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Abstract: This paper focuses on the development and testing the effect of different factors of 
marketing communications on customer’s response. Study provides the insight into how consumers 
respond to the different communication factors. The model incorporates facets of antecedents of 
marketing communication factors including factors related to the communication, customer’s 
knowledge, customer’s goals and situational factors. The links between these constructs are 
explored and it is argued that marketing communications factors play a critical role in customer’s 
response. Empirical data was gathered from a sample of Slovenian companies. Results show that 
selected factors of marketing communications significantly determined customer response. 
Managerial implications are discussed along with directions for further research. 
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Summary: Top managers assessed that these four factors can affect customer’s response. 
The study confirms that there is an association between all four constructs (customer’s 
factors, customer’s goals, communication factors, situational factors) and customer’s 
response. We found the highest correlation between the communication construct and 
customer’s response. A statistical test did not support the hypothesis that a positive 
relationship exists between all four constructs and customer’s response. But with statistical 
test we confirm a positive relationship between one specific marketing communications 
factor or construct (i.e. communication factor) and customer’s response and from the 
results we can confirm that a set of communication factors influences customer’s response. 
This paper attempted to provide some interesting perspectives as to how to view marketing 
communications and how different factors can be associated with customer's response. 
Managers can develop such marketing communication programs that can be competitive in 
today’s environment.  
 
1. INTRODUCTION 
 
 Consumer buying behaviour is the study of how and why people consume products 
and services. It also investigates behaviour which is the earlier process of buying, the 
process of purchasing and the next purchase after buying. Hence, consumer buying 
behaviour is influenced by different factors, like cultural, social, personal and 
psychological factors. A successful company marketer knows and needs to analyze very 
well all the factors that affect consumer behaviour [16; 17]. 
 The marketing communication theory implies that studying the effects of marketing 
communications on customer's response require understanding how organizational 
customers (i.e. companies) under different circumstances, exposed to different situational 
factors and to different types of communications respond to these factors.  
One of the most important changes in today's marketplace is the increased number and 
diversity of communication options available to marketers to reach customers. Marketing 
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communications represent the voice of a brand and the means by which companies can 
establish a dialogue with consumers concerning their product offerings. Marketing 
communications allow marketers to inform, persuade, incite, and remind consumers. 
Marketing communications can provide detailed product information or ignore the product 
all together to address other issues [10].  
A paper provides a perspective of how to analyse the factors affecting customer's response. 
 The guidelines that emerge from this approach should be particularly relevant for 
marketing managers in industry. The paper closes with the implications of the findings and 
highlights promising future research avenues.  
 Three priorities guide our paper: 1) a more complete view as to the role of 
marketing communications; 2) a conceptual framework by which the customer's response 
is affected, and 3) the empirical investigations of tested relationships among constructs. 
We will classify and analyze different marketing communications factors influencing the 
customer response (i.e. factors related to the communication). The links between them will 
be explored and it will be argued that marketing communications factors play a critical role 
in customer’s response. These hypotheses will be tested using liner regression. We will 
find significant liner relationship between the independent variable (marketing 
communications) and the dependent variable (customer’s response). 
 
