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Abstract
Integrated Marketing Communications (IMCs) is critical to the performance of an organisation. However, many
of the previous studies have focussed on manufacturing firms with very few targeted at private universities.
Moreover, empirical evidence revealed that private universities have not been able to effectively deploy IMCs to
enhance their performance and have been confronted with the challenge of poor customer satisfaction. The study
investigated the effect of IMCs on customer satisfaction of selected private universities in South-West Nigeria.
The study adopted cross-sectional survey research design. The population of the study comprised 554 employees
of the Institutional Marketing Department and ad-hoc staff of the Registry Department of the universities
selected for the study. Total enumeration method was used. The instrument used was a validated adapted
questionnaire. The Cronbach’s alpha reliability coefficients of the constructs ranged from 0.701 to 0.832. The
response rate was 85%. Data were analysed using multiple linear regression. The results revealed that IMCs had
positive and significant effect on customer satisfaction (Adj. R2 = 0.834, F (5, 467) = 475.554, p < 0.05). The
relative effects of IMCs on customer satisfaction showed that advertising had a positive and significant effect (β
= 0.132, t = 3.038, p < 0.05), service promotion had a positive and significant effect (β = 0.195, t = 4.502, p <
0.05), online marketing had a positive and significant effect (β = 0.269, t = 5.972, p < 0.05), public relations also
had a positive and significant effect (β = 0.377, t = 7.415, p < 0.05). The effect of direct marketing was however
insignificant though positive (β = 0.059, t = 1.130, p > 0.05). The study concluded that IMCs affect customer
satisfaction. The study recommended that private universities should prioritise their promotional efforts on
advertising, service promotion, online marketing and public relations rather than direct marketing in their bid to
sustain and improve their customer satisfaction record.
Keywords: advertising, customer satisfaction, direct marketing, integrated marketing communications, online
marketing, public relations, service promotion
1. Introduction
The number of private universities springing up on the African continent has been steadily increasing in recent past
with Nigeria recording the fastest growth on the continent (Adetunji & Ogunleye, 2015). However, the quality of
education and the performance of most of the universities particularly in Nigeria has been declining over the
years—a situation that may be responsible for the surge in the number of students leaving the country to pursue
higher education abroad (Adeniyi, Adediran, & Opeyemi, 2016; Adetunji, 2015).
According to Higher Education open door (HE, open door, 2017), about 9,494 of Nigerians went abroad to the
United States for higher education for the 2014/2015 academic session. In 2015/2016 academic session, a total
of 10,674 went to the United States for higher education. The Institute of International Education (IIE) (2017)
shows that about 11,710 Nigerian students embarked on study in 2017 in the United States, an upsurge of 9.7%
over 2016.
Integrated marketing communications (IMC) has gained increased recognition over the past few decades.
However, the rate at which institutions of higher education (IHEs) have adopted IMC as part of their strategic
management approach has not been fully understood (Rosengren & Dahlén, 2015). The deficiency of a marketing
communications focus tends to be the reason for the poor performance of several higher institutions (Yilmaz,
2017). Several researchers such as Adefulu (2016), Joseph, Nsobiari and Benjamin (2014), Muchina and Okello
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(2016), Murianki (2015), Sajuyigbe, Amusat and Oloyede (2013) suggested that it is relevant to investigate how
dimensions of integrated marketing communications influence of customer satisfaction as a dimension of
performance.
There have been complaints from students in respect to the poor service delivery of some universities (Obadara
& Alaka, 2013). The universities offer services without putting into consideration consumers’ (students’) needs
or preferences. For example, most universities still use the manual registration methods which involves being
physically present at the institution rather than online registration (Osarenren-Osaghae & Irabor, 2012). Further,
there are lots of private universities that are largely unknown to the Nigerian public. Students generally do not
want to study in schools they cannot boast of, irrespective of its academic potentials, hence a university’s
inability to secure popularity and reputation might be the path to its doom (Mbon, Etor, & Osim, 2012).
Considering the foregoing, the aim of this study was to investigate the effect of integrated marketing
communications on customer satisfaction of selected private universities in South-west, Nigeria. To achieve this
objective, the paper answered the research question—What is the effect of integrated marketing communications
on customer satisfaction of selected private universities in South-West, Nigeria? The paper is structured as
follows: the introductory section of the paper dealt with the background issues that led to the topic, while section
one considered the literature review in line with the concepts, theory, and empirics relating to the study variables.
Section two was devoted to methodology adopted for the study with specific emphasis on the population and
sample size determination together with data collection. In the third section, the data collected were presented,
summarized, analyzed and corresponding findings were discussed, while the fourth and the last section covered
the conclusion and recommendations flowing from the findings of the study.
