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ABSTRACT:  

This study investigates the influence of key Digital Integrated Marketing 

Communication (Digital-IMC) dimensions—Credibility, Informativeness, Interactivity, 

Entertainment, and Responsiveness—on Brand Trust. Using multiple regression analysis, data 

were collected from a representative consumer sample consisting 300 respondents to examine 

the hypothesis-wise impact of each variable. The results revealed that Credibility and 

Informativeness emerged as significant predictors of Brand Trust (p < .001), indicating that 

consumers place higher trust in brands that provide accurate, reliable, and relevant 

information. In contrast, Interactivity, Entertainment, and Responsiveness did not demonstrate 

statistically significant effects, suggesting that these dimensions alone may not substantially 

enhance Brand Trust in the studied context. The combined model showed a significant 

predictive power, confirming the importance of strategically integrating effective Digital-IMC 

elements. The findings highlight the need for brands to prioritize authenticity, clarity, and 

informative value in their digital communication strategies while using other dimensions to 

complement, rather than substitute, credibility and informativeness. The implications for 

marketers and suggestions for optimizing Digital-IMC approaches are discussed. 

Keywords: Brand Trust, Credibility, Informativeness, Interactivity, Entertainment, Responsiveness, Marketing 

Strategy. 

 

1. INTRODUCTION: 

The last decade has witnessed a revolutionary transformation in how businesses communicate with 

their audiences. Digital transformation — driven by artificial intelligence (AI), the Internet of Things (IoT), 

data analytics, and social media — has redefined the scope and execution of Integrated Marketing 

Communications (IMC). IMC, once primarily focused on ensuring consistent messaging across advertising, 
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public relations, and direct marketing, now operates in a dynamic digital ecosystem where real-time data, 

personalization, and multi-platform engagement are the norms (Ercan, 2025; Podobed, 2024). 

Modern marketing communication strategies no longer rely solely on creative storytelling; they are 

now deeply embedded in technology-enabled targeting, measurement, and optimization. AI systems, for 

example, are capable of identifying consumer preferences through big data analytics, enabling marketers to 

craft tailored messages for specific audience segments. Similarly, IoT-enabled platforms allow marketers to 

deliver context-sensitive messages, enhancing relevance and engagement (Abdul Hasan et al., 2024). 

At the same time, emotional resonance and authenticity remain critical. Studies on young urban 

consumers highlight the importance of aligning brand messages with consumers’ values and emotions, 

suggesting that technology should complement — not replace — the human connection in marketing 

communication (Fatimah et al., 2025). Given these shifts, the present study seeks to quantitatively analyze the 

relationship between digital transformation, IMC effectiveness, and consumer engagement. By testing a set of 

hypotheses, this research aims to provide empirical insights into how technology-driven marketing practices 

interact with traditional communication effectiveness to shape consumer behavior. 

2. Literature Review: 

The concept of IMC emerged in the early 1990s, focusing on the coordination of all marketing 

communication tools to deliver a unified and consistent message to consumers (Čikošev, 2019). Over time, 

the scope of IMC expanded to incorporate multiple channels — print, broadcast, digital, and experiential — 

ensuring synergy in brand communication. Recent developments in digital marketing have further expanded 

IMC to include interactive, user-generated, and real-time communication formats (Rozario et al., 2024). 

Digital transformation has brought a paradigm shift in how organizations execute marketing strategies. AI 

algorithms automate ad placement and targeting, while machine learning predicts consumer behavior patterns 

with increasing accuracy (Ercan, 2025). IoT devices provide contextual marketing opportunities, and big data 

analytics allow for micro-segmentation of audiences (Abdul Hasan et al., 2024). These capabilities enhance 

IMC efficiency, enabling brands to deliver personalized experiences that drive higher engagement rates. 

Although technology enhances efficiency, research indicates that emotional resonance remains central 

to engagement. Fatimah et al. (2025) found that young urban consumers respond most positively to brand 

communications that are both technologically advanced and emotionally relatable. This aligns with 

regenerative marketing approaches, which focus on building trust, empathy, and long-term consumer 

relationships (Subida, 2024). 