 
2. CUSTOMERS RESPONSE TO COMMUNICATIONS FACTORS 
 
2.1. Marketing Communications Factors 
 
 Customers obviously vary on a host of different characteristics - demographic (e.g., 
age, gender, race, etc.), psychographic (e.g. attitudes towards oneself, others, possessions, 
etc.), behavioural (e.g. brand choices, usage, loyalty, etc.) - that often serve as the basis of 
market segmentation and the development of distinct marketing programs [12; 7].  
But customers may differ in their prior knowledge, especially in terms of what they know - 
moving from the general to the specific - about 1) the product or service category, 2) the 
company or organization that makes the product or provides the service for the brand, 3) 
the brand, and 4) past communications for the brand [10; 4; 8]. In terms of the classic 
“hierarchy of effects”, customers’ goals may range from a need or desire to: 1) make a 
purchase in the category; 2) identify appropriate candidate brands; 3) obtain benefit or 
feature information about specific brands; 4) judge or evaluate the merits of certain brands; 
or 5) buy chosen brands. 
 The challenge for business-to-business marketer is to create a well-planned and 
comprehensive marketing communication program in order to achieve company 
objectives. We must integrate and coordinate different communication tools to achieve the 
desired results. The instruments of marketing communications are regarded as advertising, 
sales promotion, public relations, direct marketing and personal selling [9].  
Communication factors relate to characteristics of their very communication options. The 
basic aspects of a marketing communication are extremely important in how they interact 
with consumer characteristics and the surrounding context to create different responses. In 
a more specific sense, marketing communications can also vary in their message content 
about the brand (“what is said”) and creative execution (“how it is said”). A 
communication may contain numerous brand-related information (e.g. a detailed print ad 
or direct mail piece) [10].  
 Situational factors relate to all the factors external to the communication itself that 
may affect consumers and impact communication effectiveness. Representative factors 
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include the exposure location; the extent and nature of competing stimuli (advertising or 
otherwise) at communication exposure; the amount of time lag involved with 
measurements of response or outcomes. Broadly, situational factors primarily relate to 
place and time [10]. 
 
2.2. Customer’s Response 
 
 »Consumer response reflects the state changes that a consumer experiences – either 
temporally or on a more permanent basis - as a result of exposure to a marketing 
communication. Consumer response to any marketing communication can be broken down 
into a host of different categories reflecting the process or outcome associated with 
exposure to the communication. In terms of processing, both cognitive and affective 
responses can occur. These responses may vary in terms of their level of abstraction 
(specific vs. general), evaluative nature (negative, neutral, or positive valence)« [10, p. 
828-829]. 
 Beerli and Santana [2] have suggested that the best way to evaluate individual 
responses to advertising/promotion is based on the three dimensions (stages) of cognition, 
affection and conation. The hierarchy of effects model proposed by Lavidge and Steiner 
[11] uses the same three dimensions to form its underlying mechanism. The hierarchy of 
effects model, or variants of it, has dominated the advertising literature since the 1960s 
[15], and even then the emphasis has traditionally been on purchasing behaviour measures 
such as sales, market share, loyalty and brand choice. Many marketing researchers in fact 
have treated conation as the consumer’s behavioural response [13]. Intention to buy is one 
of the most widely used measures for the conative stage [2]. Despite the hierarchy in recent 
years being criticised because the effects may not necessarily follow a temporal sequence 
[15], it continues to be applied only in advertising, but also in other instruments of 
marketing communications too. The customer’s response to different marketing 
communications instruments can be put into three functional phrases: framing perception, 
enhancing experience, and organizing memory [5]. The marketing communications theory 
implies that studying the effects of individual marketing communications requires 
understanding how different types of consumers respond to different brand or 
communication-related tasks or measures. We review each of these four sets of factors in 
turn [10]. 
 Communication factors relate to characteristics of the communication option under 
consideration itself. The basic aspects of a marketing communication are extremely 
important in how they interact with consumer characteristics and the surrounding context 
to create different responses. In a more specific sense, marketing communications can also 
vary in their message content about the brand (“what is said”) and creative execution 
(“how it is said”). A communication may contain much brand-related information (e.g. a 
detailed print ad or direct mail piece). Consumer response reflects the state changes that a 
consumer experiences – either temporally or on a more permanent basis - as a result of 
exposure to a marketing communication [10].  
 
