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ABSTRACT 

 
Background: The use of Integrated Marketing Communication (IMC) tools has grown considerably over the years on a global 
basis, and it is fast becoming the cogent tool to effectively market one’s goods and services. Several literatures have evaluated the 
effect of IMC tools on various fields of businesses; however, few have tried to evaluate its effect on agricultural enterprises. This 
study assessed the use of integrated marketing communication tools by small and medium agricultural enterprises in Odeda local 
government, Ogun state, Nigeria. Objective: This research aimed to; identify the types of small and medium scale agricultural 
enterprises in the study area, identify the marketing communication tools available to the enterprises, determine the marketing 
communication tools used by the enterprises, determine how often the enterprises use the marketing communication tools 
available to them, and to identify the constraints associated with the use of marketing communication tools. Multistage sampling 
technique was used to select respondents; questionnaires were administered to the respondents. Data collected were analyzed 
using descriptive and inferential statistics. Method: The study revealed that 82.0% of the respondents were male, 62% were 
between the age ranges of 21-30years, 64.0% were Christians, 64.0% were single, and 88.0% had tertiary education. And that 
the marketing communication tools used by the respondents were; word of mouth (98%), personal selling (100%) and advertising 
(88%).Cost of maintenance ranked highest among constraints associated with the use of the marketing communication tools, while 
time/resources issues ranked 2nd and difficulty of implementation ranked 3rd and were considered as the major factors influencing 

the use of integrated marketing communication tools in the study area. Results and conclusion: The study showed that the 

integrated marketing communication tools are not used resourcefully by the enterprises as a result of some of the 
limitation such as cost of maintenance, time/material resource and difficulty of implementation  
Keyword:  computing, integrated, marketing, communication tools, agricultural enterprise. 

 

1. INTRODUCTION 
 

Communication can view as well as chipping in meanings among folks, units or society. Communications in a 

promoting outlet which can function as the process through which significant information is convey [1]. However it’s a 
unified strength which combines and ensures a channel of distribution. Nevertheless marketing communication has a 

fundamental role in outlet implementation [2]. The role of communication within a marketing channel is inevitable 
from both theoretical and operational viewpoint [3]. Communication is a contrivance being used to build group, 

stretch data and promote the merchandise or services [4]. Marketing communication encompass all the components 

of a brands marketing mix that achieves exchanges by building interrelated meanings with the stakeholders of the 
brand. Nevertheless an intention of marketing communication is to make available information to target audience and 

improve the sales output. IMC was developed essentially to address the needs for businesses to use a more adapted 
advertising approach instead of the standard advertising [5]. IMC identifies that marketers should prioritize customer’s 

needs customers buying patterns, preferences, attention span as well as many other factors in order to talkatively 

expose the customer to his manufactured goods through an attractive and convincing marketing communication mix. 
Marketing communication creates a path where every concerned party comprehend the goals of others and also 

appreciates the value of the services presented [5]. The need for integrated marketing communication tools is 
essential if looked at from any outlook, as a tool that can ensure that a lasting impression about the product is 

created in the mind of the potential customers who eventually buys the product. Communication is an essential tool 
for creating a network, developing ideas and marketing ones product or service. Authors in previous research [6] 

however stated that Integrated marketing communication can be referred to as the harmonization and integration of 

all marketing communication tools, avenues and sources within a company into faultless program that maximizes the 
impact on customer and other end users at a nominal cost. Small scale Agricultural enterprises use several tools and 

strategies to support their merchandise to guarantee their business continued existence and one of these tools is the 
Integrated Marketing Communication tool which involve approach that add value to the product as well as client. 

According to Nguyen et al., (2017), Integrated Marketing Communications (IMC) is an intuition in which a “company 

cautiously amalgamates and manage its many communicating channels mass media advertising, public relations, 
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direct marketing, sales promotion, personal selling , packaging, in addition to others to deliver a clear, consistent, and 
compelling message about the organization and its products  [7].  A primary objective for using the Integrated 

Marketing Communication tool is to provide effective amount of information to target audience, increase sales and for 

business survival [8]. Asides from being an aggressive process of marketing because it sets and tracks marketing 
strategy that captures and uses extensive amount of customer information, it also ensures that all forms of 

communications and messages are carefully correlated together to accomplish specific objectives, it is also seen as an 
approach to harmonize and manage their marketing communication programs to certify that they give customers a 

unswerving and reliable information concerning the company and its production [9]. Eldar (2014) suggest that these 

