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This study examines the e�ect of integrated marketing communications on the performance of 
private banks in Juba, South Sudan. Utilizing a quantitative and descriptive research design, the 
investigation collected numerical data from 159 marketing managers and executives across six 
private banks. The research aimed to analyze the relationship between �ve independent 
variables—Advertising, Personal Selling, Sales Promotion, Public Relations, and Direct 
Marketing—and the dependent variable, Performance. The analysis employed a regression model to 
determine the impact of each marketing communication strategy on bank performance. The results 
revealed an Adjusted R Square value of .670, indicating that approximately 67% of the variability in 
Performance could be explained by the integrated marketing communications strategies. The 
�ndings align with empirical research, highlighting the importance of a well-coordinated 
promotional mix. The research contributes to the understanding of marketing strategies in the 
banking sector and provides a foundation for future studies to explore the long-term e�ects and 
adaptability of these strategies in di�erent cultural and economic contexts. 
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In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Introduction

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.
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In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Figure 1. Conceptual Framework of the Study.

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.

Disclosure statement
�e authors a�rm that there are no competing interests that 
could in�uence the �ndings or conclusions presented in this 
research.

References
1. Luxton S, Reid M, Mavondo F. Integrated marketing 

communication capability and brand performance. J Advert. 
2015;44(1):37-46. https://doi.org/10.1080/00913367.2014.934938 

2. Cheruiyot RJ. Integrated marketing communication and 
performance of Kenya Post and Savings Bank. Unpublished thesis 
Kenyatta University. 2014. 

3. Olobo M, Karyeija G, Sande P, Khoch S. Credit Risk Management 
Practices and Performance of Commercial Banks in South Sudan. 
Journal of Financial Risk Management. 2021;10(3):306-316. 
https://doi.org/10.4236/jfrm.2021.103018   

4. Zemenu M. An assessment of succession planning program: the 
case of commercial bank of ethiopia in addis ababa (Doctoral 
dissertation, St. Mary's University). Available at:                    . 
http://repository.smuc.edu.et/handle/123456789/4326 

5. Catherine. Examined the impact of IMC strategies on attracting 
Generation Y customers in commercial banks in Kenya. 2017. 
Available at: http://erepository.uonbi.ac.ke/handle/11295/103370

6. Saengruang C. Integrated marketing communication a�ecting 
consumers’ using service of �e Siam Commercial Bank Public 
Company Limited in Bangkok. MBA (Marketing). Bangkok. 
Graduate School. Srinakharinwirot University Websites. 2007.

7. Lee CC, Li X, Yu CH, Zhao J. Does �ntech innovation improve bank 
e�ciency? Evidence from China’s banking industry. Int Rev Econ 
Finance. 2021;74:468-483.                    .  
https://doi.org/10.1016/j.iref.2021.03.009 

8. Arkangelo AB, Manini MM, Abraham MA. Macroeconomic 
Variables and Financial Performance of Commercial Banks in 
South Sudan. �e Int J Bus Manag. 2021;9(12).                    .  
https://doi.org/10.24940/theijbm/2021/v9/i12/BM2112-021 

9. Achot GA, Bill DB, Kymbadde E. Work Place Safety, Service 
Delivery and Bank Performance: A Case Study of Juba County, 
South Sudan. Int J Humanit Soc Sci. 2021;9(11).                    .  
https://doi.org/10.24940/theijhss/2021/v9/i11/HS2111-005 

10. Naeem B, Bilal M, Naz U. Integrated marketing communication: a 
review paper. IJCRB. 2013;5(5):124-133. 

11. Reinold T, Tropp J. Integrated marketing communications: How 
can we measure its e�ectiveness?. J Mark Commun. 2012;18(2): 
113-132. https://doi.org/10.1080/13527266.2010.489334 

12. Moharam O, Shawky A. Measuring the E�ects of Personalized 
Integrated Marketing Communication Tools on the Consumers 
’’Intention to Purchase Credit Cards in the Private Banking Sector 
in Egypt. AASRJ. 2012;4(5).  Available at:                    .  
https://aasrc.org/aasrj/index.php/aasrj/article/view/574 

13. Kim Y, Kim T, Nam HJ. Marketing investments and corporate social 
responsibility. Sustainability. 2021;13(9):4849.                    .  
https://doi.org/10.3390/su13094849

14. Santini FD, Ladeira WJ, Sampaio CH, Falcao CA. Perception of 
value, attractiveness and purchase intention: revisiting sales 
promotion techniques. RBGN. 2015;17:1173-1192.                    .  
https://doi.org/10.7819/rbgn.v17i57.2040 

15. Inyang IB, Etim GS, James E. Public relations strategies and the 
marketing performance of �nancial service providers. QEMS. 
2022;3(2):173-174. https://doi.org/10.35877/454RI.qems757 

16. List of Licensed commercial banks operating in the Republic of 
South Sudan. BOSS. 2024. https://boss.gov.ss/ 

17.  Chol BB, Nthambi EK, Kamau JN. Ownership structure, bank 
stability and the �nancial performance of commercial banks in 
South Sudan. IJBSS. 2019;8(6):31-39.                    .  
https://doi.org/10.20525/ijrbs.v8i6.509 

