University of Pretoria etd — Niemann, | (2005)

List of references

List of references

Aakar, D.A. & Biel, A.L. 1993. Brand equity and advertising. Hillside, NJ:

Lawrence Erlbaum.

Abrahamson, M. 1983. Social research methods. New York: Prentice-Hall.

Ackoff, R.L. & Sasieni, M.W. 1968. Fundamentals of operations research. New
York: John Wiley.

Adfocus. 2001. A supplement to financial mail.

Adfocus. 2002. A supplement to financial mail.

Adfocus. 2003. A supplement to financial mail.

Adfocus. 2004. A supplement to financial mail.

Allan, G. & Skinner, C. 1991. Handbook for research students in the social

sciences. London: Falmer.

Anchrol, R.S. 1991. ‘Evolution of the marketing organization: New forms for

turbulent environments’. Journal of Marketing, 77-93.

Anon. 2004. ‘Conference on the financing of Nepad’. [Web:]
http://nepadsn.org/main.html [Date of access: 15 Jan. 2004].

Ansoff, H.I. 1980. ‘Strategic issue management’. Strategic Management
Journal, 1:131-148.

Anstey, M. 1994. Global shifts in industrial relations: Implications for South
Africa. Cape Town: Juta.

278



University of Pretoria etd — Niemann, | (2005)

List of references

Argenti, P.A. 2003. Corporate communication. Boston: McGraw-Hill Irwin.

Argyris, C., Putnam, R. & Smith, D. 1985. Action science: Concepts, methods,
and skills for research intervention. San Francisco: Jossey-Bass.

Babbie, E. 1992. The practice of social research. Belmont: Wadsworth.

Babbie, E. 2002. The basics of social research. Stamford: Wadsworth.

Babbie, E., and Mouton, J.J. 2001. The practice of social research. Oxford:

Oxford University Press.

Backlund, A. 2000. ‘The definition of system’. Kybernetes, 29(4):444-451.

Baker, T.L. 1999. Doing social research. Boston: McGraw-Hill.

Bartlett, C.A. & Ghoshal, S. 1998. Transnational management: Text, cases and

readings in cross-border management. Chicago: Irwin.

Belasco, J.A. & Stayer, R.C. 1993. Flight of the buffalo. New York: Warner
Books.

Belsch, G.E. & Belsch, M.A. 1995. Introduction to advertising and promotion: An

integrated marketing communications approach. Chicago: Irwin.

Bennett, P.D. 1995. Dictionary of marketing terms. Chicago: American

Marketing Association.

Bennis, W. 1997. ‘Becoming a leader of leaders’. (In Gibson, R. ed. Rethinking
the future. London: Nicholas Brealy.)

279



University of Pretoria etd — Niemann, | (2005)

List of references

Berg, B.L. 1998. Qualitative research methods for the social sciences. Boston:

Allyn and Bacon.

Bernard, H.R. 2000. Social research methods. Qualitative and quantitative

approaches. Thousand Oaks: Sage.

Bernstein, S. 2000-2001. ‘Get real! New ways advertisers are integrating
communications into customers’ lives'. Journal of Integrated Communications,
[Web:]
http://www.medill.nwu.edu.imc.studentwork.pubs/jic/journal/2000/bernstein.htm
[Date of access: 5 Jun. 2001].

Botschen, G, Thelen, E.M. & Pieters, R. 1999. ‘Using means-end structures for
benefit segmentation: An application to services’. European Journal of Marketing,
1(2):160-168.

Brand, C. 1997. ‘Leadership essential for a rapidly changing environment'.

Management Today, October, 28-30.

Broom, G.M., Lauzen, M.L. & Tucker, K. 1991. ‘Public relations and marketing:
Dividing the conceptual domain and operational turf. Public relations Review,
17(3):219-225.

Buckinham, S. 1997. ‘Unorganization a handbook for company transformation’.

[Web:] www.unorg.com [Date of access: 15 Jun. 2003].

Burnett, J. & Moriarty, S. 1998. Introduction to marketing communication: An

integrated approach. Upper Saddle River: Prentice-Hall.

Carter, D. 2003. ‘Vision is the art of seeing the invisible’. Training Journal,
ELY:1.

280



University of Pretoria etd — Niemann, | (2005)

List of references

Caywood, C., Schultz, D.E. & Wang, G.P. 1991. Integrated marketing
communications: A survey of national customer goods advertising. Colorado:

Northwestern University Report.

Caywood, C.L. 1997. The handbook of strategic public relations and integrated

communications. New York: McGraw-Hill.

Chambers, J. 2000. ‘Business model for the Internet economy.’ Intelligence,
6(1):20-22.