IMC loom helps brands spot the most fitting and effective methods for communicating and building interaction with 
their customer as well as other stakeholders such as employees, suppliers, investors, interest groups and the general 

communal [10]. Integrated marketing communication is the peak of the shift that began in the post-World War II 
period, from selling what the brands make, to making what the consumers want. Integrated marketing 

communication is focused on what to know about product and services, not what the marketers want to tell 
customers in order to sell product [11]. However communication hint that producers as well as marketers pay close 

concentration to the buyer, and also to the factors that influence the buyer’s aptitude to choose a product and as well 

purchase the product. Hi-tech advancement has greatly influenced the whole marketing process by placing the 
consumer on the fore front of decision making as regards which product is consumed and how [12]. Integrated 

marketing communication plays an essential role in the intensification and sustainability of a business. “ however this 
IMC program plans and carry out different marketing activities with consistency so that its total impact exceeds the 

sum of each activity [13]. The impact of every marketing strategy can be assessed from the results generated; poor 

management and marketing lead to poor performance of businesses with regards to profitability. IMC can consolidate 
the image of an enterprise, create a dialogue and develop is relationship with customers. Also IMC stretches the 

message across all communication platforms to boost sales since it is a more specialized media compare to other 
mass media. Hence, it can reach the potential target customer with the high accuracy at any time with a message 

that improves the product value to the consumer and also reduce product related risk in the mind of the consumer. 
IMC can have a positive impact on creativity and even maintain a consistency in communications. IMC provides a new 

dynamic model of communication that facilitate the business to make marketing communication more consumer 

oriented [14]. McKay et al., (2015) identified two conflicting objectives of IMC as: to achieve considerable sales and to 
build a strong brand image. While confirmed that objective of IMC is to influence the behaviour and degree of 

interaction of target audience with brand’s product [15]. Elements of an Integrated Marketing Communication (IMC) 
can include; Media, Message, Consistency, Design consistency, Reinforcement and Sales alignment. There is a heady 

need to explore the concept of integrated marketing communication as an essential tool for business sustainability 

and a major influencer of business evolution in Nigeria. Considering the reoccurring improvement of communication 
practice and technology, businesses within Nigeria and beyond cannot decline integrated marketing communication as 

a tool for survival in the emerging global business world. 
 

1. LITERATURE REVIEW 
 

1.2 Integrated Marketing Communication (IMC): recently, integrated marketing communication (IMC) has 
become wholly importance as a strategic marketing management approach [16] due to the helpfulness of the 

integration of marketing communications tools such as a sale promotion, public relations, direct marketing, advertising 
and private selling). This optimizes the impact of appropriate communication on targeted customers [17] IMC adopts 

a holistic view of marketing communications with the objective of synergy of effects [18]. IMC framework relies upon 
the operation of multiple communication channels; which includes both traditional communications and E-integrated 

marketing communication (E-IMC), to enhance the involvement of each of them. Its objective is to develop and 

maintain strong beneficial relationships with all stakeholders through ongoing two-way dynamic dialogue and 
communications, which will have its definite positive impact on sales and profits [19]. As for the term business 

competency; the capabilities of integrated management for various media channels help to reach superior results and 
synergistic outcomes [19] The aim of marketing communications is to inform, persuade, and remind consumers 

directly or indirectly about the goods and services [20]. 
 

Different researchers have done the categorization of marketing communication tools. 
According to Othman et al., (2020) marketing communication tools have consisted of these communication tools 

which can be identified as the following [21]. 
 

1. Advertising means paying to show case ones goods and services in order attract larger customers. 

2. Sales promotion is short-term incentives that encourages purchasing or selling of goods 
and services. 

3. Personal selling is personal presentation by the firm´s sales force to make sales and build 
Consumer relationships. 

4. Public relations build good relationships with the company´s various publics and build 
good company’s image and other hand handle or protect company of unfavourable reports. 

5. Direct marketing connects directly with selected customers to obtain immediate response 
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and build long-term consumer relationships. For example, direct mail, the telephone, the Internet can be used to 
communicate directly with customers using social media which can help to build and maintain a more personal 

relationship with customers as well as attract new customers to purchase your product. 
 

Also others researchers, divided marketing communication tools into five categories; advertising, sales promotion, 

events and experiences, public relations and publicity, direct marketing, interactive marketing, word-of-mouth and 
personal selling [21]. Authors have mentioned that tools of marketing communications mix have been mainly 

advertising, sales promotion, events and experiences, public relations and publicity, direct marketing, interactive 
marketing, word-of-mouth and personal selling [22]. Other classification of marketing communication tools has been 

advertising, public relations, sponsorship, sales promotion, direct mail, sales force, packaging, point of sale, retail 
store design or commercial offices, exhibitions and conferences, word of mouth [23]. Lastly, the marketing 

communication tools have been classified traditionally as advertising, public relations, sponsorship, exhibitions and 

trade fairs, E-communications, point-of-purchase communications, direct marketing communications, sales 
promotions, and personal selling [24]. 

