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Abstract 

Integrated marketing communication is considered to be a major development domain during the last 
decennium of the 20th century. Today, consumers use as many information sources as possible, and the value of 
integrated marketing communication has grown considerably. Very well targeted, integrated marketing communication 
campaigns rely on the strengths of the existing communicational tools, to favorably influence the behavior of the target 
public. The concept of integrated marketing communication was viewed for a long time as being an important 
management aspect, since by the efficacy of the integrated marketing communication tools, such as advertising, public 
relations, direct marketing, sales promotion, sales personnel, one can optimize the impact of communication on the 
target public. Integrated marketing communication has the role of building and consolidating profitable relations with 
the actual and potential clients and of generating synergy through the coordination of all the communicational mix 
tools into a coherent programme that can have a maximum effect. Integrated marketing communication can offer a real 
sustainable competitive advantage to any organization that profitably uses the potential of this communication. For this 
reason, the aim of the present paper consisted, on the one hand, in the evaluation of the extent to which the baking 
industry producers in Romania use integrated marketing communication tools, and, on the other hand, in the 
identification of the ways of measuring the efficacy of each communicational tool used by them.  
 
Key words: Integrated marketing communication, tools, efficacy, sustainability, competitive advantage, business 
marketing 
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1.Introduction 
 

The relation efficacy - integrated marketing communication has been considered, throughout time, a very 
important issue both by theorists and by the practitioners of marketing and communication. In the literature, there are 
two main approaches regarding the measurement of the efficiency of integrated marketing communication tools. The 
first approach refers to the measurement of the efficacy of each communicational tool used in a communication 
campaign. The second approach refers to the measurement of the efficacy of the global integrated marketing 
communication programme. This approach has certain limitations as far as the measurement methodology is concerned 
and has not offered, so far, the answer to a key question: “Which of the indicators are the most relevant for the 
measurement of the global integrated marketing communication programme?”. However, the researchers have 
observed that the indicators considered to be the most relevant need to come from both perspectives: marketing and 
communication.  

In time, the efficacy of the communication activities has been studied in an isolated manner (Keller, 2001). 
The success of the integrated marketing communication tools has been measured in a different way for each means in 
turn, respectively advertising, sales promotion, public relations, direct marketing, online marketing (Ewing, 2009).   