Chicco, G. & Chandler, R. 2002. ‘Integrated communications: Reaching in and
out’. Media Mix, November:132-133.

Chiocchi, R. 1999-2000. ‘Inductive vs. deductive marketing: The paradigm shift’.
Journal of Integrated Communications. [Web:]
http://www.medill.nwu.edu.imc.studentwork.pubs/jic/journal/1999-
2000/chiocchi.htm [Date of access: 5 Jun. 2001].

Churchman, C.W. & Ackoff, R.L. 1950. Methods of inquiry. Saint Louis:

Educational publishers.

Cooper, D.R. & Schindler, P.S. 1998. Business research methods. Boston:
McGraw-Hill.

Corman, S.R., Banks, S.P., Bantz, C.R. & Mayer, M.E. 1990. Foundations of

organizational communication: A reader. New York: Longman.

Cornelissen, J.P. 2000. ‘Theoretical concept of management fashion?

Examining the significance of IMC’. Journal of Advertising Research, 40(5):7-16.

281



University of Pretoria etd — Niemann, | (2005)

List of references

Covey, S.R. 1993. ‘Transforming a swamp’. Training and Development, May,
43-46.

Cronje, G.J.de J., Du Toit, G.S. & Motlatla, M.D.C. 2000. Introduction to
business management. Cape Town: Oxford University Press.

Crystal, A. & Muir, C. 2003. ‘The new consumer’. Colloquium held in the
Department of Communication, RAU University. 19 July 2003.

Cutlip, S.M., Center, A.H. & Broom, G.M. 1994. Effective public relations.

Seventh edition. Englewood Cliffs, New Jersey: Prentice-Hall.

Day, G.S. & Reibstein, D.J. 1997. Wharton on dynamic competitive strategy.
New York: John Wiley & Sons.

De Vos, A.A. 1998. Research at grassroots. Pretoria: Van Schaik.

Deming, W.E. 1982. Quality, productivity, and competitive position. Cambridge,
Mass.: Massuchusetts Institute of Technology, Center for Advanced Engineering
Study.

Denton, M. & Vloeberghs, D. 2003. ‘Leadership challenges for organizations in
the new South Africa’. Leadership and Organization Development Journal,
24(2):84-95.

Denzin, N.K. & Lincoln, Y.S. 1994. Strategies of qualitative inquiry. Thousand
Oaks: Sage.

Digman, L.A. 1990. Strategic management. Second edition. Homewood:
BPI/Irwin.

282



University of Pretoria etd — Niemann, | (2005)

List of references

Dill, W.R. 1979. Commentary in strategic management: A new view of business

policy and planning. Boston: Little, Brown.

Dillon, W.R., Madden, T.J. & Firtle, N.H. 1993. Essentials of marketing

research. Boston: Irwin.

Dozier, D., Grunig, L. & Grunig, J. 1995. Manager’s guide to excellence in
public relations and communication management. New Jersey: Lawrence

Erlbaum.

Drobis, D.R. 1997-1998. ‘Integrated marketing communications redefined’.
Journal of Integrated Communications. [Web:]
http://www.medill.northwestern.edu/imc/studentwork/pubs/jic/journal/1997.../drobi
s.html [Date of access: 6 Jun 2001].

Drucker, P.F. 1958. ‘Marketing and economic development’. Journal of
Marketing, 22:252-259.

Drummond, G., Ensor, J. & Ashford, R. 2003. Strategic marketing. Planning and

control. Amsterdam: Butterworth Heinemann.

Drury, C. 1992. Management and cost accounting. London: Chapman & Hall.

Du Plooy, G.M. 2001. Communication research: Technigues, methods and

applications. Landsdowne: Juta.

Duncan, T. 1997. Integrated marketing communication. (Paper delivered as part
of the course in Integrated marketing communication at RAU.) Johannesburg.

(Unpublished — video taped.)

283



University of Pretoria etd — Niemann, | (2005)

List of references

Duncan, T. 2001. IMC. Using advertising and promotion to build brands. New
York: McGraw-Hill.

Duncan, T. & Caywood, C. 1996. ‘The concept, process and evolution of
integrated marketing communications’. (In Thorson, E. & Moore, J. eds.

Integrated communications: Synergy of persuasive voices. Hillside: Erlbaum.)

Duncan, T. & Everett, S.E. 1993. ‘Client perceptions of integrated marketing
communications’. Journal of Advertising Research, 33(3):30-39.

Duncan, T. & Moriarty, S. 1997. Driving brand value: Using integrated marketing
to manage profitable stakeholder relationships. New York: McGraw-Hill.

Dunning, J.H. 1993. Multinational enterprises and the global economy.

Wokingham: Addison Wesley.