 
 

 

 
 

 
 

 
 

 

 
 

 
 
 
 
 
 
 
 
 
 

Figure 2: Framework of integrated marketing communication tools. 
 

1.3 The Marketing Mix Elements 
 

Conversely making feasible exchange process and building effective relationships, marketers need to examine the 
needs and wants of customers, develop a product or service that satisfy these needs, offer it a certain price, make it 

available through a particular place or path of allocation and build up a program of promotion or communication to 
create awareness and interest. These elements have formed part of the marketing mix that consists of product, price, 

place and promotion [25]. The ingredients of a unified marketing contribution are therefore refer to as marketing mix, 
otherwise the four P’s of marketing. therefore, the interaction of product, distribution, price and marketing 

communication will influence marketing decisions, and vice versa [26]. 

 
In current marketing, the boundaries of the marketing elements are blurred, as a result of the undue increase in the 

access to information, and the technology that enables the processing and analysis thereof. In order to appreciate the 
total market offering, the four elements of the marketing mix and their integration into a marketing program will be 

discussed. Products consist of tangible goods, services or ideas that are offered to a market for attention, purchase, 

use or consumption, or for satisfying needs. Consumers perceive these products as an interconnected collection of 
benefits, which are communicated by the characteristics of the products, such as the quality, features, style, design, 

branding, packaging and support services [21].  
 

Price is an additional element of the marketing mix and it refers to the entire fiscal value and other sacrifices that 

clients exchange and make for the remuneration of owning and using the product or service. The pricing strategy is 
subjective by various factors, including the marketing objectives, the perception of the target market, positioning and 

communication objectives, the cost of and demand for the product, and competition, as well as any other marketing 
mix elements [21].  

 
Brand building is crucial to distinguish the product; also it adds to the symbolic value linked with the total market 

offering. Branding can help to communicate and uphold a distinctive brand image and brand identity; and it is a 
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critical aspect to take into account when developing marketing strategies for targeted customers. Even the standing of 
the company behind the market contribution or the corporate brand can weigh the consumers’ perceptions of their 

brands. Productive marketing schemes should supremely merge all the elements of advertising, branding and 

packaging, product design, price and value offer and distribution in order to create a unique focus for the product and 
a specific image for the company that extends beyond the physical attributes and benefits of the product itself. 

 
Distribution refers to the manner a product is moved from the manufacturer to the final consumer. Manufacturers 

often use intermediaries, such as retailers and wholesalers, to distribute their products to the market [27]. 
 

These key features of marketing and the elements of the marketing mix reveal that it is essential for marketers to 

realize what their target market wants and needs are in order to counterpart it with the total marketing mix. It has 
also shown that there is an interaction between the elements. The holistic marketing concept recognizes that 

“everything matters” with marketing; thus an approach is required that includes the development, design and 
implementation of marketing program, processes and performance, and one that recognizes their breadth and 

interdependencies [21]. 
 

Advertising means paying to show case ones goods and services in order attract larger customers [28]. It may 

perhaps be referred to as one of the most trendy marketing communication tool used in businesses. It plays a 
momentous role in the perspective of brand building as businesses use it to communicate how they want to be seen 

by the public.  
 

There are few threats of advertisement discussed in the literature. The first one is the difficulty of finding the right 
promotional mix for the companies to achieve an optimal return on investment. According to [29] consumers have 

difficulties to differentiate between mass media advertising and sales promotion or publicity and sponsorship. 

Experience and expertise are the major factors on choosing the right advertising tools [28] Another one is the 
possible risk of negative effect of an effective advertisement on the community due to misinterpretation, false images, 

unrealistic expectations [27]. For example, advertisements can promote stereotypes such as linking Garri with Ijebu 
people or linking Africa with poverty. These types of ads tend to dictate how the members should of these groups act. 

Small sized businesses could be exposed to this risk due to lack of allocated professional resources on advertising. 

 
1.4 Public Relations 
 

Authors in [30] defined public relations as communication between an organization and its publics and it is a strategic 

management tool. Public relations are connective activities with sales promotion and advertising. It aims to increase 

awareness of a product or service [31]. There are some advantages of public relations in marketing practices such as 
increasing brand awareness, provides acceptance and credibility for brand, cost effectiveness, clutter busting and 

reaching the hard to reach [28]. The strengths of public relations have been clarified as good citizenship, advice on 
important trends, difficult-to-reach audiences, cost-effective, message flexibility, crisis management and more 

objective. PR aims reaching difficult audiences like investors and opinion leaders that mostly avoid advertising or 

direct mailing [32]. 
 

The disadvantages of public relations have been defined as difficulty in measuring effectiveness, lack of control, and 
journalists as gatekeepers. The lack of control over the content of the news is a major disadvantage of PR because, 

the media have some priorities and they can publish the news differently from PR department. 