2. Literature Review
Lovelock and Wirtz (2011) pointed out that marketing communications mix includes advertising, online
marketing, promotions, personal selling, and public relations. Students require information regarding the
characteristics of the product or service, its price, how and where to get it in order to make informed enrolment
decisions. This suggests that effective communication channels improve the service delivery of the institution as
customers (parents, students and potential students) have confidence in their enrolment choice (Kotler, 2011).
However, for this holistic approach to be successful, the communications mix must be channelled via the most
effective communication platform. Marketing communications mix is an important determinant of awareness
creation and interest arousal or trial of product or service which could lead to the acquisition of the product or
the service (Kotler & Keller, 2005). It can add to the performance of the institution by crafting and instilling the
product/service or brand in the mind of the consumers (Kotler, 2006). Therefore, IMC is the evidence of
combining activities, methods, messages, and goals to ensure consistent communication across organisational
borders (Christiana, 2014).
According to Abiodun (2011), advertising is a non-personal paid form of communication about an organisation
or its product to a target audience through a mass broadcast medium. Advertising is a promotional tool that
enlightens and persuades consumers to accept a product or a brand by reminding, reassuring, and influencing
decisions of the consumers. Advertising encompasses all paid messages in the media owned and controlled by
people other than the company making the advertisement (Osogbo, 2014).
Promotion means to move forward (Oyebamiji, Kareem, & Ayeni, 2013). This definition indicates that
promotion is a means of communication done with the aim of influencing people to accept ideas, concepts or
things. Eagle and Kitchen (2015) see promotion as an essential tool in a constantly changing environment.
Promotion is a part of marketing activities, a good promotion can strengthen consumer confidence, because as
consumers tend to buy a product based on coupons and other offers. An attractive offer on a regular basis will
make consumers relative to a brand that is promoted (Nawaz, 2018).
According to Nadeem, Naveed, Muhammad, and Komal (2013), direct marketing serves as an interactive system
of marketing which combines one or more advertising media to create quality relationship between an
organization and its customers. Direct marketing provides an avenue for businesses to communicate directly with
its customers via multiple media platforms which include print, online adverts, inbound marketing, mobile
messaging apps, websites, promotional letters, and so on. Direct marketing often depends on the proposition, offer,
communication, choice of channel and the target customer (Donald & Etokakpan, 2013).
Online marketing involves methods and procedures that when adopted would lead internet users to certain web
pages where they can buy products or request for services (French & Rusell-Bannett, 2015). Consequently, web
presence is the sole aim of online marketing. Also, there are other add-ons in online marketing such as banner on a
plane which shows a uniform resource locator (URL) (Lammenett, 2014). Online marketing comprises
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promotional activities that are carried out through websites, social networking sites (SNS), emails, mobile phone
texts and applications (Kelly, Vandevijvere, Freeman, & Jenkin, 2015). Public relations are a management
function that helps to develop and sustain lines of communications, understanding, acceptance and cooperation
to keep updated on public opinion and respond effectively (Rosenberg, 2013). Watson (2012) revealed that
public relations is a management function implemented by a wide range of organisations and institutions.
According to Kotler (2009), the term satisfaction is a feeling that extends across the entire consumption horizon.
In other words, customer satisfaction is a feeling of pleasure arising from comparing the perceived performance
or outcome of a product or service in relation to the expectation of the customer (Aksoy, 2013). Customer
satisfaction identifies significant relationship between customer and service provider (Khan & Fasih, 2014). The
interaction between customer and service provider helps businesses to elaborate customized customer needs and
expectation at each stage (Nimako, 2010). Customers are the key determinant of the continuous existence and
development of a company on the market (Matias, Reis, & Azevedo, 2015).
There are many studies carried out on integrated marketing communications and performance. However, some
researchers have found positive results while others reported negative results (Bassi, 2007). Malik and Ghafoor
(2014) investigated the impact of advertisement and consumer perception on customer satisfaction and their
results revealed that advertisement and customer satisfaction both had a significant positive relationship.
Similarly, Sharma (2012) examined advertising effectiveness by seeking to understanding the value of creativity
in advertising by conducting a review study in India and found that creativity in advertisement positively
affected customer’s choice of purchase and satisfaction. In the same vein, Rinta-Kanto (2012) found that
advertising has a significant positive effect on sales revenue and customer satisfaction.
From theoretical perspective, the integrated marketing communications theory argue that application of
integrated marketing communication dimensions of promotion, advertising, online marketing, public relations
and direct marketing will enhance the various dimensions of institutional performance of which customer
satisfaction is prominent.

