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CrossMark

The primary objective of this study is to identify and prioritize the indicators of
marketing public relations using an integrated marketing communications
approach for service institutions. A mixed-methods research design was
employed, combining both qualitative and quantitative approaches. In the
qualitative phase, grounded theory based on Glaser’s approach was used, while in
the quantitative phase, the Analytic Hierarchy Process (AHP) mathematical
technique was applied. The statistical population in the qualitative section included
14 experts and experienced academics in the relevant field, who were purposefully
selected using the snowball sampling strategy and interviewed through semi-
structured interviews. In the quantitative section, to determine the significance and
ranking of the identified indicators, a pairwise comparison guestionnaire and the
AHP technique were utilized. In this phase, the opinions of 19 public relations,
marketing, and sales managers from service institutions were collected and
analyzed using Expert Choice software to establish the priorities. The results
indicate that marketing-oriented public relations in service institutions—aimed at
improving information dissemination, establishing a favorable brand position,
promoting services, and effectively attracting customers—can continuously
conduct their activities across four operational domains by emphasizing six key
dimensions: the formation of a think tank, environmental analysis and market
research, audience identification and segmentation, planning of communication
messages and goal setting, use of integrated marketing communication tools, and
performance measurement and evaluation.

Keywords: Marketing Public Relations, Integrated Marketing Communications,
Service Institutions, Media Planning.
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Introduction

In today’s complex and competitive service markets, minor product and service differences no
longer suffice for long-term differentiation. Traditional advertising has lost much of its credibility among
consumers, prompting firms to adopt innovative and trust-driven strategies to sustain customer
engagement and brand reputation (Otopah et al., 2024; Shafiee Roodposhti et al., 2024). Marketing public
relations (MPR), with its capacity for indirect persuasion and cost-effectiveness, has emerged as a strategic
alternative to classical advertising. Scholars argue that marketing initiatives should commence with public
relations efforts that cultivate awareness and trust, followed by advertising efforts that reinforce those
messages (Ku, 2024; Nasihi Far & Arab, 2024).

Integrated marketing communications (IMC) provide a cohesive framework for combining
marketing and communication strategies to reach target audiences more effectively. Within this
framework, MPR enhances brand credibility by offering non-commercial narratives through trusted media
channels (Ananda et al., 2023; Mehrani et al., 2022; Xu et al., 2020). As public relations messages are generally
perceived as more impartial than advertisements, they offer higher credibility at lower costs (Jenniefer,
2024; Lyndyuk et al., 2024; SEnyapar, 2024). These characteristics position MPR as a core pillar within IMC
strategies, especially for service institutions seeking sustainable engagement with informed, media-savvy
customers (Udoh & Willard, 2023; Venciute et al., 2023).

Empirical studies indicate a growing reliance on MPR tools over the past decade, with companies
like Google, Red Bull, and Amazon achieving superior brand positioning through innovative MPR
campaigns rather than traditional advertising alone (Shankar et al., 2023; Susilo & Santos, 2023). This shift
reflects an industry-wide recognition of the power of strategic communication. Successful firms leverage
media storytelling, stakeholder engagement, and credibility-based messaging to anchor their brand
identities in public consciousness (Mirani, 2024; Safitri & Marsasi, 2023). Consequently, MPR now plays a
foundational role in fostering lasting customer relationships and enhancing integrated communication
efficacy.

Despite the acknowledged importance of MPR, service institutions often face challenges in
strategically planning, executing, and measuring their communication efforts. Particularly in emerging
markets, the lack of structured approaches to integrate marketing and PR hinders brand development. This
study addresses this gap by identifying and prioritizing key MPR indicators within an IMC framework,
aiming to offer a practical model for service institutions.

Methods and Materials

This study employed a mixed-methods approach, combining qualitative exploration with
quantitative prioritization. The qualitative phase used Glaser’s grounded theory methodology. Fourteen
expert scholars and practitioners in marketing and public relations were selected using snowball sampling
and interviewed using semi-structured protocols until theoretical saturation was reached. Their insights
were coded into open, axial, and selective categories.

In the quantitative phase, the Analytical Hierarchy Process (AHP) was used to rank the identified
indicators. A pairwise comparison questionnaire was distributed to 19 managers from various service
institutions, including legal, tourism, healthcare, insurance, housing, education, and commerce.
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Participants were selected using convenience sampling based on their industry experience (minimum of
five years). Data were analyzed using Expert Choice software to determine relative importance and
consistency ratios for each indicator.