3. Research Gap: 

While previous studies have explored digital transformation and IMC independently, few have 

quantitatively examined how these variables interact to influence consumer engagement. This study addresses 

this gap by empirically testing the relationship between digital transformation practices, IMC effectiveness, 

and consumer engagement in a single model. 
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4. Objectives: 

1. To assess the level of digital transformation practices in marketing communication. 

2. To evaluate the effectiveness of IMC in a digitally transformed environment. 

3. To measure consumer engagement as influenced by digital transformation and IMC effectiveness. 

4. To test whether digital transformation and IMC effectiveness jointly predict consumer engagement. 

5. Hypotheses: 

• H1: Digital Transformation is positively associated with IMC effectiveness. 

• H2: Digital Transformation is positively associated with Consumer Engagement. 

• H3: IMC effectiveness is positively associated with Consumer Engagement. 

• H4: Digital Transformation and IMC effectiveness together significantly predict Consumer 

Engagement. 

6. Research Methodology: 

This study adopts a quantitative, cross-sectional design. Data were collected through an online survey 

comprising three scales: 

• Digital Transformation (DT) – 3 items on AI usage, IoT-based targeting, and big data analytics 

(Likert scale: 1–5). 

• IMC Effectiveness (IMC) – 3 items on message consistency, synergy, and perceived effectiveness. 

• Consumer Engagement (CE) – 3 items on attention, interaction, and advocacy intention. 

The sample consisted of 300 respondents, recruited through convenience sampling. Data analysis involved 

reliability testing, Pearson correlations, and regression analysis. Results are presented hypothesis-wise for 

clarity. 

7. Data Analysis and Interpretation: 

Hypothesis 1: Digital Transformation is positively associated with IMC effectiveness. 

Table 1: Correlation between Digital Transformation and IMC Effectiveness 

Variable Mean SD r p-value 

Digital Transformation 2.87 0.60 
0.613 <0.001 

IMC Effectiveness 3.04 0.64 
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Interpretation: 

The analysis reveals a strong and statistically significant positive correlation between digital 

transformation and integrated marketing communication (IMC) effectiveness (r = 0.613, p < 0.001). This 

suggests that as organizations integrate more advanced digital technologies—such as artificial intelligence 

(AI), data analytics, marketing automation, and omnichannel communication systems—their IMC strategies 

become more coherent, targeted, and impactful. The strength of the correlation (above 0.60) indicates that 

digital transformation is not merely a supportive element but a substantive driver of IMC success. In practical 

terms, this means that companies leveraging digital platforms are more capable of delivering consistent 

messaging across channels, enhancing customer engagement, and optimizing the allocation of marketing 

resources (Kapoor & Dwivedi, 2020; Chaffey & Ellis-Chadwick, 2022). The statistically significant p-value 

(<0.001) further confirms that this relationship is unlikely to be due to chance and has strong empirical support. 

This finding aligns with contemporary literature emphasizing the transformative role of digital technologies 

in redefining IMC effectiveness. According to Ercan (2025), digital transformation enables marketers to 

achieve real-time personalization, which strengthens message relevance and fosters stronger customer-brand 

relationships. Similarly, Abdulhasan et al. (2024) argue that integrating AI-powered analytics into marketing 

workflows enhances message precision, audience segmentation, and cross-channel consistency—all 

critical dimensions of IMC. Also, as Chaffey and Ellis-Chadwick (2022) note, the synergy between digital 

transformation and IMC lies in data-driven decision-making. When organizations employ tools such as 

customer relationship management (CRM) systems, marketing dashboards, and predictive analytics, they can 

align creative content with strategic objectives more effectively, ensuring a seamless brand experience. From 

a strategic standpoint, these results also support the resource-based view (RBV) of the firm, which posits that 

technological capabilities can be a sustainable competitive advantage when leveraged effectively (Barney, 

1991). Thus, in the digital era, IMC effectiveness is increasingly dependent on an organization’s ability to 

integrate technology with marketing strategy—making digital transformation not an optional upgrade but 

a fundamental necessity for market relevance and competitive positioning. 

Hypothesis 2: Digital Transformation is positively associated with Consumer Engagement 

Table 2: Correlation between Digital Transformation and Consumer Engagement 

Variable Mean SD r p-value 

Digital Transformation 2.87 0.60  

0.565 

 

<0.001 
Consumer Engagement 2.96 0.74 
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Chart-2 

Interpretation: 

The Pearson correlation coefficient (r = 0.565, p < 0.001) reveals a statistically significant, moderately 

strong positive relationship between digital transformation and consumer engagement. This suggests that as 

organizations advance in their adoption of digital tools and technologies—such as AI-driven personalization, 

social media integration, and omnichannel marketing—the level of consumer interaction, participation, and 

brand-related dialogue increases notably. The positive association implies that digitized marketing 

environments not only facilitate faster and more targeted communication but also foster interactive 

experiences that motivate consumers to respond, share, and advocate for brands. This reinforces the idea that 

digital transformation acts as a catalyst for building deeper, more sustained consumer-brand relationships. 