Ehlers, L. 2002. The development of a framework for structuring integrated
communication in South African organizations. Unpublished doctoral thesis:

University of Pretoria.

Einwiller, S. & Will, M. 2002. ‘Towards an integrated approach to corporate
branding — an empirical study’. Corporate Communications: An International
Journal, 7(2):100-109.

Eppes, T.E. 1998-1999. ‘Rebirth of an agency: Challenges and implications of
operating in an IMC framework’. Journal of Integrated Communications. [Web:]
http://www.medill.nwu.edu/imc/studentwork/pubs/jic/journal/1998-
1999/eppes.htm [Date of access: 5 Jun. 2001].

Evans, M. & Moutinho, L. 1999. Contemporary issues in marketing. London:

Macmillan.

284



University of Pretoria etd — Niemann, | (2005)

List of references

Fineman, S. 1993. Emotion in organizations. Newbury Park, CA: Sage.

Fortini-Campbell, L. 1992. Hitting the sweet spot: How consumer insights can

inspire better marketing and advertising. Chicago: The Copy Workshop.

Fowler, A. 1997. ‘How to outsource personnel’. People Management, February,
40-43.

Freeman, E. & Lifdtka, J. 1997. ‘Stakeholder capitalism and the value chain’.

European Management Journal, 15(3):286-296.

Freeman, R.E. 1984. Strategic management: A stakeholder approach. Boston:

Pitman.

Gayeski, D.M. & Woodward, B.E. 1996. ‘Integrated communication: From
theory to performance’. [Web:]
http://www.omnicomassociates.com/omninteg.html [Date of access: 31 Aug.
2000].

Gibson, A. 2002-2003. ‘The emerging role of integrated marketing in the
pharmaceutical industry. An evaluation of direct-to-consumer prescription drug
communication’. Journal of Integrated Communication. [Web:]

http://www.medill.northwestern.edu/imc/studentwork/pubs/jic/journal/2002/gibson

.pdf [Date of access: 7 Jun 2003].
Glover, D. 2004. Verbal communication with author. Johannesburg.

Gonring, M.P. 1994. ‘Putting integrated marketing communications to work
today’. Public Relations Quarterly, 39(3):45-49.

Gonring, M.P. 2000-2001. ‘Global mega trends push IMC concepts to forefront

of strategic business thinking’. Journal of Integrated Communications. [Web:]

285



University of Pretoria etd — Niemann, | (2005) ,
List of references

http://www.medill.nwu.edu/imc/studentwork/pubs/jic/journal/2000/gonring.htm
[Date of access: 5 Jun. 2001].

Goodman, M. 1995. Creative management. London: Prentice-Hall.

Greene, C.N., Adam, E.A. Jr. & Ebert, R.J. 1985. Management for effective

performance. Englewood Cliffs, New Jersey: Prentice-Hall.

Gregory, A. 1996. Planning and managing a public relations campaign. A step-

by-step guide. London: IPR.

Gronroos, C. 1994. ‘From marketing mix to relationship marketing: Towards a

paradigm shift in marketing’. Management Decision, 32(2):7-12.

Gronstedt, A. 1996. ‘Integrating marketing communication and public relations:
A stakeholder relations model’. (In Thorson, E. & Moore, J. eds. Integrated

communications: Synergy of persuasive voices. Hillside: Erlbaum.)

Gronstedt, A. 2000. The customer century. Lessons from world-class

companies in integrated marketing and communications. New York: Routledge.

Grulke, W.E. 1995. ‘South Africa’s business paradigm: Catch up or leapfrog?’
[Web:] http://www.futureworld.co.za/talkbexa.html [Date of access: 14 June
2003].

Grunig, J.E. 1992. ‘Communication, public relations and effective organizations:
An overview of the book’. (In Grunig J.E. ed. Excellence in public relations and

communication management. Hillsdale, New Jersey: Lawrence Erlbaum.)

286



University of Pretoria etd — Niemann, | (2005)

List of references

Grunig, J.E. & Grunig, L.A. 1998. ‘The relationship between public relations and
marketing in excellent organizations: evidence from the IABC study’. Journal of

Marketing Communications, 4:141-162.

Grunig, J.E. & Hunt, T. 1984. Managing public relations. New York: Holt,

Rinehart and Winston.

Hainsworth, B.E. & Wilson, L.J. 1992. ‘Strategic programme planning’. Public
Relations Review, 18(1):9-15.

Hakinson, N.H. 1987. ‘Where we are in accounting: A review of statement on
accounting theory and theory acceptance’. The Accounting Review, LIII(3):717-
725.

Halal, W.E. 1993. ‘Can business lead the global transformation? Strategic
imperatives from the World 2002 dialogue’. World Business Academy
Perspectives, 7(3):51-66.