 
1.5 Direct Marketing 
 

Direct marketing has grown very rapidly in recent years. According to Direct Marketing Association, direct marketing 

sales grew 6.6 percent annually through 2012 in U.S. [26]. Authors in previous study [24] defined direct marketing as 
communication directly with target customers for obtaining immediate and measurable customer response. 

Conversely it has interactive interface for the reason that it allows two-way communication between the advertiser 

and the targeted consumer. Multiple media can be used in direct-response marketing, including direct mail, 
telemarketing, direct-response advertising (on TV, radio or in magazines or newspapers, telemarketing, internet sales, 

catalogues and shopping channels [21]. Direct marketing has main tools for example, catalogue companies, social 
network platforms, mobile text, mail, telephone and Internet. Mostly, direct marketers sell products or services via 

mail and telephone [33]. Owing to direct marketing, consumers can buy products without going inside, ordering 
online or via telephone. Direct marketing is used a complementary channel by many companies. For example, Lexus 

use mass-media advertising for marketing its cars, however direct marketing is also used as supplement 

communication tool. Promotional DVDs and other materials are mailed directly to target customers for informing 
about various models and financing Direct-response marketing intend to create a assessable and immediate response 

from its customers. This could be in the form of a purchase, a request for further information, or a reply that offers 
specific information on the customers’ needs or interests. Moreover, direct marketing offers direct communication 

rather than through intermediaries. Hence, direct marketing is also appropriate for small firms, because small firms 
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can have closer relationship with their consumers [34].  Direct-response marketing does not require salespeople or a 
retail store; transactions can occur at any physical or virtual location that is most convenient for the customers. 

Others authors [35] suggest that direct-response marketing is used for three main purposes: to sell to targeted 

customers by employing direct-response marketing alone, or as part of an IMC strategy; to categorize likely 
projection, whereas providing certain customers with relevant and detailed information; and to initiate dialogue with 

customers by seeking their advice, providing users of the products with valuable product information or rewards 
ultimately resulting in customer loyalty [23]. 
 

1.6 Sales Promotions 
 

Generally, most of the costumers cannot distinguish promotions from advertisements. Promotion is another 
communication facility. Sales, price reductions, products free of charge, gifts etc. are among the promotion facilities. 

Promotion guarantees customer satisfaction and increases the rate of total selling. Nevertheless, there are still 
limitations about promotions for instance; promotions put a boundary to businesses’ financial revenues. It is a good 

communication tool, yet, not that profitable for companies [21]. Sales promotion creates a great image of the SMEs 

with the consumers. Sales promotions are divided into two parts. First is the “consumer promotions” which consists of 
premiums, gifts, prize and incentives. The other sales promotion is the “trade promotions” which includes free 

merchandise, discount and bonus [23]. Sales promotions provide increasing of business´ sales for a short period of 
time. The results of sales promotions are seen instantly rather than advertising. Because, promotional tools are short-

term oriented. Moreover, promotion campaign can be measured easier than advertising campaign. All these factors 
influence the increasing use of sales promotions [36]. Promotional tools are wide area and it contains everything that 

can be used for sales promotions [37]. 
 

However this study focused on communication element of the integrated marketing mix. Communication is at the 
centre of marketing communication. Authors in  [38], suggest that organizations must regard communication as the 

key competitive advantage of marketing. Though, researchers in [39] believes that IMC functions alone are not 

enough to give any company a sustainable competitive advantage, unless all aspects of an organization are 
integrated. Yet, existing approaches to marketing, such as IMC, are verification of the increased value of 

communication in marketing. Not only does communication play a crucial role in attracting and keeping customers, 
but with advances in new media and information technologies, the benefits of understanding and applying 

communication theory and strategies to marketing have never been greater [14].  
 

1.7 Marketing Communication 

 
The main purposes of marketing communication are to inform, persuade or remind the selected target audience of 

the market offering [40]. Meanwhile [36] emphasizes that marketing communication’s ultimate role is to influence the 
behaviour of the target market, and not only to inform, persuade or remind the consumers. 
 

Communication objectives, such as creating alertness of or interest in the marketing offer, are certainly not enough. 
Marketing communication however should, show the way to changes in the behaviour of the marked market in the 

purchase of products or loyalty towards the brand. salespersons could make use of the marketing communication 
tactic to encourage the selected target market(s) that the products or services offered provide a significant and 

competitive advantage over those of their rivals [40]. 

 
Hackley et al., (2014) acknowledges that marketing communication can add value for customers, because customers 

need to be informed on aspects, such as the features and potential benefits of a product, where it can be bought, and 
whether it is a well-known brand with a good reputation, or whether it has already formed a positive association in 

the minds of the consumers [37]. On the other hand, marketing communication is capable of controlling the target 
audiences’ perceptions of crucial features and symbolic associations that are superior to those of the competitors. 