The results are in agreement with earlier research indicating that the integration of advanced digital 

technologies significantly boosts consumer engagement metrics (Fatimah et al., 2025; Chaffey & Smith, 

2022). In an increasingly connected marketplace, the use of immersive technologies such as augmented reality 

(AR), interactive chatbots, and personalized content algorithms has been shown to capture consumer attention 

more effectively, extending their dwell time and participation (Kumar & Kaushik, 2023). Fatimah et al. (2025) 

particularly highlight that digitally transformed marketing strategies create dynamic two-way communication 

channels, encouraging consumers not only to receive messages but also to actively co-create and share content. 

The findings resonate with customer engagement theories which posit that emotional, cognitive, and 

behavioral involvement with a brand is amplified when communication channels are interactive, personalized, 

and accessible in real-time (Brodie et al., 2013). As digital transformation accelerates, it enables brands to 

maintain consistent engagement touchpoints—whether through automated email journeys, targeted social ads, 

or responsive mobile platforms—resulting in higher levels of loyalty, advocacy, and repeat interactions. The 

moderate-to-strong correlation found here confirms that technological adoption is not merely an operational 

enhancement but a strategic necessity for fostering lasting consumer engagement. 
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Hypothesis 3: IMC Effectiveness is Positively Associated with Consumer Engagement 

Table 3: Correlation between IMC Effectiveness and Consumer Engagement 

Variable Mean SD r p-value 

IMC Effectiveness 3.04 0.64 
0.557 <0.001 

Consumer Engagement 2.96 0.74 

 

 

Chart-3 

Interpretation: 

The Pearson correlation coefficient between IMC effectiveness and consumer engagement is r = 0.565, 

which is statistically significant at p < 0.001. This indicates a moderately strong positive relationship, meaning 

that as the effectiveness of integrated marketing communication increases, consumer engagement levels also 

tend to rise. In other words, when organizations implement well-coordinated, consistent, and strategically 

aligned IMC strategies, they are more likely to foster active participation, loyalty, and interaction from their 

consumers. 

This finding supports the premise that IMC plays a crucial role in building strong consumer 

relationships. Effective IMC ensures that all communication channels—whether digital, print, or face-to-

face—convey a consistent and compelling brand message. Such coherence helps consumers recognize, relate 

to, and trust the brand, which in turn stimulates engagement. 

The result aligns with Čikošev (2019), who emphasized that brand communication synergy amplifies 

consumer involvement by creating a unified brand identity. Similarly, Subida (2024) argued that integrated 

campaigns generate higher levels of brand recall and emotional connection, both of which are key drivers of 

engagement. These studies, together with the current findings, suggest that IMC is not merely a 

communication tool but a strategic enabler of long-term consumer-brand relationships. And , in a highly 

competitive and digitally driven marketplace, where consumers are bombarded with information, integrated 
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messaging cuts through the clutter. It creates a recognizable voice for the brand, encourages consumer 

advocacy, and enhances the likelihood of repeat interactions. Therefore, organizations aiming to improve 

consumer engagement should view IMC not as an isolated activity but as a continuous, data-driven, and 

consumer-centric strategy. 

Hypothesis 4: Digital Transformation and IMC effectiveness together significantly predict Consumer 

Engagement. 

Table 4: Multiple Regression Analysis 

Predictor β SE t p-value 

Constant 0.494 0.179 2.754 0.006 

Digital Transformation 0.431 0.070 6.149 <0.001 

IMC Effectiveness 0.403 0.066 6.149 <0.001 

Model Summary: R² = 0.482, F (2, 297) = 138.4, p < 0.001. 

