
after service failures (Sahaf & Fazili, 2024). Similarly, studies on financial services and higher education
sectors show that IMC improves customer satisfaction, strengthens loyalty, and enhances institutional
reputation (Saoula et al., 2024; Shah et al., 2024).

The emphasis on innovation is also crucial in understanding the effectiveness of IMC. Scholars
have found that innovation orientation acts as an antecedent to the success of IMC strategies, influencing
not only consumer perception but also long-term market outcomes (Gordon-lIsasi et al., 2020; Pisicchio &
Toaldo, 2020). Research on sustainable marketing has further highlighted the mediating role of brand image
in building customer loyalty, indicating that IMC strategies must align with broader corporate
responsibility and sustainability efforts (Rastogi et al., 2024).

Despite the rich body of literature, gaps remain regarding the application of IMC in developing
economies and in contexts where local industries compete against global brands. Specifically, while



inbound marketing and content creation have been widely theorized as powerful mechanisms for
consumer persuasion (Oana, 2018), their effectiveness in contexts with cultural and structural differences
is still under debate. This study addresses such gaps by exploring the role of integrated marketing
communications in persuading consumers to purchase Iranian products in both online and offline markets.
It combines qualitative insights and quantitative validation to construct a comprehensive model, thereby
contributing to the theoretical and practical understanding of IMC in a dynamic and competitive
marketplace.

Methods and Materials

This study adopted a mixed-methods research design, consisting of qualitative and quantitative
phases. The qualitative phase involved narrative analysis of both offline and online sources. Offline
narratives were gathered through in-depth interviews with 17 participants, including faculty members and
managers of advertising companies. Simultaneously, 46 online narratives concerning marketing
communication strategies were reviewed, from which 31 were selected for analysis based on criteria such
as credibility and richness of content. Data were coded manually through open, axial, and selective coding
to identify themes, which were then represented in a thematic network.

In the quantitative phase, the population comprised consumers of Iranian products who purchased
both online and offline. A sample size of 400 respondents was determined using Morgan’s table, with data
collected through structured questionnaires. The measurement model was validated through confirmatory
factor analysis, reliability testing with Cronbach’s alpha, and convergent validity assessments using AVE
and composite reliability. Structural equation modeling (SEM) using SmartPLS was employed to test the
hypotheses and evaluate the overall model fit.

Findings

The qualitative analysis identified 12 organizing themes and 129 basic themes representing the
multifaceted nature of integrated marketing communications. These themes included inbound marketing,
outbound marketing, event marketing, mobile marketing, social media marketing, influencer marketing,
sales promotion, direct marketing, public relations, personal selling, interactive marketing, online
advertising, and referral marketing.

The quantitative findings confirmed the significance of most of these themes. Outbound
marketing, event marketing, mobile marketing, social media marketing, influencer marketing, sales
promotion, direct marketing, public relations, interactive marketing, online advertising, and referral
marketing all exerted significant positive effects on consumer persuasion to purchase Iranian products.
Among these, interactive marketing and online advertising emerged as particularly strong predictors.
Conversely, inbound marketing and personal selling did not show significant effects on consumer
persuasion.

The model demonstrated strong statistical validity, with acceptable KMO and Bartlett’s test values,
as well as robust reliability indices. Structural equation modeling results indicated that the endogenous
construct of consumer persuasion had a high coefficient of determination (R2 = 0.74), suggesting that the
identified dimensions collectively explained a substantial proportion of variance in consumer behavior.
Predictive relevance (Q2 = 0.63) and global goodness-of-fit (GOF = 0.657) further validated the model.
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Discussion and Conclusion

The findings provide strong empirical support for the proposition that integrated marketing
communications significantly influence consumer persuasion in both online and offline contexts. The
confirmation of outbound marketing, sales promotion, and online advertising highlights the enduring
importance of traditional advertising tools, even in digital ecosystems. At the same time, the strong effects
of social media, influencer marketing, and referral marketing underscore the transformative role of digital
interactions in shaping consumer trust and decision-making.

The non-significance of inbound marketing and personal selling reflects contextual differences in
consumer behavior. While inbound marketing strategies such as blogs and content marketing have proven
effective in other environments, their limited impact in this study suggests potential deficiencies in
execution or cultural mismatches in consumer trust toward locally generated content. Similarly, personal
selling appears less relevant in an era where consumers increasingly rely on digital platforms for
information and purchasing decisions.

From a theoretical perspective, this study contributes to the IMC literature by integrating
traditional and digital dimensions into a single validated framework. It demonstrates that effective
persuasion requires a holistic approach in which both conventional and modern tools operate in synergy.
Moreover, the results underscore the importance of aligning IMC strategies with consumer lifestyles and
preferences, thereby offering practical guidance for businesses seeking to promote domestic products in
competitive markets.

In conclusion, this study affirms that integrated marketing communications serve as a cornerstone
for consumer persuasion, with digital and interactive tools playing a pivotal role. While some traditional
strategies retain relevance, the future of consumer engagement lies in innovation, personalization, and the
seamless integration of multiple communication channels. The findings not only extend academic
understanding of IMC but also provide actionable insights for practitioners aiming to strengthen consumer
loyalty and support domestic industries in the globalized marketplace.
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