 

1.8 Contemporary Marketing Communication Elements 
 

Contemporary IMC elements consist of a wide diversity of recent decisions, such as cell phone marketing, online 

marketing, buzz-marketing and social media, viral-marketing, labelled entertainment, product placement and guerrilla-

marketing. These recent marketing communication rudiments and online media have transformed the crossing point 

between consumers and organizations, where there has been a shift in power between the media and the consumer, 

with consumer-generated media off-ramp consumers into satisfied inventors. Consumers now demand greater control 

over what, when, where and how they are exposed to corporate communications, there by blurring the traditional 

boundaries between public and private, producers and consumers. These present-day marketing communication 

systems constitute more than just an innovative way of reaching consumers; they have changed many aspects of 

branding and marketing from segmentation and targeting through to positioning, distribution and customer 

relationship management [41]. Online marketing benefits marketers in several ways: it increases sales and generates 



 

 
40 

enquiries from people who are searching and buying increasingly more online across the world. It provides value-

added service to customers; it increases efficiency and decreases costs, by allowing interactive database-driven 

communication with customers, while improving their personal experience with the brand [42]. Internet advertising 

offers marketers the opportunity to customize messages and reach very specific interest groups by advertising on 

niche sites, sending customized emails based on the information in the databases, and encouraging the interactivity of 

the communication. Another feature is the fairly low cost involved, since modernize and changes are easier and less 

costly than the production costs associated with other media making these media thereby accessible to medium and 

small businesses. With all the new media now at their disposal, customers can access information and advertisements 

on the Internet at any time and place resulting in a more favourable attitude in the direction of the media, 

simultaneously with firmer control, when choosing and processing information 

 

2. METHODOLOGY 
 

This research was conducted in Odeda Local Government Area in Ogun state Nigeria. This is one of the local 
governments and town closer to the state capital, according to 2006 census the population of the town is 109,449 

and the local government cover an area of 1,560.km2 

The target population for this study consist of the owners of small and medium agricultural enterprises 
 

2.1 Sampling Procedure and Sample Size 
 
 

A Multi-Stage sampling technique was used to select respondent for the study. 
 

Stage 1 (Osiele, Alabata, and Obantoko) were selected purposively owing the most immense concentration of 

agricultural small and medium enterprises in the local government the three wards of the ten wards in the local 

government. 

 

Stage 2: The second stage of the sampling technique involved a random selection of agricultural small and medium 

enterprises from the selected wards 

 

Stage 3: The third stage was a random selection of respondents from the selected agricultural small and medium 

enterprises to be surveyed for the study. 

 

2.2 Method of Data Collection 
 

The data for the study was collected mainly through the primary source, which was collected at a cross-sectional 

survey of agricultural small and medium enterprise owner in the study area with the aid of a well-structured 

questionnaire.  
 

2.3 Data Analysis 
 

(a) Descriptive statistic: which include frequency and percentage and mean 

(b)  Inferential statistic: such as Chi-Square and Pearson Product Moment Correlation (PPMC)  

 
3. RESULTS AND DISCUSSION 
 
Table 1 showed that Majority (82.0%) of the students were male, while 18.0% were female.  

Also 62% of the respondents were between the age range of 21-30 years and 32% were between the age range of 

31-40 years, while 6% were 40 years and above. This indicates that majority of the respondents are at their active 

age. The table also shows that majority (64%) of the respondents were Christian, 36% were Muslim. This means 

majority of the respondents were Christians. Also that (2%) of the household had less than 2 members while 68% 

had a household size within the range of 3-5 individuals, (28%) had a household size of 6-8 individuals and 2 % had 

more than 8 individuals in their household. Majority (88%) of the respondents attended tertiary institution, 10% had 

secondary school education, while few (2%) had no formal education. The shows that most (36.0%) of the 

respondents were married and majority of the respondents (64%) were single. The table also showed that majority 

(92%) of the respondents are self-employed and (8%) of the respondents are government employed but run an 

agricultural enterprise as a complimentary source of income. Finally the table also shows that majority of the 

respondents have a work experience between the range of 1-5 years while (38%) of the respondents have between 

6-10 years of work experience and (10%) have between 11-15 years of work experience.  
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Table 1: Distribution of respondents based on socio economic characteristics (n=50). 

