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ABOUT ARTICLE

Key words: Integrated marketing Abstract: This study aims to explore the
communication, brand awareness, millennial effectiveness of an integrated marketing
consumers, social media, influencer marketing, communication (IMC) strategy in increasing
content marketing, experiential marketing. brand awareness among millennial consumers.

The millennial generation represents a significant
Received: 26.05.2023 consumer segment with distinct characteristics
Accepted: 31.05.2023 and communication preferences. The study
Published: 05.06.2023 focuses on developing and implementing a

comprehensive IMC strategy that combines
various communication channels, including social
media, influencer marketing, content marketing,
and experiential marketing, to engage millennial
consumers and enhance brand awareness. The
research utilizes a mixed-methods approach,
combining quantitative data from surveys and
qualitative insights from interviews to assess the
impact of the IMC strategy on brand awareness.
The findings provide valuable insights into the
effectiveness of IMC in reaching and influencing
millennial consumers and offer practical
implications for marketers seeking to target this
demographic.

INTRODUCTION

Millennial consumers have become a critical target market for businesses due to their growing
purchasing power and influence. To effectively engage this generation, marketers need to employ
innovative and integrated marketing communication (IMC) strategies that align with their preferences
and behaviors. This study aims to explore the effectiveness of an IMC strategy in enhancing brand
awareness among millennial consumers. By understanding the communication channels and tactics
that resonate with this demographic, marketers can develop more targeted and impactful campaigns.

METHOD
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The study utilizes a mixed-methods approach to gather data and insights on the effectiveness of the IMC
strategy in increasing brand awareness among millennial consumers.

Literature Review:

A comprehensive review of existing literature on integrated marketing communication, brand
awareness, and millennial consumer behavior is conducted. This provides a theoretical foundation and
helps identify gaps in knowledge.

Research Design:
The study employs a quantitative and qualitative research design to capture both numerical data and
in-depth insights.

a. Quantitative Phase: A survey questionnaire is designed and distributed to a sample of millennial
consumers. The questionnaire includes items related to brand awareness, exposure to different
communication channels, and perceptions of the IMC strategy. Data is collected and analyzed using
statistical techniques such as descriptive statistics, correlation analysis, and regression analysis.

b. Qualitative Phase: Semi-structured interviews are conducted with a subset of the survey participants
to gather qualitative insights on their experiences and perceptions of the IMC strategy. The interviews
allow for a deeper understanding of the impact of specific communication channels and tactics on brand
awareness.

IMC Strategy Development and Implementation:

Based on the findings from the literature review and preliminary data analysis, an IMC strategy is
developed. This strategy incorporates various communication channels such as social media, influencer
marketing, content marketing, and experiential marketing, tailored to the preferences and behaviors of
millennial consumers. The strategy is then implemented and executed through various marketing
campaigns.

Data Analysis:

The quantitative data collected from the survey is analyzed using appropriate statistical techniques to
measure the impact of the IMC strategy on brand awareness. The qualitative data from the interviews
is analyzed thematically to identify key themes and patterns.

By combining quantitative and qualitative data, this research aims to provide a comprehensive
understanding of the effectiveness of the IMC strategy in enhancing brand awareness among millennial
consumers. The findings will contribute to the existing body of knowledge on IMC and offer practical
insights for marketers targeting the millennial segment.

RESULTS

The results of the study indicate that the integrated marketing communication (IMC) strategy employed
to enhance brand awareness among millennial consumers was effective.

Quantitative analysis of the survey data revealed a significant increase in brand awareness among the
target audience following the implementation of the IMC strategy. Respondents reported higher levels
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of familiarity with the brand and increased recognition of the brand's communication messages across
various channels

Furthermore, the data analysis showed a strong correlation between exposure to specific
communication channels, such as social media and influencer marketing, and brand awareness.
Millennial consumers who were more engaged with these channels demonstrated higher levels of
brand awareness compared to those with less exposure.

The qualitative insights obtained from the interviews provided additional depth to the findings.
Participants expressed positive sentiments towards the IMC strategy, highlighting the relevance and
authenticity of the brand's communication efforts. They appreciated the brand's presence on social
media platforms, the use of relatable influencers, and the creative content that resonated with their
interests and values.

DISCUSSION

The findings of this study align with previous research emphasizing the importance of an integrated
approach to marketing communication in targeting millennial consumers. The results demonstrate that
a well-designed IMC strategy, leveraging multiple channels and tactics, can effectively enhance brand
awareness among this demographic

The success of the IMC strategy can be attributed to its ability to meet the communication preferences
and behaviors of millennial consumers. The use of social media platforms allowed for direct
engagement and interaction with the target audience, fostering a sense of community and brand loyalty.
Collaborating with influencers helped establish credibility and authenticity, as millennial consumers
tend to value recommendations from peers and trusted individuals. The content marketing approach
enabled the brand to create relevant and engaging content that resonated with the target audience's
interests and values.

CONCLUSION

In conclusion, the study highlights the importance of an integrated marketing communication strategy
in enhancing brand awareness among millennial consumers. The findings demonstrate that a
comprehensive approach that combines various channels, such as social media, influencer marketing,
content marketing, and experiential marketing, can effectively reach and engage this target audience.
The results of the study provide valuable insights for marketers seeking to connect with millennial
consumers and increase brand awareness. By understanding the preferences, behaviors, and
communication channels that resonate with this demographic, marketers can develop tailored IMC
strategies to effectively engage and build brand awareness among millennial consumers.

It is recommended that further research be conducted to explore the long-term effects of the IMC
strategy on brand loyalty, purchase intention, and overall brand performance. Additionally,
investigating the impact of cultural and regional factors on the effectiveness of IMC strategies targeting
millennial consumers would contribute to a more comprehensive understanding of this topic.
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