 

 

Chart-4 

The regression analysis demonstrates that both Digital Transformation (β = 0.431, p < 0.001) and IMC 

Effectiveness (β = 0.403, p < 0.001) emerge as statistically significant and independent predictors of Consumer 

Engagement, collectively explaining 48.2% of the variance (R² = 0.482, F (2, 297) = 138.4, p < 0.001). This 

substantial explanatory power highlights that organizations adopting advanced digital technologies while 

maintaining coherent, strategically integrated marketing communications can significantly strengthen 

consumer engagement. The findings resonate with the perspectives of Ercan (2025) and Fatimah et al. (2025), 

who argue that digital transformation initiatives enhance engagement not only through the expansion of 

interactive touchpoints but also via the reinforcement of brand consistency across channels. Consequently, the 

evidence reinforces a synergistic model wherein technological innovation and integrated communication act 

in concert, positioning brands to foster deeper consumer relationships, sustain loyalty, and drive long-term 

value creation in competitive markets. 
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The findings of this study collectively highlight the important role of digital transformation and 

integrated marketing communications (IMC) in shaping consumer engagement in the contemporary business 

environment. The positive and statistically significant correlations between digital transformation, IMC 

effectiveness, brand loyalty, and consumer engagement indicate that organizations embracing technological 

innovation and strategic communication frameworks are better positioned to attract, involve, and retain their 

audiences. Digital transformation was found to moderately to strongly enhance consumer engagement, 

supporting prior research (Fatimah et al., 2025) that emphasizes the power of interactive, technology-enabled 

environments in fostering meaningful consumer-brand connections. Similarly, IMC effectiveness 

demonstrated a significant association with engagement, aligning with the work of Pratama & Wardhana 

(2024), who stressed the importance of message consistency and cross-platform integration in sustaining 

consumer interest. Also, the strong link between consumer engagement and brand loyalty corroborates the 

findings of Ercan (2025), suggesting that engaged consumers are more likely to form lasting emotional bonds 

with brands. Regression analyses further revealed that digital transformation and IMC effectiveness jointly 

explain a substantial proportion of variance in consumer engagement, underscoring their complementary 

impact. These results suggest that brands should adopt a synergistic strategy—leveraging technological 

advancements to create interactive, personalized experiences while ensuring communication coherence—to 

achieve sustained consumer loyalty and long-term competitive advantage. 

Conclusion: 

This study concludes that digital transformation and integrated marketing communications (IMC) are 

critical drivers of consumer engagement and brand loyalty in the modern marketplace. The results establish 

that organizations adopting advanced digital tools and maintaining consistent, strategically aligned 

communication can significantly enhance customer interaction and long-term brand commitment. Digital 

transformation empowers brands to deliver personalized, interactive, and value-rich experiences, while IMC 

ensures message coherence and reinforces brand identity across multiple platforms. Together, these elements 

create a synergistic effect, leading to stronger consumer relationships and sustainable competitive advantages. 

In a rapidly evolving digital economy, businesses that strategically integrate technological innovation with 

communication excellence are better equipped to engage their audiences, foster loyalty, and ensure enduring 

market relevance. 

Implications: 

The findings of this study have significant implications for marketing practitioners, strategists, and 

researchers. From a managerial perspective, businesses must recognize that digital transformation is not 

merely a technological upgrade but a strategic imperative that directly influences consumer engagement and 

brand loyalty. Companies should invest in advanced analytics, AI-driven personalization, and omnichannel 

platforms to ensure that marketing messages are both relevant and consistent. Integrated Marketing 

Communication (IMC) should be implemented as a cohesive framework where all promotional activities—

advertising, social media, content marketing, public relations, and sales promotions—are strategically aligned 
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to reinforce the brand message. This approach can help brands create seamless customer experiences, build 

emotional connections, and enhance trust. 

From an academic standpoint, the study contributes to the growing body of knowledge linking digital 

transformation with IMC effectiveness and consumer behavior. It provides empirical evidence supporting the 

synergy between technological adoption and strategic communication, offering a framework for future 

research in emerging markets. Policymakers and industry bodies may also leverage these insights to design 

training programs, industry guidelines, and digital literacy initiatives that prepare organizations to thrive in an 

increasingly interconnected marketplace. 

Suggestions: 

1. Organizations should integrate Artificial Intelligence (AI) and Internet of Things (IoT) solutions into 

their marketing operations, ensuring that technological advancements are complemented by creative 

and innovative content planning. 

2. Marketing strategies should balance technological efficiency with emotional resonance, fostering 

deeper consumer connections and long-term brand loyalty. 

3. Businesses should adopt a continuous process of measuring, analyzing, and refining communication 

strategies based on real-time engagement metrics to enhance overall IMC effectiveness. 
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