Concerning the measurement of advertising efficacy, Pickton and Broderick (2001) consider that the 
awareness degree, the attention, the interest, the opinions, the perception, the attitude and the sales represent indicators 
that can be taken into account in this sense. Recent studies have shown that the advertizing efficacy measurement 
indicators (KPIs) consist in the answer to the advertisements promoting a trademark. Consequently, a cognitive answer 
can be measured in terms of remembering or recognizing a trademark. At the same time, this can be measured in three 
stages: (a) top of mind – first trademark mentioned; (b) spontaneity - all trademarks mentioned; (c) assistance – 
familiarization with trademarks. The affective answer can be measured by the implications on the image of a 
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trademark, by the creation of relations with the clients and by the loyalty created among them. Changes in the 
consumers’ buying behavior regarding a certain trademark can be estimated considering the buying intents. This 
contributes to a better positioning of the trademark (Bronner, 2008). A way of measuring the efficacy of the public 
relations campaigns is the monitoring of the media and the presence with new articles in the press (Watson, 2012).  
Pickton and Broderick (2001) proposed three ways of measuring the efficacy of the public relations activity, namely 
measuring the present activities undertaken, measuring the receiving by the public of the actions undertaken and 
measuring the behavior of the target public. In time, new measurement methods have been developed such as the public 
opinion, the research of the public opinion and Advertising Value Equivalents. The most recent tool used for measuring 
the efficacy of the public relations activity is the Balanced Scorecard, situating at the heart of the measurement process 
the development of communication strategy, not the media effects (Watson 2012). Regarding the measurement of the 
sales promotion campaigns’ efficacy, Pickton and Broderick (2001) underline the fact that the quantitative ways that 
can be used in this sense refer to the calculation of the coupons sent back, the acceptance rate for certain offers, the 
increase of the sales’ volume and value, and the qualitative ways concern the analysis of the clients’ opinion regarding 
the promotional actions undertaken. Regarding the measurement of the efficacy of direct marketing campaigns, one can 
consider the following indicators (Hasouneh & Alqeed, 2010): (a) the number of emails successfully sent; (b) the 
number of emails opened; (c) the number of clicks; (d) the abandonment rate; (e) the number of unsubscriptions. As far 
as the measurement of the efficacy of the sales representatives is concerned, in this sense one can use the results 
obtained by an organization, respectively the sales volume, the market share, the profit, asset profitability and the 
satisfaction degree of customers (Baldauf & Cravens 1999; Churchill et al. 2000; Baldauf et al. 2001; Piercy et al. 
2011). Sales agents have the role of assuring the building of relations with potential clients and the maintaining of the 
existing relations with the present clients of the organization in order to increase its sales (Pickton & Broderick, 2001). 
The process of measurement of the efficacy of online marketing campaigns supposes the use of the following ways 
(Epstein & Yuthas, 2007): (a) on the awareness and perception level – the ratio of the customers that are part of the 
target public and have acquired a favorable impression about a trademark by comparison with the competing 
trademarks, the customers’ perception regarding the capacity of the trademark to answer their needs, the 
recommendations ratio from the customers; (b) on the attitude and intent level – the degree of penetration of the 
trademark expressed by the number of buyers in the total of a population, the comparative price perceived as value, the 
percentage of consumers in the target public willing to test a product or service, the probability of future buying of 
some products and/or extensions of a trademark, the number and frequency of the visits on a website; (c) the provision 
of value: the number of users who returned to a website, the number of transactions carried out and the evaluation of 
the satisfaction degree of the customers, the number of notification messages opened, the success rate of the searches 
on a website; (d) the optimization of the channels – the ratio in the in total raw margin for each channel, the relative 
performance of each channel, such as sales costs, unitary margins, turnover. 

The vision of the sustainable development strategies starts from the understanding of the fact that the economy of a 
country, and of all the countries, means more than the sum of its components, that the modifications produced in a 
subsystem or the other generate profound general changes, by virtue of the dynamic interdependences existing in its 
components (Iacob, 2014). 

The decisional problem consisted in the obtaining of information regarding the modalities of measurement of 
the efficacy of the integrated marketing communication tools used by the main producers in the bakery industry in 
Romania. 

The major challenge of this approach, namely the use of integrated marketing communication to create long-
term value for the baking industry companies in Romania comes from the difficulty of understanding and adequately 
integrating the directions corresponding to sustainable development in the marketing of a business, in the research 
efforts and in the identification of the consumers willing to pay the price of the products’ sustainability. 

 
2. Research methodology 
 

The aim of the research consisted, on the one hand, in the evaluation of the extent to which the baking 
industry producers in Romania use integrated marketing communication tools, and, on the other hand, in the 
identification of the possibilities of measurement of the efficacy of the communication tools used by them. 

The main objectives that resulted for our research concerned the determination of the following aspects: (1) 
the extent to which the producers in the bakery industry in Romania undertake integrated marketing communication 
campaigns; (2) the extent to which the producers in the bakery sector use the integrated marketing communication 
tools; (3) the identification of possibilities of measurement of the efficacy of the tools used in integrated marketing 
communication campaigns, undertaken by the producers of the bakery domain. 
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2.1 Research hypotheses 