3.    RESEARCH METHODOLOGY  
 
3.1. Characteristics of the Sample 
 
 The main research instrument for empirical investigation, e.g. a questionnaire, was 
developed on the derived theoretical basis. The covering letters with questionnaires were 
mailed to the corporate directors of 150 top Slovenian enterprises. We choose the strata 
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based on the annual net profit. The survey was conducted in January, 2012. During the 
four-week period following the mailing, a total of 37 responses were received and gave the 
response rate of 24,7%. The results presented in this paper are related to the sample of 37 
respondents. The collected empirical data were processed with SPSS 17.0, where the 
emphasis was given to descriptive statistical analysis. We intend to use the regression 
analysis and hypothesis testing. The regression analysis and hypothesis testing produced 
very modest research findings because of the few companies in the sample.  
Some of the possible limitations of the survey results should be noted. First, the low 
response rate might be considered a concern, but in fact, it is expected in organizational 
research as opposed to consumer research [6]. When small sample sizes are being 
employed, when each subpopulation of interest has fewer than 30 respondents, we should 
be very careful to ensure that any inferences are appropriate given the data collection. But 
in this paper a small sample represents a high proportion of our population and such 
concerns are less relevant [3]. We have identified and assessed five specific marketing 
capabilities. This excluded any assessment of other marketing capabilities such as 
promotion, channels of distribution and customer relationship management that might 
usefully be examined by future researchers. 
 The relevant data of the companies were provided mainly by members of the 
managing boards (70,3% of cases). Other respondents appeared in not more than three 
companies. 
 
Table 1 - Position of respondents in the companies 
 
Position in the company Frequency Percent (%) 
Members of the managing 
board 26 70,3 
Head executive 4 10,8 
Counselling specialist 2 5,4 
Business consultant 2 5,4 
Other 3 8,1 
Total 37 100,0 

 
The companies included in the sample are distributed according to industries (see Table 2).  
 
Table 2 - Distribution of the companies in the sample according to industries 
 
 Industry Frequency Percent (%) 
Production of industrial 
products   11 29,7 
Trade 9 24,3 
Production of consumer 
products 6 16,2 
Business services 6 16,2 
Services for final consumer 5 13,5 
Total 37 100,0 

 
 The sample consists of one company (2,7%) with less than 100 employees, 35,1% 
of the companies with less than 500 employees but more than 100, 35,1% of the companies 
with the number of employees bigger than 500 but smaller than 1001, and 27,0% of the 
companies with more than 1000 employees. 
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Table 3 - Size of the respondents companies 
 
Number of employees Frequency Percent (%) 
51-100 1 2,7 
101-500 13 35,1 
501-1000 13 35,1 
More than 1000 10 27,0 
Total 37 100,0 

 
 Then respondents in the surveyed companies were asked about their largest sales 
geographic region. The respondents had the possibility to choose among different answers. 
The results show that the largest respondent sales market is Slovenia, followed by markets 
of former Yugoslav countries. The next large sales market is the market of EU countries, 
followed by the market of East Europe.  
 
Table 4 - Respondents largest sales geographic region 
 
Geographic region Frequency Percent (%) 
Slovenia 36 97,3 
Former Yugoslav countries  27 73,0 
EU 25 67,6 
East Europe 25 67,6 
CEFTA 22 59,5 
USA 12 32,4 
Pacific - Asia 10 27,0 
Australia and New Zeeland 9 24,3 
Japan 8 21,6 
Africa  8 21,6 
Latin and Middle America 6 16,2 

 
The presented research findings in the continuation relate to the above-stated sample of 
companies.  
 
3.2.   Analysis and Results 

 
 All the constructs, e.g. customer’s factors, customer’s goals, situational factors, 
communications factors and customers response were measured on the Likert scale. The 
respondents had to indicate their agreement with the statements on the 5-point Likert (1 
strongly disagree, 5 strongly agree) scales. Despite the fact that the Likert-type measure 
does not claim to be more than an ordinal scale, it has, nevertheless, been accepted as a 
means of achieving interval measurement quality, and there are several arguments 
favouring a variety of positions on this issue [1]. 
 The question we would like to answer is: “Are these items consistent in defining 
the scale?” The reliability of construct was assessed by Cronbach alpha reliability 
coefficient. The measures of assessed factors are reported in the following table.   
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Table 5 - Reliability test for selected factors 
 