Hammer, M. & Champy, C. 1993. Reengineering the corporation: A manifesto

for business revolution. London: Nicholas Brealy.

Handy, C. 1997. ‘Finding sense in uncertainty’. (In Gibson, R. ed. Rethinking

the future. London: Nicholas Brealy)

Harris, T.L. 1998. Value-added public relations. The secret weapon of
integrated marketing. Lincolnwood: NTC Business Books.

Henning, E. 2004. Finding your way in qualitative research. Hatfield: Van
Schaiks.

287



University of Pretoria etd — Niemann, | (2005)

List of references

Higgins, H.M. 1979. Organizational policy and strategic management: Text and

cases. Hillside, lllinois: Dryden.

Hunter, T. 1997. The relationship of public relations and marketing against the
background of integrated communications. A theoretical analysis and empirical
study at US-American corporations. Unpublished master’s thesis: University of

Salzburg.

Hunter, T. 1999. Integrated communications. Current and future developments
in integrated communications and brand management, with a focus on direct
communication and new information and technologies such as the Internet and

stakeholder bases. Unpublished Doctoral Thesis: University of Salzburg.

Hutton, K.C. 1996. ‘Experts will huddle to ponder the meaning of integrated
marketing’. Advertising Age, 65(14):3.

Huysamen, G.K. 1993. Methodology for the social and behavioural sciences.

Halfway House, Midrand: Southern Book Publishers.

Hynes, G.E. 2005. Managerial communication. Strategies and applications.
New York: McGraw-Hill.

Jain, S.C. 1997. Marketing planning and strategy. Fifth edition. Cincinnati, Ohio:
South-Western Publishing.

Joffe, A. 1995. ‘Seeing things differently’. Productivity South Africa, May-June,
24-25.

Juran, J.M. 1992. Juran on quality by desing. The new steps for planning quality
into goods and services. New York: Free Press.

288



University of Pretoria etd — Niemann, | (2005)

List of references

Kaufman, S.R. 1994. ‘In-depth interviewing'. (In Sankar, A. & Gubrium, J.F. eds.

Qualitative methods in aging research. London: Sage.)

Keegan, W., Moriarty, S. & Duncan, T. 1992. Marketing. Englewood Cliffs:
Prentice Hall.

Keegan, W.J. 1999. Global marketing management. Englewood Cliffs, NJ:
Prentice-Hall.

Keugman, D.M. 1994. Advertising: Its role in modern marketing. New York:

Dryden Press.
Kitchen, P.J. 1999. ‘The drive for integrated marketing communications’. (In
Kitchen, P.J. ed. Integrated marketing communications: Principles and practice.

London: Thomson Business Press.)

Kitchen, P.J. & Schultz, D.E. 1999. ‘A multi-country comparison of the drive for
IMC’. Journal of advertising research, 39(1):21-42.

Kitchen, P.J. & Schultz, D.E. 2000. Communicating globally. An integrated
marketing approach. London: NTC Business Books.

Koornhof, C. 2001. ‘A systems approach to research inquiry in accounting: A
research note’. SAJEMS, 4(2):254-262.

Kotler, P. 1972. ‘A generic concept of marketing’. Journal of Marketing,
36(2):45-48.

Kotler, P. 1986. ‘Mega-marketing’. Harvard Business Review, 64(2):117-124.

Kotler, P. 1991. Marketing Management. London: Prentice Hall.

289



University of Pretoria etd — Niemann, | (2005)

List of references

Kotter, J. & Haskett, J. 1992. Corporate culture and performance. New York:

Free Press.
Krishnan, D. & Chakravarti, S. 1993. ‘Traditional advertising, customer attitudes
and branding. The correlation’. Journal of Marketing Management, 13(5):213-

231.

Lancaster, G. & Reynolds, P. 2002. Marketing made simple. Oxford: Made
Simple Books.

Langefors, B. 1995. Essays on infology. Studentliteratur, Lund.

Lauterborn, R.F. 1999. ‘Truly integrated marcomm inevitable in new

millennium’. Advertising Age’s Business Marketing, 84(11):13-14.

Levitt, T. 1983. The marketing imagination. New York: Free Press.

Littlejohn, S.W. 1989. Theories of human communication. Belmont: Wadsworth.

Luecke, R.A. 1994. Scuttle your ships before advancing. New York: Oxford
University Press.

Marais-Steinman, S. 1998. ‘The changing workplace’. [Web:]

www.worktraum.org/change [Date of access: 2 Dec. 2000].

Marshall, C. & Rossman, G.B. 1995. Designing qualitative research. California:

Sage.

Matrantonis, P. & Nel, C. 1995. ‘The move towards democracy at work’. People
Dynamics, March 19-22.