 
Considering the first aim of the research, namely the evaluation of the extent to which the main producers in the 

bakery industry in Romania use the integrated marketing communication tools, we have established a series of 
hypotheses, according to the variables taken into account in our research.  
Tools used in integrated marketing communication campaigns. The main tools that can be used in integrated 
marketing communication campaigns are: advertising, sales promotion, public relations, direct marketing, sales agents 
and online communication. Advertising is: “any paid form of impersonal presentation and promotion of some ideas, 
goods or services, on behalf of an identified titleholder” (Kotler, 2003). Sales promotion consists “in a diverse set of 
stimulating tools, most of them short term tools, meant to stimulate a faster or more extensive buying of some products 
or services by consumers or distributors” (Kotler, 2003). Public relations represent “a set of means used by institutions 
and companies to create a climate of trust and sympathy among their own personnel, and among the public” (Stancu, 
2003). Direct marketing is “a set of marketing concepts, techniques and tools, substantiated in a personalized and 
interactive approach directly oriented towards the consumer, aiming to generate a quantifiable reaction from it 
(materialized in the buying of a product or service, in requiring supplementary information from the organization, in 
providing information on the features of his buying and consumption and his behavior in this sense, in the interaction 
with the traditional marketing and/or sales points of the organization) and the creation of a relational marketing 
platform in the long run” (Vegheş, 2003). Sales agents represent “the personal connection between the firm and his 
customers” (Kotler, 2003). Online marketing is “an activity of direct communication by which the organization 
transmits to some general or specific audience information on its products and services or trademarks, events in which 
it is involved or about itself” (Vegheş, 2003).  
Hypothesis 1a: Most of the producers operating in the bakery industry in Romania use, to a great extent, advertising 
by the media. 
Hypothesis 1b: Most producers in the bakery domain use, to a great extent, sales promotion. 
Hypothesis 1c: Most of the producers operating in the bakery sector in Romania use, to a great extent, public 
relations. 
Hypothesis 1d: A large part of the producers in the bakery industry in Romania use, to a great extent, direct 
marketing. 
Hypothesis 1e: Most producers in the bakery domain use, to a very large extent, sales agents, as a means of 
communication.  
Hypothesis 1f: Most of the producers operating in the bakery industry in Romania use, to a very small extent, online 
marketing.  
 
Regarding the second goal of the research, namely the identification of the possibilities of measuring the efficacy of the 
tools used in the integrated marketing communication campaigns, undertaken by the producers in the bakery industry in 
Romania, we have established, at the same time, a series of hypotheses according to the variables taken into account in 
our research.  
Ways of evaluating the efficacy of the tools used in integrated marketing communication campaigns. According to 
the communication objectives proposed, financial means available, time allocated for such an approach, personnel 
involved etc., the companies have at hand a series of specific means for evaluating the impact of their communication 
tools on the audience concerned. 
Hypothesis 2a: Most producers in the bakery industry in Romania measure the efficacy of the communication tools 
used. 
 
Efficacy of advertising campaigns. In their effort to evaluate the efficacy of the advertising campaigns, companies 
have two available possibilities: “the communication effect of an advertising message and the effect of an advertising 
message on sales” (Kotler, 2003). According to Philip Kotler, there is a series of aspects giving the advertising activity 
the possibility of being as efficient as possible: “(a) public presentation (addressability) – gives advertising a sort of 
legitimacy regarding the product and, at the same time, suggests a standardized offer; (b) capacity of penetration – 
advertising allows the producer to repeat a message very many times; at the same time, it permits the buyer to receive 
and compare the messages transmitted by the competition; (c) amplified expressiveness – advertising offers possibilities 
of presenting in a spectacular context both the company and its products, by a skillful use of the printing press, of the 
audio means and of color; (d) impersonal form of address – the audience does not feel obliged to give attention or to 
answer advertising messages, advertising being a monologue in front of him, not a dialogue with him” (Kotler, 2003). 
Hypothesis 2b: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery domain use advertising by the media and the effect of the advertising message on sales, as a means of 
measurement of the latter’s efficacy.  
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Efficacy of sales promotion campaigns. Philip Kotler suggests, for the evaluation of the efficacy of the sales 
promotion campaigns, the use of three methods: “sales data analysis, surveys among consumers and experiments” 
(Kotler, 2003).  
The efficacy of the sales promotion campaigns relies on a series of aspects, such as: “(a) communication – they draw 
the attention and, usually, provide information that might lead the consumer to the product; (b) buying incentive – they 
include a certain concession, facility or contribution offering the customer a good relation between the price and the 
value obtained; (c) invitation – they express an explicit invitation to buy the product on the spot” (Kotler, 2003).  
Hypothesis 2c: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery sector use sales promotion and sales data analysis, as a means of evaluation of the latter’s efficacy. 
 