Findings and Results

The qualitative coding process yielded 10 thematic categories, later consolidated into six strategic
indicators for MPR in service institutions: (1) think tank formation, (2) environmental and market analysis,
(3) audience segmentation, (4) communication message planning and goal setting, (5) use of IMC tools,
and (6) performance evaluation. These indicators reflect the multidimensional nature of strategic public
relations and their embeddedness in broader marketing processes.

The AHP results revealed the relative weights of these six indicators. The highest-ranked indicator
was “think tank formation” (0.235), followed by “environmental and market analysis” (0.202), “audience
segmentation” (0.177), “communication message planning” (0.156), “use of IMC tools” (0.123), and
“performance evaluation” (0.106). The consistency ratio for the matrix was 0.02, confirming the reliability
of the comparative judgments.

Sub-indicator analysis further highlighted specific strategic components. For audience
segmentation, “purchase behavior” (0.345) ranked highest, followed by “geographic location” (0.334) and
“demographic features” (0.321). Within the think tank formation category, “marketing” (0.531) held
slightly higher priority than “public relations” (0.469). Similarly, “performance measurement” (0.430)
outranked “data analysis” (0.398) and “inference” (0.172) within the performance evaluation dimension.

In message planning, “content creation” (0.379) surpassed “goal setting” (0.332) and “media
planning” (0.289). For market research, “macro environment” (0.736) held more importance than “micro
environment” (0.264). Among IMC tools, “sales promotion” (0.291) was prioritized over “public
relations” (0.261), “direct marketing” (0.240), and “advertising” (0.208). All consistency ratios remained
below 0.1, ensuring acceptable levels of judgment coherence.

Conclusion

The findings of this study underscore the strategic importance of marketing public relations (MPR)
as a dynamic and integrated function within service institutions. The prioritization of "think tank
formation" reflects a growing recognition of the need for centralized strategic leadership in public relations
and marketing functions. Such think tanks serve as critical hubs for aligning messaging, coordinating
efforts across departments, and adapting strategies based on real-time market feedback. Their role is
especially vital in service industries where intangible offerings require consistent and credible
communication to build trust and brand loyalty.

The ranking of "environmental and market analysis" as the second most important indicator
highlights the necessity of situational awareness. Service institutions must continuously scan their external
and internal environments to stay relevant in competitive and rapidly evolving markets. Market research
not only informs strategic direction but also ensures that messaging and campaign tactics resonate with
current consumer expectations and contextual factors.
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Audience segmentation was identified as a high-priority area, with particular emphasis on
understanding customer behaviors, locations, and demographic characteristics. Tailoring messages to
well-defined audience segments enables organizations to engage more effectively and achieve higher
levels of relevance and responsiveness. Behavioral insights, in particular, offer nuanced understanding
that goes beyond surface-level profiling, allowing for deeper connections with target groups.

Communication message planning and goal setting emerged as another critical pillar. Service
institutions need structured approaches for designing, timing, and disseminating messages that support
strategic objectives. This involves not only determining what to communicate but also how, when, and
through which channels. Message planning ensures that content is aligned with both brand identity and
customer needs, facilitating engagement and trust-building over time.

While slightly lower in the ranking, the use of integrated marketing communication tools remains
a vital component of the overall strategy. A synergistic use of advertising, sales promotion, direct
marketing, and public relations enables organizations to maintain message consistency across channels
and touchpoints. This approach helps to reinforce messaging, expand reach, and support customers
through various stages of their decision-making journey.

Finally, performance evaluation, though ranked lowest among the six indicators, plays a critical
feedback role in refining strategy and improving efficiency. Systematic measurement of campaign impact,
media effectiveness, and audience response allows organizations to identify gaps, optimize future
initiatives, and allocate resources more effectively. This evaluative function is particularly important in
ensuring that communication efforts remain adaptive and result-driven.

Overall, the proposed model presents MPR as a cyclical and responsive system composed of
strategic planning, execution, and evaluation phases. In this system, leadership guides integrated action
across functions, informed by environmental data and audience insights, and iteratively improved through
ongoing assessment. Service institutions that adopt such a model can expect not only stronger brand
positioning but also improved stakeholder relationships, better market responsiveness, and more efficient
communication outcomes. The results of this study suggest that merging marketing and public relations
under a unified, strategic framework is not only feasible but also advantageous for organizations operating
in increasingly complex service landscapes.
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