Factors 
Number of 
items 

Cronbach 
alpha  

Customers factors 8 0,7555 
Customers goals 7 0,7620 
Communication 
factors 8 0,8011 
Situational factors 6 0,8386 
Customers response 9 0,7886 
 
 One of the objectives of the paper is concerned about the correlation between 
different marketing communications factors and customer’s response exists. Accordingly, 
we make the hypothesis as follows: 

 
Null hypothesis H0: There is no correlation between marketing communications 
factors and customer’s response.  
Alternative hypothesis H1: There is a correlation between marketing 
communications factors and customer’s response.  

 
Table 6 - Correlation matrix between marketing communications factors and 
customer’s response 
 

Correlation  
Customer's 

response 

Customers factors 

Pearson 
Correlation 0,354(*) 
Sig. (2-tailed) 0,029 

Customers goals 

Pearson 
Correlation 0,598(**) 
Sig. (2-tailed) 0,000 

Communication factors 

Pearson 
Correlation 0,710(**) 
Sig. (2-tailed) 0,000 

Situational factors 

Pearson 
Correlation 0,516(*) 
Sig. (2-tailed) 0,001 

Customer' response 

Pearson 
Correlation 1,000 
Sig. (2-tailed) - 

** Correlation is significant at the 0.01 level 
(2-tailed). 
* Correlation is significant at the 0.05 level 
(2-tailed).  

 
 The correlation coefficients between 0,300 and 0,700 are considerate that there’s a 
moderate correlation between different marketing communications factors and customer’s 
response. The test statistic exceeds the critical value so we reject the null hypothesis and 
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conclude that there is a significant correlation between all tested marketing 
communications factors and customer’s response. 
Because the pairwise correlation is found to be significant the relationship between the 
variables will be investigated by producing a linear regression model in the form of a linear 
equation. The four independent variables (customer’s factors, customer’s goals, 
communication factors and situational factors) have been constructed on the basis of 
questionnaire items, detecting the distinct potential effect on the customer’s response. It is 
important to note that all the variables have been measured on a five-point Likert scale. For 
each independent variable, the average value and the standard deviation have been 
calculated.  
 
Table 7 - Marketing communications factors 
Communications 
factors 

Mean St. 
deviation 

Customer’s factors 4,07 0,41 
Customer’s goals 3,79 0,51 
Communication 
factors 3,32 0,61 
Situational factors 3,50 0,74 
 
 We would like to test if the regression model with four predictors (e.g. customer’s 
factors, customer’s goals, communication factors and situational factors) is significantly 
related to the criterion variable Y (e.g. customer’s response)? Non-significant predictor 
variables were deleted from the initial regression model and the model re-run to give a 
parsimonious result. We test the equivalent null hypothesis that there is no relationship in 
the sample between the dependent variable and independent variables, but we found 
significance level only at one specific factor i.e. communication factor. Accordingly to 
this, the null hypotheses, which we tried to reject by means of regression analysis, could be 
formulated as follows:  

Null hypothesis H0: There is no relationship between the dependent and independent 
variables, i.e. The correlation coefficient between the dependent and independent 
variables equals 0 (H0: Rxy = 0).   
Alternative hypothesis H2: There is a positive relationship between the dependent and 
independent variables, i.e. The correlation coefficient between the dependent and 
independent variables is significantly higher than 0 (H2: Rxy > 0).  

 For the tested relationship, we selected the regression model with the highest 
significance, i.e. the model with the significance closest to the significance level of 5%. To 
investigate the hypothesis, entering all variables in a single block, we found that the 
proposed model explains a significant percentage of variance in the customer’s response. 
Table 8 shows that 49 per cent of the observed variability in customer’s response is 
explained by the one independent variable i.e. communication factors (R2=0,503; adjusted 
R2=0,490). 
 