Efficacy of public relations campaigns. According to Philip Kotler, the parameters the most used for the 
measurement of the efficacy of a public relations campaign are “the number of exposures; the modification of the 
knowledge degree, of the understanding degree or of the attitude; contribution to sales and profits” (Kotler, 2003). 
The evaluation of the results obtained following the public relations campaigns yields a series of pieces of information 
regarding the receiving of the messages transmitted, the attention given by the target public, their memorization, the 
positive modification of the behavior etc. (Kotler, 2003). 
Hypothesis 2d: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery industry in Romania use public relations and the impact on sales and the profit, as a means of evaluation of 
their efficacy. 
 
Efficacy of direct marketing campaigns. The main modalities used for the evaluation of the efficacy of direct 
marketing campaigns are: (a) the analysis of the client databases (buying frequency, elements determining the 
consumers to buy most, the budget allocated for each buying situation); (b) the situation of the number of answers 
correlated to the number of direct mails sent; (c) the situation of the orders, the calculation of their monetary value and 
the analysis of the consumers who have made the respective orders (Thinking Made Easy, 2009).  
Hypothesis 2e: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery domain use direct marketing and the situation of the orders and the calculation of their monetary value, as a 
means of evaluation of its efficacy.  
 
Performance of sales representatives. According to Philip Kotler, for the evaluation of the performances of the sales 
agents, one can use, as main possibilities: “(a) sales reports; (b) surveys among consumers; (c) the evaluation of the 
knowledge of the sales agents in relation to the company, its products, its customers, its competitors, the area it covers 
and professional responsibilities; (d) the evaluation of the personality features, such as general conduct, outward 
appearance, way of expression and temperament” (Kotler, 2003). 
Hypothesis 2f: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery sector use sales agents and sales reports, as a means of evaluation a of their performances. 
 
Efficacy of online communication campaigns. For the evaluation of the efficacy of their online communication 
campaigns, companies have the following possibilities: (a) obtaining feedback from the web site; (b) carrying out 
online or offline surveys (aiming to obtain information on the consumers regarding their attitudes, satisfactions and 
their buying intents); (c) the situation of the clicks generated, the number of interactions recorded, the reimbursement 
ratio of online coupons (Thinking Made Easy, 2009). 
Hypothesis 2g: There is a significant correlation, statistically, between the extent to which the producers in the 
bakery industry use online marketing and the obtaining of feedback from the web site, as a means of evaluation of 
its efficacy. 
  
2.2 Determination of the sample size and choice of the sampling method 

 
Since the researcher had information based on which it was possible to estimate the probability of selection of 

the components of the collectivity investigated and to include them in the sample, a non-probabilistic sampling method 
has been used, namely “oriented” sampling. This method had in view the building of a sample that included “only those 
observation units relevant from the perspective of the information provided for the domain investigated”. 
Consequently, the sample was made up of 50 producers operating in the bakery sector in Romania. 

 
 

2.3 Processing, analysis and interpretation of the information 
 

The processing of the information obtained in the research was realized using the S.P.S.S. (Statistical Package 
for the Social Sciences) programme. For the analysis and interpretation of the information we have used the relative 
frequencies for an easier interpretation of the distribution of the sample according to the variables researched. The 
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study of the correlations existing between the variables researched was realized using the contingency table. The testing 
of the significance of the associations between variables was realized using the Pearson correlation coefficient.  

Regarding the evaluation of the efficacy of the communication tools used by the producers operating in the 
bakery sector in Romania, a significant ratio (56%) of the total of the companies that were part of the sample 
constituted do not measure their efficacy. At the same time, one can notice that a proportion of 22% of the companies 
that were part of the sample investigated evaluate the efficacy of the communication tools used, both on their own, and 
in collaboration with different specialized institutions. At the same time, one can notice that a relatively low percentage 
of the total of the companies that were part of the sample constituted evaluate the efficacy of the communication tools  
used, both on their own (12%), and in collaboration with different specialized institutions (10%).  