290



University of Pretoria etd — Niemann, | (2005)

List of references

Mboweni, T.T. 1998. Foreword to the employment equity act of 1998.

McCloskey, D.N. 1990. If you're so smart: The narrative of economic expertise.

Chicago: University of Chicago Press.

McKenna, R. 1995. Relationship marketing. Reading, Mass: Addison Wesley.

McMillan, T. 1997. ‘Web marketing today’. Journal of Marketing Research,
10(2):1-14.

Micklethwait, J. & Wooldridge, A. 1997. The doctors: What the management
gurus are saying why it matters and how to make sense of it. London: Nicholas
Brealy.

Miller, D.C. 1991. Handbook of research design and social measurement.
Newbury Park, CA: Sage.

Miller, J.G. 1995. Living systems. Niwot: University of Colorado Press.

Miller, R.L. & Brewer, J.D. 2003. The A-Z of social research. London: Sage.

Mintzberg, H. 1994. ‘The fall and rise of strategic planning’. Harvard Business
Review, Jan/Feb:107-114.

Mitroff, I.1., Betz, F., Pondy, L.R., & Sagasti, F. 1974. ‘On managing science in
the systems age: Two schemas for the study of science as a whole systems

phenomenon’. Interfaces, 14(3):46-58.

Montouri, L.A. 2000. ‘Organizational longevity — integrating systems thinking,
learning and conceptual complexity’. Journal of Organizational Change
Management, 13(1):21-24.

291



University of Pretoria etd — Niemann, | (2005)

List of references

Moriarty, S. 1994. ‘PR and IMC. The benefits of integration’. Public Relations
Quarterly, 39(3):38-45.

Moriarty, S. 2002. ‘A selection of IMC quotes (1990-1997)'. [Web:]
http://spot.Colorado.edu/~moriarts/imcquotes.html [Date of access: 24 May
2002].

Morse, J.M. 1994. ‘Emerging from the data: The cognitive processes of analysis
in qualitative inquiry’. (In Morse, J.M. ed. Critical issues in qualitative research
methods. Thousand Oaks: Sage.)

Morse, J.M. & Field, P.A. 1996. Nursing research: The application of qualitative
approaches. London: Chapman & Hill.

Mouton, J.J. 1996. Understanding social research. Pretoria: J.L. van Schalik.

Mouton, J.J. 1998. Introduction to qualitative research. Pretoria: Human

Sciences Research Council.

Mouton, J.J. 2001. How to succeed in your master’s and doctoral studies. A

South African guide and resource book. Pretoria: Van Schaiks.

Mouton, J.J. & Marais, H.C. 1985. Basic concepts in the methodology of the

social sciences. Pretoria: HSCR Publishers.

Munro, R. 1997. ‘Riding the fourth wave of change’. Management Today, July,
35-37.

Mutchnick, R.J. & Berg, B.L. 1996. Research methods for the social sciences.
Needham Heights: Allyn and Bacon.

292



University of Pretoria etd — Niemann, | (2005)

List of references

Neuman, W.L. 2000. Social research methods. Qualitative and quantitative

approaches. Needham Heights: Allyn and Bacon.

Nieman, G. & Bennett, A. 2002. Business management. A value chain

approach. Pretoria: Van Schaik Publishers.

Niemann, I. 2002. Integrated marketing communication and the role of public

relations therein: A case study of RAU. Unpublished master’s dissertation: RAU.

Niemann, |. & Crystal, A.F. 2002. ‘Key concepts in integrated marketing
communication’. (In Rensburg, R.S & Cant, M. eds. Public relations. South

African perspectives. Sandown: Heinemann).

Normann, R. & Ramirez, R. 1993. ‘From value chain to value constellation:

Designing interactive strategy’. Harvard Business Review, July-August:64-76.

Nowak, G.J. & Phelps, J. 1994. ‘Conceptualizing the integrated marketing
communications phenomenon: An examination of its impact on advertising
practices and its implications for advertising research’. Journal of Current Issues
and Research in Advertising, 16(1):49-66.

Owrid, J. & Grimes, J. 2001. 360°. A rough guide to better brand solution.
Johannesburg: Ogilvy.

Patton, M.Q. 1990. Qualitative data analysis: An expanded source book.

London: Sage.

Pearce J.A. Il & Robinson, R.B. Jr. 1997. Strategic management: Formulation,

implementation and control. Irwin: Chicago.

293



University of Pretoria etd — Niemann, | (2005)

List of references

Peppers, D. & Rogers, M. 1994. ‘Is one-to-one marketing customer interaction
vital?’ Business Marketing, 79(2):9.