Table 8 - Relationship between communication factor’s and customer’s response 

Independent 
variable (x) 

Dependen
t variable 
(y) 

R2 Adjusted R2  Model (Sign.) 
α 

Communicatio
n factors 

Customer
’s 
response 

0,503 0,490 
Lin: 
y = 0,705 + 0,662 
x 

0,000 
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 Although the empirical results do not provide a high level of support to the 
conclusion, we believe that the positive relationship between the communication factors 
and customer’s response can be still accepted on the basis of the available data. Such a 
result is in accordance to the findings of other authors [14]. 
 Because only one of the independent variables (i.e. communications factor) shows 
the significant correlation with customer’s response, the average value and the standard 
deviation for each variable of the communication sub factor have been calculated.  
 
Table 9 - Mean and standard deviation of a set of communication factors 
 
Variables of communication factors construct Mean St.dev. 
Communication messages content a lot of 
information 3,45 0,76 
We inform customers about the characteristics of 
our products 3,74 0,89 
Communication messages emphasize characteristics 
such as reliability, service and trust 3,26 0,98 
Communication messages contents practical 
suggestion of the use of our products 3,39 0,45 
We prefer non personal forms of communication 
options 2,13 0,88 
We prefer personal forms of communication 
options 3,82 0,98 
We prefer interactive communication options 3,11 0,89 
We study communication messages of our 
competitors 3,66 0,91 
 
Results from Table 10 indicate that we can reject the null hypotheses that the coefficients 
for communication factors (Beta = 0,710, t = 6,024, p =0,000) are 0. The beta weight (Beta 
= 0,710) shows that the communication factors have a significant influence on customer’s 
response. 
 
Table 10 - Results of regression coefficients 
 

  Unstandardized 
Coefficients 

Standardize
d 
Coefficients t Sig.  

Model B Std. 
Error Beta 

  (Constant) 0,705 0,370   1,908 0,064 

 Communication 
factors 0,662 0,110 0,710 6,042 

0,000
a 

a Dependent variable: Customer’s response 
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3.3.  Implications 
 
 The findings discussed above have some managerial implications. The critical 
success marketing communications put forward in this paper serve as building blocks for 
the increased customer’s response. It provides useful guidelines in the form of the critical 
marketing communications factors that can affect customer’s response. It was 
demonstrated how specific marketing communications factors are related to customer’s 
response. The critical factors proposed in the study also enhance the current practice of 
company’s marketing communications. 
 
4. CONCLUSION 

 
 To develop an optimal marketing communication program, a means to characterize, 
evaluate, and choose among different communication options is necessary. Towards these 
goals, we have introduced four sets of factors (with corresponding sub factors) by which 
marketing communications can be characterized: 1) customer's factors (e.g. knowledge), 2) 
customer's goals (e.g. processing goals); 3) communication factors (e.g., brand-related 
information); and 4) situation factors (e.g. place and time). These factors are characterized 
by interactions between them and customer's response. 
Top managers assessed that these four factors can affect customer’s response. The study 
confirms that there is an association between all four constructs (customer’s factors, 
customer’s goals, communication factors, situational factors) and customer’s responses. 
We found the highest correlation between the communication construct and customer’s 
response. 
A statistical test did not support the hypothesis that a positive relationship exists between 
all four constructs and customer’s response. But with statistical test we confirm a positive 
relationship between one specific marketing communications factor or construct (i.e. 
communication factor) and customer’s response and from the results we can confirm that a 
set of communication factors influences customer’s response. This paper attempted to 
provide some interesting perspectives as to how to view marketing communications and 
how different factors can are associated with customer's response. Managers can develop 
such marketing communication programs that can be competitive in today’s environment.  
A paper provides a perspective of how to analyze the factors affecting customer's response. 
The guidelines that emerge from this approach should be particularly relevant for 
marketing managers in industry. The paper closes with the implications of the findings and 
highlights promising future research avenues.  
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