It results that the hypothesis 2a is not accepted, which means that most of the companies that were part of the 
sample constituted do not measure the efficacy of the communication tools used. Despite the fact that, in general, the 
producers operating in the bakery sector use a series of communication tools, however, they do not consider the 
importance of the activity of evaluation of their efficacy, so necessary for the elaboration of the future communication 
strategy, and of its adaptation to the changes occurring frequently in the external environment. 

Regarding the extent to which the companies in the bakery industry use advertising via the media one can 
notice that a proportion of 36% of the total of the producers that were part of the sample investigated use, to a great 
extent, this modality of communication. At the same time, one can notice that a relatively low percentage (18%) of the 
total of the sample constituted is held by the producers that use, only to a small extent, advertising via the media.  

It results that the hypothesis 1a holds true, which means that most of the producers of the bakery domain (those 
that were part of the sample investigated) use, to a great extent, advertising via the media. 

A proportion of 18% of the companies making use of advertizing via the media use, to a great extent, as 
measurement tools for the efficacy of this way of communication the effect of the advertising message on sales and 
only a proportion of 6% the evaluation of the effect of communication. 

Since the value of the Pearson correlation coefficient is 0.49 for a significance level of 0.05, it results that 
hypothesis 2b holds true, which means that there is a statistically significant positive correlation between the extent to 
which the companies in the bakery domain use advertising via the media as a means of communication and the effect of 
the advertising message on sales as a measurement tool of its efficacy. At the same time, the value of the Pearson 
correlation coefficient of 0.09 obviously shows that between the extent to which the companies use advertising via the 
media and the evaluation of the effect of communication as a means of evaluation of its efficacy there is no significant 
correlation statistically. 
 

Table 1. Determination of the correlation between the extent to which the companies in the bakery domain use 
advertising via the media and the main ways of evaluation of its efficacy, using the Pearson correlation 

coefficient 
  The evaluation of 

the effect 
of communication 

The effect of the 
advertising message 

on sales 
The value of the Pearson correlation coefficient 0.09 0.49* 

Significance level  0.61 0.05 
Total sample  22 

         * The correlation is significant for a significance level of 0.05.  
 

Regarding the extent to which the companies in the bakery industry use sales promotion, one can notice that a 
significant ratio (44%) of the total of the producers that were part of the sample investigated use to a great extent this 
modality of communication. At the same time, a quite low proportion (10%) use, only to a small extent, sales 
promotion.  

It results that hypothesis 1b holds true, and one can conclude that most producers in the bakery domain (the 
companies that were part of the sample constituted) use, to a great extent, as a means of communication, sales 
promotion.    

A proportion of 22% of the companies making use of sales promotion use, to a great extent, as an evaluation tool 
for the efficacy of this way of communication, sales data analysis. At the same time, a relatively low percentage (16%) 
of the total of the companies use, in this sense, surveys among consumers. At the same time, there is a quite low 
proportion (6%) of companies making use of experiments, as a means of evaluation of the efficacy of their sales 
promotion campaigns. 

Considering the fact that the value of the Pearson correlation coefficient is 0.66 for a significance level of 
0.01, it results that hypothesis 2c holds true, which means that there is a statistically significant positive correlation 
between the extent to which the companies in the bakery domain use sales promotion as a means of communication and 
sales data analysis as an evaluation tool for its efficacy. At the same time, one can notice that there is a statistically 
significant positive correlation between the extent to which the companies in the bakery sector use sales promotion and 
surveys among consumers as a means of evaluation of the efficacy of this way of communication (the Pearson 
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correlation coefficient being of 0.43 for a significance level of 0.05). At the same time, one can notice that there is no 
significant correlation statistically between the extent to which the companies in the bakery sector use sales promotion 
and experiments as an evaluation tool for the efficacy of this way of communication (the value of the Pearson 
correlation coefficient being of 0.31). 