Figure 1. Researcher’s conceptual model (2019)
Source: Computed from the literature.

The econometric model.
CS = β0 + β1AD + β2SP + β3DM + β4OM + β5PR + ei

(1)

3. Methodology
Cross-sectional survey research design was adopted for this study considering that primary data was required for
the study and since this research design affords the researcher the opportunity of getting firsthand and current

80

ijms.ccsenet.org

International Journal of Marketing Studies

Vol. 12, No. 2; 2020

information that is reliable and authentic for the intended purpose. The population for this study were 554
employees of twenty (20) selected private universities who were involved in the enrolment process for the
2019/2020 academic session. Total enumeration of the five hundred and fifty-four (554) staff that were involved
in the 2019/2020 academic session enrolment were considered.
Data were collected using a validated structured adapted questionnaire. The Cronbach’s alpha coefficients of the
variables ranged from 0.701 to 0.832. A total of 473 copies of questionnaire were properly filled and returned.
This represented an overall response rate of 85%.
4. Data Analysis
Inferential statistics was used to analysed data collected. Inferential statistics was used to measure the aspects of
the effect between integrated marketing communications and customer satisfaction. Multiple linear regression
analysis was applied to test the hypothesis since this study sought to establish the effect of several integrated
marketing communications dimensions on customer satisfaction. This method was suitable because it found the
target variables by finding a best suitable fit line between the independent sub-variables and the dependent
variable.
Table 1. Summary of multiple regression analysis for effects of integrated marketing communications
dimensions on customer satisfaction of selected private universities in South-West, Nigeria
N
473

Model
Β
Sig.
T
ANOVA (Sig.)
R2
Adjusted R2
F (df)
(Constant)
-0.961
0.062
-1.868
0.000b
0.836
0.834
475.554 (5,467)
Advertising
0.132
0.003
3.038
Service promotion
0.195
0.000
4.502
Direct marketing
0.059
0.259
1.130
Online marketing
0.269
0.000
5.972
Public relations
0.377
0.000
7.415
Predictors: (Constant), Advertising, Service promotion, Direct marketing, Online marketing, Public relations

Dependent Variable: Customer Satisfaction
Source: Field Survey, 2019

CS = -0.961 + 0.132AD + 0.195SP + 0.269OM + 0.377PR
Table 1 reveals the result of the multiple regression analysis for the effect of integrated marketing
communications dimensions (advertising, service promotion, direct marketing, online marketing and public
relations) on customer satisfaction of selected private universities in South-West Nigeria. The above model
showed that out of all the dimensions of integrated marketing communications, advertising, service promotion,
online marketing and public relations have positive and significant effect on customer satisfaction of selected
private universities in South-West, Nigeria. The results indicated that advertising, service promotion, online
marketing and public relations all have individual positive and significant effect on customer satisfaction while
direct marketing has a positive and insignificant effect on customer satisfaction of selected private universities in
South-West, Nigeria. The result further revealed that integrated marketing communications dimensions
explained 83.4% of the changes in customer satisfaction of selected private universities in South-West, Nigeria.
The model revealed that when advertising, service promotion, online marketing and public relations are
improved by one unit, customer satisfaction will also increase by 0.132, 0.195, 0.269 and 0.377 respectively.
5. Discussion
The result of the effect of integrated marketing communications dimensions on customer satisfaction of selected
private universities in South-West, Nigeria was determined in this study. The results revealed that integrated
marketing communications has a positive and significant effect on customer satisfaction of selected private
universities in South-West Nigeria. This implies that advertising, service promotion, online marketing and public
relations should be the focus of private universities in South-West, Nigeria if they are to satisfy their customers
both students and stakeholders.
The finding of this is in alignment with that of Khan and Fasih (2014) who reported that every producer or
service provider is engaged in removing false claims and exaggerations which is deceptions; while, promoting
and campaigning for the products and services. Similarly, Sharma (2012) investigated advertising effectiveness
in India and discovered that creativity in advertisement positively affected customer’s choice of purchase and
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satisfaction; while considering the interaction between integrated marketing communications dimensions and
consumer behaviour. In the same vein, Rinta-Kanto (2012) reported that advertising has a significant positive
effect on sales revenue and customer satisfaction.
6. Conclusion and Recommendation
The general purpose of this study was to examine effect of integrated marketing communications dimensions on
customer satisfaction of selected private universities in South-WestNigeria. From the data collected, the
respondents reported that the result of the hypothesis showed that advertising, service promotion, online
marketing and public relations have positive and significant effect on customer satisfaction. Limitationof this
study was incomplete responses by some of the respondents. However, this limitation was mitigated as the
incomplete responses were invalidated so as not to affect the results of this study. Based on the findings of this
study, the study recommended that universities, especially private universities should constantly use advertising,
service promotion, online marketing and public relations should be the focus of private universities in
South-West, Nigeria if they are to satisfy their customers both students and stakeholders.
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