Peppers, D. & Rogers, M. 1999. ‘The short way to long-term relationships’.
Sales and Marketing Management, 151(5):4-26.

Peppers, D., Rogers, M. & Dorf, B. 1999. The one-to-one field book. The
complete toolkit for implementing 1tol marketing program. New York:
Doubleday.

Percy, L. 1997. Strategies for implementing integrated marketing

communication. Chicago: NTC Business Books.

Peters, T. 1994. Crazy times call for crazy organizations. London: Macmillan.

Petrison, L.A. & Wang, P. 1996. ‘Relationship issues in creating the customer
database’. Journal of Direct Marketing, 7:153.

Pettegrew, L.S. 2000. ‘If IMC is so good, why isn't it being implemented?
Barriers to IMC adoption in corporate America’. Journal of Integrated
Communications. [Web:]
http://www.medill.nwu.edu/imc/studentwork/pubs/jic/journal/2000/pettegrew.htm
[Date of access: 5 June 2001].

Phelps, J. & Johnson, E. 1996. ‘Exploring decision-making approaches and
responsibility for developing marketing communication strategy’. Journal of
Marketing Communications, 2(3):159-172.

Pickton, D. & Broderick, A. 2001. Integrated marketing communications. Essex:
Pearson Education.

294



University of Pretoria etd — Niemann, | (2005)

List of references

Pickton, D. & Hartley, B. 1998. ‘Measuring integration: An assessment of the
guality of integrated marketing communications’. International Journal of
Advertising, 17(4):447-465.

Pidd, M. 2003. Tools for thinking: modeling in management sciences.
Chichester: John Wiley.

Prahalad, C.K. & Hamel, G. 1994. Competing for the future. Boston: Harvard
Business School Press.

Prensky, D., McCarty, J.A. & Lucas, J. 1993. Vertical integration and advertising
agency participation in integrated marketing communications programs. Paper

delivered: AMA Summer Marketing Educator’'s Conference, Washinton, D.C.

Pretorius, B. 1997. ‘Business transformation — responding to a new competitive

environment’. Management Today, 13(11):14-17.

Rantanen, J. 1998. ‘New trends in occupational health’. African Newsletter on
Occupational Health and Safety, 8(2):10-14.

Reich, K. 1998. ‘IMC: Through the looking glass’. Communications World,
15(9):26-29.

Rivett, Z.P. 1972. Principles in model building. London: John Wiley.

Robert, M. 1997. Strategy pure and simple II. Revised edition. New York:
McGraw-Hill.

Rockart, J.F., Earl, M. & Ross, J. 1996. ‘Eight imperatives for the new IT
organization’. Sloan Management Review, Fall:47.

295



University of Pretoria etd — Niemann, | (2005)

List of references

Roodt, A. 1997. ‘In search of a South African corporate culture’. Management
Today, March, 14-16.

Ryan, C. 1997. ‘Management consultant’. Financial Mail, November, 37.

Schultz, D. & Schultz, H. 2004. IMC — The next generation. New York: McGraw-
Hill.

Schultz, D.E. 1991. ‘Integrated marketing communication’. Journal of promotion

management, 1:99-104.

Schultz, D.E. 1993a. ‘Integration helps you plan communications from outside-
in’. Marketing News, 27(6):8-12.

Schultz, D.E. 1993b. ‘How to overcome the barriers to integration’. Marketing
News, 27(15):16-17.

Schultz, D.E. 1994a. ‘Traditional marketers have become obsolete’. Marketing
News, 28(12):2.

Schultz, D.E. 1994b. ‘Spreadsheet approach to measuring ROI for IMC’.
Marketing News, 28(5):11-15.

Schultz, D.E. 1995. ‘It's the data-base question time of year’. Marketing News,
29(8):5-6.

Schultz, D.E. 1996a. ‘Is IMC finally becoming mainstream?’ Marketing News,
30(14):4.

Schultz, D.E. 1996b. ‘The inevitability of integrated communication’. Journal of
Business Research, 37(2):139-146.

296



University of Pretoria etd — Niemann, | (2005)

List of references

Schultz, D.E. 1997-1998. ‘The evolving nature of integrated communications.’
Journal of Integrated Communications. [Web:]
http://www.medill.northwestern.edu/imc/studentwork/pubs/jic/journal/1999.../schul
tz.html [Date of access: 6 Jun 2001].

Schultz, D.E. 1998. ‘Invest in integration’. Industry week, 247(10):20.

Schultz, D.E. 1999. ‘Integrated marketing communication and how it relates to
traditional media advertising’. (In Jones, J.P. ed. The advertising business:

Operations, creativity, media planning. London: Sage).

Schultz, D.E. 2000. ‘Maxims for maximum customer relations’. Marketing News,
June 5:14.