 
Table 2. Determination of the correlation between the extent to which the companies in the bakery domain use 

sales promotion and the main ways of evaluation of its efficacy, using the Pearson correlation coefficient 
 Sales data 

analysis 
Surveys among 

consumers 
Experiments 

The value of the 
Pearson correlation coefficient 

0.66** 0.43* 0.31 

Significance level  0.01 0.05 0.16 
Total sample of companies 22 

             ** The correlation is significant for a significance level of 0.01. 
               * The correlation is significant for a significance level of 0.05. 
 

Regarding the extent to which the producers in the bakery industry use public relations we noticed that a 
proportion of 38% of the total of the companies that were part of the sample investigated use to a small extent this 
modality of communication. At the same time, the research highlighted that a proportion of 24% of the total of the 
sample constituted consists in producers that make use, to a great extent, of public relations.  

It results that hypothesis 1c does not hold true, which means that most of the producers operating in the bakery 
sector (those that were part of the sample investigated) use, to a small extent, public relations. 
 A proportion of 18% of the companies that make use of public relations use, to a great extent, as a 
measurement tool of the efficacy of this way of communication, the impact on sales and profit. A relatively low 
percentage (12%) of the total of the companies use, in this sense, the number of exposures in the means of 
communication and only 6% the modification of the knowledge degree, of the understanding degree or of the attitude 
towards the product. 

Because the value of the Pearson correlation coefficient is of 0.59 for a significance level of 0.01, it results that 
hypothesis 2d holds true, and one can therefore conclude that there is a statistically significant positive correlation 
between the extent to which the companies in the bakery domain use public relations as a means of communication and 
the impact on sales and profit as an evaluation tool for PR efficacy. At the same time, one can notice that there is a 
statistically significant positive correlation between the extent to which the companies in the bakery sector use public 
relations and the number of exposures in the means of communication as a means of evaluation of the efficacy of this 
way of communication (the value of the Pearson coefficient being of 0.44 for a significance level of 0.05). At the same 
time, the value of the Pearson coefficient of 0.19 obviously shows the fact that between the extent to which the 
companies in the bakery domain use public relations and the modification of the knowledge degree, of the 
understanding degree or of the attitude towards the product, as a means of evaluation of the efficacy of this way of 
communication, there is no significant correlation statistically. 
 
 

Table 3. Determination of the correlation between the extent to which the companies in the bakery domain use 
public relations and the main ways of evaluation of PR efficacy, using the Pearson correlation coefficient 

 The number of 
exposures 

in the means of 
communication 

Modification of 
knowledge degree, 

understanding 
degree or of the 
attitude towards 

the product 

Impact on sales 
and profit 

The value of the Pearson correlation 
coefficient 

0.44* 0.19 0.59** 

Significance level  0.05 0.41 0.01 
Total sample of companies 22 

         * The correlation is significant for a significance level of 0.05. 
         ** The correlation is significant for a significance level of 0.01. 
 Regarding the extent to which the producers in the bakery domain use direct marketing, a proportion of 30% 
of the total of the companies that were part of the sample investigated use to a small extent this modality of 
communication. At the same time, one can notice that a proportion of 22% of them use, to a great extent, direct 
marketing.  

It results that hypothesis 1d does not hold true, which means that a large part of the producers in the bakery 
industry (those that were part of the sample investigated) use, to a small extent, direct marketing as a means of 
communication. 
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A proportion of 20% of the companies that use direct marketing take profit, to a great extent, of the analysis of the 
client databases as an evaluation tool for the efficacy of this way of communication. At the same time, a proportion of 
16% use, in this sense, the situation of the orders and the calculation of their monetary value and only 8% take into 
account the situation of the number of answers correlated to the number of direct mails sent. 