Variable           Frequency Percentage (%) Mean SD 

 
Sex   

Male   
Female   
 
Age (years)  
≤20 
21 – 30 
31 – 40 
>40   
Religion   
Christianity 
Islam   
 

Household size 
≤2 
3-5 
6-8 

.>8 
 
Education Level 
No formal  
Primary  
Secondary  
Tertiary  
Adult education 
 
Marital status  
Married  
Single 
No longer in marriage  
 

Nature of Business 
Self employed 
Government employment 
Company employment 
 

Working experience  
(years) 
1-5 
6-10 
11-15 

 
 

41 
9 
 
 
- 
31 
16 
3 
 
32 
18 
 

 
1 
34 
14 

1 
 
 
- 
1 
5 
44 
- 
 
 
18 
32 
- 
 

 
46 
4 

- 
 

 
 
26 
19 
5 

 
 

82.0 
18.0 
 
 
 
62.0 
32.0 
6.0 
 
64.0 
36.0 
 

 
2.0 
68.0 
28.0 

2.0 
 
 
- 
2.0 
10.0 
88.0 
- 
 
 
36.0 
64.0 
- 
 

 
92.0 
8.0 

- 
 

 
 
52.0 
38.0 
5.0 

 
 

 
 
 
29.7 
 
 
 
 
 
 
 
 

 
5..1 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 

 
 
5.7 
 
 

 
 

 
 
 
6.67 
 
 
 
 
 
 
 
 

 
1.36 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 

 
 
3.35 

 

3.1 Types of agricultural enterprise present in the area 
 

Table 2 shows the types of agricultural enterprise present in the study area. A total of 16 enterprises were used for 
this study, the study showed that majority (66%) were involved in poultry farming, (44%) were involved in fish 

farming and (38%) were involved in rabbit rising while beekeeping (8%), mushroom farming (4%) and juice 
production (2%) were the least involved enterprise by the respondents. 
 

Table 2: Types of agricultural enterprise present in the area. 

Types of Agricultural Enterprise  Yes (Frequency (%)) No (Frequency (%)) 

Mushroom farming 2(4.0) 48(96.0) 
Beekeeping 4(8.0) 46(92.0) 
Honey production  5(10.0) 45(90.0) 
Food delivery  4(8.0) 46(92.0) 
Fruit canning  - 50(100.0) 
Vegetable farming  15(30.0) 35(70.0) 
Livestock feed manufacturing  17(34.0) 33(66.0) 
Field crop farming  7(14.0) 43(86.0) 
Nursery operation 7(14.0) 43(86.0) 
Dairy farming  5(10.0) 45(90.0) 
Poultry farming  33(66.0) 17(34.0) 
Fish farming  22(44.0) 28(56.0) 
Rabbit raising  19(38.0) 31(62.0) 
Snail farming  5(10.0) 45(90.0) 
Juice production 1(2.0) 49(98.0) 

Agricultural equipment rental  8(16.0) 42(84.0) 
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3.2 Integrated Marketing Communication Tools Available to the Enterprises 
 

Table 3 shows that there are nine integrated marketing tools evaluated for. The integrated marketing communication 

tools available to the respondents were personal selling 100%, word of mouth 100%, advertising 96%, while point of 
purchase 38%, public relation 34% and sponsorship 2% were the least available tools to the respondents 

 
Table 3: Integrated marketing communication tools available to the enterprises. 

Integrated marketing communication 

tools  

Available 

Frequency (%) 

Non available 

Frequency (%) 

Advertising  
Public relation  

Sales promotion 

Personal selling 
Direct marketing 

Sponsorship 
Point of purchase 

Word of mouth 
Internet  

48 (96.0) 
17 (34.0) 

40 (80.0) 

50 (100.0) 
36 (72.0) 

1 (2.0) 
19 (38.0) 

50 (100.0) 
43 (86.0) 

2 (4.0) 
33 (66.0) 

10 (20.0) 

- 
14 (28.0) 

49 (98.0) 
31 (62.0) 

- 
7(14.0) 

 

3.3 Integrated Marketing Communication Tools Used and Frequency of use 
 

Table 4.1 shows the integrated marketing communication tools that were in use by the enterprise. The study showed 
that majority (100%) of the respondents used personal selling, word of mouth (98%), and advertising (88%) more 

than other tools while point of purchase (28%), public relation (24%) and sponsorship (4%) were the least used 
integrated marketing communication tools by the respondents. This shows that not all available integrated marketing 

communication tool were in use by the respondents, and that the use of this tools varied based on respondent. 

Also table 4.2 showed how often the integrated marketing communication tools were used by the respondents. It 
shows that word of mouth (mean=3.0), also advertising (mean=2.9) were used most by respondents while 

sponsorship (mean=1.2) was least used. This shows that the respondents are selectively utilizing the integrated 
marketing communication tools. 