Schultz, D.E., Tannenbaum, S.I. & Lauterborn, R.F. 1992. Integrated marketing
communications: Pulling it together and making it work. Lincolnwood: NTC
Business Books.

Schultz, D.E., Tannenbaum, S.I. & Lauterborn, R.F. 1993. Integrated marketing
communications: Pulling it together and making it work. Lincolnwood : NTC

Business Books.

Schultz, D.E., Tannenbeum, S.I. & Lauterborn, R.F. 1994. The new marketing
paradigm. Integrated marketing communications. Lincolnwood: NTC Business

Books.

Schwartz, H. & Jacobs, J. 1979. Qualitative sociology: A method to the

madness. New York: Free Press.

Seitel, F.P. 1992. The practice of public relations. New York: Macmillan

Publishing Company.

297



University of Pretoria etd — Niemann, | (2005)

List of references

Semler, R. 1994. Maverick. London: Arrow Books.

Semmelmayer, M. 1998-1999. ‘Accountability: The final frontier for integrated
communications’. Journal of integrated communications. [Web:]
http://www.medill.nwu.edu/imc/studentwork/pubs/jic/journal/1998.../semmelmaye
r.html [Date of access: 5 Jun. 2001].

Senge, P.M. 1991. ‘The leader’s new work: Building learning organizations’.

Sloan Management Review, Fall:7-23.

Shimp, T.A. 1997. Advertising, promotion and other supplemental aspects of

integrated marketing communications. Orlando: Harcourt Brace.

Shimp, T.A. 2002. Advertising & promotion. Supplemental aspects of integrated

marketing communication. Fort Worth: Harcourt Brace.

Singleton, R., Straits, B., Straits, M.M. & Mcallister, R.J. 1988. Approaches to

social research methods. New York: Oxford University Press.

Sirgy, M.J. 1998. Integrated marketing communications: A systems approach.

Upper Saddle River: Prentice Hall.

Skinner, C. & Von Essen, L. 1999. The public relations handbook.

Johannesburg: Oxford University Press.

Skyttner, L. 1996. ‘General systems theory: Origins and hallmarks’. Kybernetes,
25(6):16-22.

Smith, J. 1994. ‘Integrated marketing’. Marketing Tools, November/December,
25-33.

298



University of Pretoria etd — Niemann, | (2005)

List of references

Smith, M.J. 1988. Contemporary communication research methods. Belmont:
Wadsworth.

Smith, P. 1996. ‘Benefits and barriers to integrated communication’. Admap,
February.

Smith, P.R. 1993. Marketing communications. An integrated approach. London:

Clays.

Spotts, H.E. & Lambert, D.R. 1998. ‘Marketing déja vu: The discovery of
integrated marketing communications’. Journal of Marketing Education,
20(3):210-2109.

Steiner, G.A., Miner, J.B. & Gray, E.R. 1982. Management policy and strategy.
New York: MacMillan.

Stewart, D.W. 1996. ‘Market-back approach to the design of integrated
communication programmes: A change in paradigm and a focus on determinants

of success’. Journal of Business Research, 37(3):147-153.

Steyn, B. 2000. ‘Model for developing corporate communication strategy’.
Communicare, 19(2):1-33.

Steyn, B. & Puth, G. 2000. Corporate communication strategy. Sandown:

Heinemann.

Store, C. 2002. Integrated marketing communications: exploring industry
practices and perceptions in South Africa. Unpublished master’s dissertation:

University of the Free State.

299



University of Pretoria etd — Niemann, | (2005)

List of references

Strauss, A. & Corbin, J. 1990. Basics of qualitative research. Grounded theory

procedures and techniques. Newbury Park: Sage.

Strauss, A. & Corbin, J. 1998. Grounding theory methodology: An overview.
Thousand Oaks, CA: Sage.

Tannenbaum, S. 1991. ‘Integrated marketing communication: Outside

perspectives’. Sales & Marketing Strategies & News, 59(1):3-7.

Tedlow, R.S. 1990. New and improved: The story of mass marketing in

America. New York: Basic Books.

Thompson, J.L. 2001. Understanding corporate strategy. London: Thompson

Learning.

Thorson, E. & Moore, J. 1996. ‘Strategic planning for integrated marketing
communications programs: An approach to moving from chaotic toward
systematic’. (In Thorson, E. & Moore, J. eds. Integrated communication. Synergy

of persuasive voices. Hillside: Erlbaum.)

Tibble, S. 1997. ‘Developing communications strategy’. Journal of

Communication Management, 1(4):356-361.

Totzi, D.T. & Stotz, R.D. 2002. ‘Internal branding: Delivering the brand promise’.
[Web:] www.totzi@stotzcustomersolutions.com [Date of access: 23 Feb. 2002].