Because the value of the Pearson correlation coefficient is of 0.43 for a significance level of 0.05, it results 
that hypothesis 2e holds true, allowing us to conclude that there is a statistically significant positive correlation between 
the extent to which the producers in the bakery industry use direct marketing as a means of communication and the 
situation of the orders and the calculation of their monetary value as an evaluation tool for its efficacy. At the same 
time, one can notice that there is a statistically significant positive correlation between the extent to which the 
companies in the bakery sector use direct marketing and the analysis of the client databases as a measurement tool of 
the efficacy of this way of communication (the value of the Pearson correlation coefficient being 0.56 for a significance 
level of 0.01). At the same time, the value of the Pearson coefficient of 0.17 obviously shows that between the extent to 
which the producers in the bakery industry use as a means of communication direct marketing and the situation of the 
number of answers correlated to the number of direct mails sent as an evaluation tool for its efficacy there is no 
significant correlation statistically.   
 

Table 4. Determination of the correlation between the extent to which the companies in the bakery domain use 
direct marketing and the main ways of evaluation of its efficacy, using the Pearson correlation coefficient 

 The analysis of 
the client 
databases 

The situation of 
the number of 

answers 
correlated 

to the number of 
direct mails sent 

The situation of 
the orders 

and the 
calculation of 

their monetary 
value 

The value of the Pearson correlation 
coefficient 

0.56** 0.17 0.43* 

Significance level  0.01 0.45 0.05 
Total sample of companies 22 

         ** The correlation is significant for a significance level of 0.01. 
          * The correlation is significant for a significance level of 0.05. 
 

Regarding the extent to which the producers in the bakery sector use as a means of communication sales 
agents, one can notice that a significant ratio (52%) of the total of the companies that were part of the sample 
constituted use, to a very large extent, this modality of communication. 

It results that hypothesis 1e holds true, which means that most of the companies in the bakery industry (those 
that were part of the investigated sample) use, to a very large extent, sales agents as a means of communication.  

Of them, a proportion of 38% use, to a very large extent, sales reports as an evaluation tool of the 
performances of the sales agents. A proportion of 22% of the producers in the bakery domain (those that were part of 
the sample investigated) use, in this sense, the evaluation of the knowledge of the sales agents. At the same time, a 
quite low proportion use as a way of evaluation of the performances of the sales agents, the territorial marketing plan 
(8%), and the personality features evaluation (4%). 

Because the value of the Pearson correlation coefficient is of 0.63 for a significance level of 0.01, it results 
that hypothesis 2f holds true, and we can therefore conclude that there is a statistically significant positive correlation 
between the extent to which the producers in the bakery domain use sales agents as a means of communication and 
sales reports as a measurement tool of their performances. At the same time, one can notice that there is a statistically 
significant positive correlation between the extent to which the companies in the bakery sector use, as a means of 
communication, sales agents and the evaluation of their knowledge (the value of the Pearson correlation coefficient 
being of 0,47 for a significance level of 0,05). At the same time, the research has brought to light the fact that between 
the extent to which the producers in the bakery domain (those that were part of the sample investigated) use, as a means 
of communication, sales agents and respectively the territorial marketing plan and the personality features evaluation as 
measurement tools for their performances there is no significant correlation statistically (the value of the Pearson 
coefficient being respectively of 0.21, and 0.16).  
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Table 5. Determination of the correlation between the extent to which the companies in the bakery domain use 

sales agents as a means of communication and the main evaluation tools of their performances, using the 
Pearson correlation coefficient 

 Sales 
reports 

Territorial 
marketing 

plan 

The evaluation of 
the knowledge of the 
sales representatives 

Personality 
features 

evaluation 
The value of Pearson 
correlation coefficient 

0.63** 0.21 0.47* 0.16 

Level of significance  0.01 0.35 0.05 0.46 
Total sample of 

companies 
22 

        ** The correlation is significant for a significance level of 0.01. 
          * The correlation is significant for a significance level of 0.05. 
 

Regarding the extent to which the producers in the bakery industry use online communication, one can notice that 
a proportion of 38% of the total of the companies that were part of the sample investigated use, to a very small extent, 
this modality of communication. At the same time, one can notice that a relatively low percentage (16%) of them use, 
to a great extent, online communication.  

It results that hypothesis 1f holds true, which means that most of the producers operating in the bakery 
industry in Romania (those that were part of the sample investigated) use, to a very small extent, online 
communication. 