 
Table 4.1: Integrated marketing communication tools in use by the enterprises 

Integrated marketing communication tools In use 

Frequency (%) 

Not in use 

Frequency(%) 

Advertising  
Public relation  

Sales promotion 
Personal selling 

Direct marketing 
Sponsorship 

Point of purchase 

Word of mouth 
Internet 

44 (88.0) 
12 (24.0) 

35 (70.0) 
50 (100.0)  

34 (68.0) 
2 (4.0) 

14 (28.0) 

49 (98.0) 
40 (80.0) 

6 (12.0) 
38 (76.0) 

15 (30.0) 
- 

16 (32.0) 
48 (96.0) 

36 (72.0) 

1 (2.0) 
10 (20.0) 

 

Table 4.2: Frequency of use of the integrated marketing communication tools by the enterprises 

Integrated marketing 
communication tool 

Often  
Frequency 

(%) 

Rarely  
Frequency 

(%) 

Never  
Frequency 

(%)   

Mean  SD 

Advertising  
Public relation  

Sales promotion 
Personal selling 

Direct marketing 

Sponsorship 
Point of purchase 

Word of mouth 
Internet 

46 (92.0) 
5 (10.0) 

28 (56.0) 
49 (98.0) 

25 (50.0) 

1 (2.0) 
9 (18.0) 

49 (98.0) 
34 (68.0) 

3 (6.0) 
34 (68.0) 

20 (40.0)  
1 (2.0) 

24 (48.0) 

9 (18.0) 
29 (58.0) 

1 (2.0) 
7 (14.0) 

1 (2.0) 
11 (22.0) 

2 (4.0) 
- 

1 (2.0) 

40 (80.0) 
12 (24.0) 

- 
9 (18.0) 

2.9 
1.9 

2.5 
3.0 

2.5 

1.2 
1.9 

3.0 
2.5 

0.36 
0.56 

0.58 
0.14 

0.54 

0.47 
0.65 

0.28 
0.79 

 

3.4 Constraints associated with the use of the integrated marketing communication tools 
 

Table 5 shows the constraints associated with the use of the integrated marketing communication tools by agricultural 

small and medium scale enterprise. Respondents consider cost of maintenance (mean= 2.7), time/resources issues 

(mean = 2.2), difficulty of implementation (mean= 2.0) as constraint affecting their use of the integrated marketing 
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communication tools. The result showed overall that majority of the below listed are constraints experienced by the 
respondent in the use of the integrated marketing communication tools on their enterprise.  
 

Table 5: Constraints associated with the use of the integrated marketing communication tools 
Constraint Major 

Frequency 
(%)  

Minor 
Frequency 
(%) 

Not a constraint 
Frequency (%)  

Mean  SD Ranking 

Cost of maintenance  
Target audience complexity 
Product complexity  
Distribution complexity  
Existing structures 
Lack of internal communication 
Perceived complexity of planning and 
coordination 
Cultural issues  
Time/resources issues 
Difficulty of implementation  
Control of message  

36 (72.0) 
5 (10.0) 
3 (6.0) 
5 (10.0) 
6 (12.0) 
4 (8.0) 
8 (16.0) 
 
3 (6.0) 
13 (26.0) 
14 (28) 
4 (8.0) 

14 (28.0) 
20 (40.0) 
19 (38.0) 
19 (38.0) 
3 (6.0) 
14 (28.0) 
13 (26.0) 
 
5 (10.0) 
33 (66.0) 
23 (46.0) 
32 (64.0) 

- 
25 (50.0) 
28 (56.0) 
26 (52.0) 
41 (82.0) 
32 (64.0) 
29 (58.0) 
 
42 (84.0) 
4 (8.0) 
13 (26.0) 
14 (28.0) 

2.7 
1.6 
1.5 
1.6 
1.3 
1.4 
1.6 
 
1.2 
2.2 
2.0 
1.8 

0.45 
0.67 
0.61 
0.67 
0.68 
0.64 
0.76 
 
0.55 
0.56 
0.74 
0.57 

1st 
5th 
8th 
6th 
10th 
9th 
7th 
 
11th 
2nd 
3rd 
4th 

 

 Test for Hypothesis 
 

Four hypotheses were outlined for the study and these are stated below: 
 

 Ho1: There is no significant relationship between the type of agricultural enterprise and the marketing 

communication tools used. 

 Ho2: There is no significant relationship between the type of agricultural enterprise and the frequency of use 

of the marketing communication tools. 

 Ho3: There is no significant difference in the frequency of use of the marketing communication tools among 

the agricultural enterprises. 
 Ho4: There is no significant relationship between the constraints experienced by the agricultural enterprises 

and the use of marketing communication tools. 
 

Ho1: There is no significant relationship between the type of agricultural enterprise and the marketing 

communication tools used. 
Pearson Product Moment Correlation was used to test for significant relationship between the type of agricultural 

enterprise and marketing communication tools used. Results as seen in table 6 below show that there is significant 
relationship between the type of agricultural enterprise and themarketing communication tool used (r= -0.309, 

p<0.05)  thus, the null hypothesis of no significant relationship between the type of agricultural enterprise and 

marketing communication tools used was rejected. This means that some agricultural enterprise require specific 
marketing communication tools for effective marketing.  
 