Tudd, C.M., Smith, E.R. & Kidder, L.H. 1991. Research methods in social

relations. Orlando: Harcourt Brace.

Van Gigch, J.P. 1991. System design modeling and metamodeling. New York:

Plenum Press.

300



University of Pretoria etd — Niemann, | (2005)

List of references

Van Riel, C.B.M. 1995. Principles of corporate communication. London:

Prentice Hall.

Van Vuuren, D., Maree, A. & De Beer, A.S. 1998. ‘Mass media research: The
guest for certain knowledge’. (In De Beer, A.S. ed. Mass media: The South

African handbook of mass communication. Pretoria: Van Schaik.)

Verwey, S. 2002. ‘Strategic communication: Shifting mindsets’. (In Verwey, S. &
Du Plooy-Cilliers, F. ed. Strategic organizational communication. Paradigms and

paradoxes. Sandown: Heinemann.)

Verwey, S. & Du Plooy-Cilliers, F. 2002. Strategic organizational

communication. Paradigms and Paradoxes. Sandown: Heinemann.

Von Bertalanffy, L. 1968. General system theory: Foundations, development,

applications. New York: George Braziller.

Webster, P.J. 1990. ‘Strategic corporate public relations: What's the bottom
line?’ Public Relations Journal, 46(2):18-21.

Wheeler, D. & Sillanpa&, M. 1998. The stakeholder corporation. London:

Pitman.

Wightman, B. 1999. ‘Integrated communications: Organization and education’.
Public Relations Quarterly, 44(2):3-23.

Wilcox, D.L., Ault, P.H., Agee, W.K. & Cameron, G.T. 2000. Public relations

strategies and tactics. New York: Longman.

Wilmhurst, J. & Mackay, A. 2002. The fundamentals and practice of marketing.

Oxford: Butterworth Heinemann.

301



University of Pretoria etd — Niemann, | (2005)

List of references

Wilson, D. 2001. ‘An integrated model of buyer-seller relationships’. Journal of
the Academy of Marketing Science, 23(4):1-9.

Wimmer, R.D. & Dominick, J. 1983. Mass media research. California:
Wadsworth.

Windahl, S., Signitzer, B.H. & Olson, J.T. 1993. Using communication theory:

An introduction to planned communication. London: Sage.

Yarbrough, J.F. 1996. ‘Putting the pieces together: Integrated marketing
communications is increasingly discussed as a smart business strategy’. Sales
and Marketing Management, 148(9):68-75.

Yastrow, S. 1999-2000. ‘Fully integrated marketing’. Journal of Integrated
Communication. [Web:]
http://www.medill.nwu.edu/imc/studentwork/pubs/jic/journal/1999-
2000/yastrow.htm [Date of access: 5 Jun. 2001].

Yeshin, T. 1998. Integrated marketing communications: The holistic approach.

Oxford : Butterworth Heinemann.

Zikmund, W.G. & D’Amico, M. 1996. Marketing. New York: West Publishing.

Zinkhan, G.M. & Watson, R.T. 1996. ‘Advertising trends: Innovation and the

process of creative destruction’. Journal of Business Research, 37(2):163-171.

302



University of Pretoria etd — Niemann, | (2005) Aobendix A
ppendix

Interview questions

APPENDIX A

Interview questions

303



University of Pretoria etd — Niemann, | (2005) Aobendix A
ppendix

Interview questions

INTERVIEW QUESTIONS

1) “Does your communication agency make use of the concept of integrated

communication?”

2) “How do you define this concept?”

3) “How do you see the current state of the communication industry in South

Africa compared to international trends?”

4) “Do you think the concept of integrated communication is implementable?”

5) “What do you see as the most threatening barriers to the implementation of

integrated communication in the South African context?”

6) Does the agency internally see the process of managing brand/company
reputation and building stakeholder relationships as a cross-functional

responsibility that includes all departments?
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7) How does the agency ensure cross-functional operations?

8) Does the agency include internal marketing for clients, informing all areas of

the organisation about objectives and communication programmes?

9) How does the agency include internal marketing for client, informing all areas

of the organisation about objectives and marketing programmes?

10)How often does agencies meet clients to align communication, marketing and

organisational objectives?

11)What mediums/channels does the agency put in place for clients to ensure

interactivity between clients and their stakeholders?

12)How does the agency ensure consistency in brand messages for clients?

13)What means of evaluation does your agency use to determine the

integratedness of their actions?
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14)Should the mission be part of the designed communication strategy of

clients?

15)Would you say there is a difference between IMC and IC?

16)How do you see the future of the marketing communication industry in SA?
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