A proportion of 14% of the companies that make use of online marketing use, to a great extent, as a way of 
evaluation of its efficacy both the realization of online or offline surveys, and the obtaining of feedback from the web 
site (12%). A quite low proportion (4%) of them use, in this sense, the situation of the clicks generated, the number of 
interactions recorded and the reimbursement ratio for online coupons.  

Considering the fact that the value of the Pearson correlation coefficient is of 0.57 for a significance level of 
0.01, it results that hypothesis 2g holds true, which means that there is a statistically significant positive correlation 
between the extent to which the producers in the bakery industry use online marketing and the obtaining of feedback 
from the web site as an evaluation tool for the efficacy of this way of communication. At the same time, one can notice 
that there is a statistically significant positive correlation between the extent to which the companies that were part of 
the sample constituted use online marketing as a means of communication and the realization of online or offline 
surveys as a measurement tool of its efficacy (the value of the Pearson correlation coefficient being of 0.43 for a 
significance level of 0.05). At the same time, the value of the Pearson correlation coefficient of 0.18 obviously shows 
that between the extent to which the producers in the bakery domain use online marketing and the situation of the clicks 
generated, the number of interactions recorded, the reimbursement ratio for the online coupons as a measurement tool 
of the efficacy of this way of communication there is no significant correlation statistically.  

 
 

Table 6. Determination of the correlation between the extent to which the companies in the bakery domain use 
online marketing and the main ways of evaluation of its efficacy, using the Pearson correlation coefficient 

 The obtaining of feed-
back from the web site 

The realization of 
online or offline 

surveys 

The situation of the 
clicks generated, the 
number of 
interactions recorded 
and the 
reimbursement ratio 
for online coupons 

The value of the Pearson 
correlation coefficient 

0.43* 0.57** 
 

0.18 

Significance level  0.01 0.05 0.43 
Total sample of 

companies 
22   

        * The correlation is significant for a significance level of 0.05. 
        ** The correlation is significant for a significance level of 0.01. 
 
3. Conclusions 
 

The literature highlights a series of ways of measuring the efficacy of the communicational tools used in an 
integrated marketing communication campaign. According to the communication objectives proposed, the financial 
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means available, the time that should be allocated to such an approach, the personnel involved etc., the companies can 
use a series of specific possibilities by which they can evaluate the impact of the communication tools on the target 
public. 

Although they use, to a greater or smaller extent, the communicational mix tools, the producers in the bakery 
domain (the companies that were part of the sample investigated) they do not take into account the importance of the 
evaluation of their efficacy, so necessary for the elaboration of the future communication strategy. Consequently, a 
large part of the companies that make use of communicational mix tools use as a way of evaluation of their efficacy the 
following: (a) in the case of advertising via the media – the effect of the advertising on sales (18%); (b) for sales 
promotion – sales data analysis (22%); (c) in the case of public relations – the impact on sales and profit (18%);  (d) 
for direct marketing – the analysis of the client databases (20%); (e) in the case of the sales agents – sales reports 
(38%); (f) for online communication – both the realization of online or offline surveys (14%), and the obtaining of 
feedback from the web site (12%). 

The way the integrated marketing communication is managed can influence the results obtained by a 
company, especially in the creation and consolidation of the relations with the actual and potential clients. Because the 
measurement of the efficacy of the integrated marketing communication tools represents a maximally important issue, 
it is necessary for the organizations to identify the adequate indicators that could be used in this sense. 

The development of a sustainable marketing conception using IMC to create long-term value for the 
organizations operating in thebaking industry in Romania requires a change of mentality from all the actors involved 
and concerned. This means understanding the business in a holistic vision, involving all the stakeholders: consumers, 
employees, partners of the organization, in apartnership collaboration, whose motivation is not always exclusively 
economic, along with territorial communities, civil society, governmental and non-governmental organisms, including 
international organizations and institutions. These special factors trigger an increased responsibility in the sense of a 
careful monitoring and marketing control throughout the development of the business. 
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