Table 6: Hypothesis 1 

r-value S.E P-value Decision 

-0.309 0.126 0.029 Significant  

Decision rule: p<0.05; Significant (S); p ≥ 0.05; not significant (NS) 
 

Ho2: There is no significant relationship between the type of agricultural enterprise and the frequency of use of the 

marketing communication tools. 
 

Pearson Product Moment Correlation was used to test for significant relationship between the type of agricultural 
enterprise and the frequency of used of the marketing communication tools used. Results show that there is a 

significant relationship between the type of agricultural enterprise and the frequency of use of the marketing 

communication tools (r= -0.369, p<0.05) thus, the null hypothesis of no significant relationship between the type of 
agricultural enterprise and the frequency of use of the marketing communication tools was rejected. This means that 

the nature of agricultural enterprise determines the frequency of use of the marketing communication tools. 
 

Table 7: Hypothesis 2 

Pearson product model correlation value S.E P-value Decision  

-0.369 0.099 0.008 Significant 

(Source: Field survey 2020) 
Decision rule: p<0.05; Significant (S) 

p ≥ 0.05; not significant (NS) 
 

Ho3: There is no significant difference in the frequency of use of the marketing communication tools among the 

agricultural enterprises. 
 

Chi Square test was used to test for a significant difference in the frequency of use of the marketing communication 
tools among the agricultural enterprise. The result shows that there is a significant difference in the frequency of use 
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of marketing communication tools among the agricultural enterprises (χ2=22.360, p<0.05). Thus, the null hypothesis 
of no significant difference in the frequency of use of the marketing communication tools among the agricultural 

enterprises is rejected. This means that the marketing communication tools are used different intervals by the 

different small and medium agricultural enterprises. 
 

Table 8: Hypothesis 3. 
T Df Mean difference  Decision  

56.302 
23.806 
30.726 
149.00 
32.259 
18.585 
21.045 
74.000 
22.408 

49 
49 
49 
49 
49 
49 
49 
49 
49 

2.900 
1.880 
2.520 
2.980 
2.480 
1.220 
1.940 
2.960 
2.500 

S 
S 
S 
S 
S 
S 
S 
S 
S 

 

Ho4: There is no significant relationship between the constraints experienced by the agricultural enterprises and the 

use of marketing communication tools. 
Pearson product model correlation was used to test for a significant relationship between the constraints experienced 

by the agricultural enterprises and the use of marketing communication tools. The result shows that there is no 
significant relationship between the constraints experienced by the agricultural enterprise and the use of marketing 

communication tools (r=0.071, P>0.05). Thus the hypothesis of no significant relationship between the constraints 

experienced by the agricultural enterprises and the use of marketing communication tools is accepted. The major 
constraint was cost of maintenance as indicated by the respondents, which indicated that the small and medium 

agricultural enterprise adopt one or more marketing communication tools to market their enterprise. 
 

Table 9: Hypothesis 4. 
Constraint χ2 df P-value Decision  

Cost of maintenance  
Target audience complexity  
Product complexity 
Distribution complexity 
Existing structures 
Lack of internal communication  
Perceived complexity of planning 

and coordination  
Cultural issues 
Time/resource issue 
Difficulty of implementation  
Control of message  

4.30 
6.465 
18.313 
2.003 
1.488 
2.551 
3.270 

 
6.703 
4.994 
9.183 
11.417 

4 
8 
8 
8 
8 
8 
8 

 
8 
8 
8 
8 

0.367 
0.595 
0.019 
0.981 
0.993 
0.959 
0.916 

 
0.569 
0.758 
0.327 
0.179 

S 
NS 
S 
NS 
NS 
NS 
S 

 
NS 
S 
S 
S 

 

4. CONCLUSION 
 

The study showed that the integrated marketing communication tools are not used resourcefully by the enterprises as 

a result of some of the limitation such as cost of maintenance, time/material resource and difficulty of 
implementation. 
 

Recommendations: As a result of the findings, the following recommendations were proffered. 

1. Training and Awareness schemes should be created by extension agencies in order to enlighten and empower 
the entrepreneurs on the importance and use of integrated marketing communication tools particularly to 

sustainably improve income generated. For instance the use of Internet marketing has been found to be an 
effective way to market one’s product and service to a larger and more specific audience owing to the current 

level of technological advancements such as big data.  
 

2. Marketing strategists and consultants should provide affordable consultancy service to aid entrepreneurs in 
creating and updating their sustainable strategy in the use of the integrated marketing communication tools 

to create awareness about their products and services especially using e-integrated marketing 

communication. E-IMC has multiplicity of well-recognized capacities and benefits such as low-cost, speed 
(instantaneous communication), geographic barrier reduction and efficiency. 
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