18. Bernstein JS, Bernstein JS. Delivering the Message: Advertising, 
Personal Selling, Sales Promotion, Public Relations, and Crisis 
Management. Standing Room Only: Marketing Insights for 
Engaging Performing Arts Audiences. 2014:261-287.                    .  
https://doi.org/10.1007/978-1-137-37569-8_14  

19. Wardoyo P, Rusdianti E. E�orts to improve bank marketing 
performance. IJBE. 2019;3(3):268-278.                    .  
https://doi..org/10.33019/ijbe.v3i3.190 

20. Pahlevi RW, Nurcahyo N. Systematic analysis of integrated 
marketing communication research. J Mark Manag. 2022;16(2): 
104-114. https://doi.org/10.9744/pemasaran.16.2.104-114 

21. Naik PA, Raman K. Understanding the impact of synergy in 
multimedia communications. J Mark Res. 2003;40(4):375-388. 
https://doi.org/10.1509/jmkr.40.4.375.19385 

22. Luo X, Donthu N. Marketing's credibility: A longitudinal 
investigation of marketing communication productivity and 
shareholder value. J Mark. 2006;70(4):70-91.                    .  
https://doi.org/10.1509/jmkg.70.4.070 

23. Gao Y. Measuring marketing performance: a review and a 
framework. Mark Rev. 2010;10(1):25-40.                    .  
https://doi.org/10.1362/146934710X488924 

24. Lambert DM, Sharma A, Levy M. What information can 
relationship marketers obtain from customer evaluations of 
salespeople?. Ind Mark Manag. 1997;26(2):177-187.                    .  
https://doi.org/10.1016/S0019-8501(96)00108-3 

25. Boles J, Brashear T, Bellenger D, Barksdale Jr H. Relationship selling 
behaviors: antecedents and relationship with performance. J Bus 
Ind Mark. 2000;15(2/3):141-153.                    .  
https://doi.org/10.1509/jmkr.40.4.375.19385 

26. Blattberg RC, Neslin SA. Sales promotion models. Handbooks in 
operations research and management science. 1993;5:553-609. 
https://doi.org/10.1016/S0927-0507(05)80035-0 

27. Gedenk K, Neslin SA, Ailawadi KL. Sales promotion. Retailing in 
the 21st century: Current and future trends. 2010;393-407. 
https://doi.org/10.1007/978-3-540-72003-4_24 

28. Czinkota MR, Kotabe M, Vrontis D, Shams SR, Czinkota MR, 
Kotabe M, et al. Direct marketing, sales promotion, and public 
relations. Marketing Management: Past, Present and Future. 
2021:607-647. https://doi.org/10.1007/978-3-030-66916-4_13 

29. Grunig LA. Horizontal structure in public relations: An exploratory 
study of departmental di�erentiation. J Public Relat Res. 1989; 
1(1-4):175-196. https://doi.org/10.1207/s1532754xjprr0101-4_10 

30. Ki EJ, Hon L. Causal linkages between relationship cultivation 
strategies and relationship quality outcomes. Int J Strateg Commun. 
2009;3(4):242-263. https://doi.org/10.1080/15531180903218630 

31. Kadiwar S, Smith JJ, Ledot S, Johnson M, Bianchi P, Singh N, et al. 
Were pregnant women more a�ected by COVID-19 in the second 
wave of the pandemic?. Lancet. 2021;397(10284):1539. 
https://doi.org/10.1016%2FS0140-6736(21)00716-9 

32. Kumar V, Reinartz W, Kumar V, Reinartz W. Relationship 
marketing and the concept of customer value. Customer 
Relationship Management: Concept, Strategy, and Tools. 2012; 
21-31. https://doi.org/10.1007/978-3-642-20110-3_2 

33. Ansari A, Mela CF. E-customization. J Mark Res. 2003;40(2): 
131-145. https://doi.org/10.1007/978-3-642-20110-3_2 

34. Oti PA, Odigbo BE, Bassey A. Impact of public relations 
expenditure on corporate performance of commercial banks in 
Nigeria. Int J Innov Res Dev. 2016;5(10):66-73.

35. Ogbadu EE, Abdullahi U. Fundamental role of marketing in the 
banking sector. Manag Sci Eng. 2013;7(2):64-69. 
https://doi.org/10.3968/j.mse.1913035X20130702.3301 

Innov. Bus. Strateg. Manag., 2024, 2, 1-6 © Reseapro Journals 2024
https://doi.org/10.61577/ibsm.2024.1000011

INNOVATIONS IN BUSINESS AND STRATEGIC MANAGEMENT
2024, VOL. 2, ISSUE 3

2



In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

Table 1. Sampling Design. 

Table 2. Descriptive Statistics Analysis.

Survey result, 2024

Variables  N  Mean Std. Deviation 
Performance 100 3.9868 0.70225 
Advertising, 100 4.0265 0.87137 
personal selling 100 4.0066 0.78737 
sales promotion 100 3.9139 0.7478 

public relation 100 4.1391 0.71218 
direct marketing 100 3.9139 0.7478 
Source: Survey Result, 2024

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.
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In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

Variables  1 2 3 4 5 6 
Performance 1      
Advertising, .705** 1     
personal selling .702** .550** 1    
sales promotion .416** .343** .587** 1   
public relation .514** .561** .452** .315** 1  
direct marketing .541** .487** .856** .597** .554** 1 

**. Correlation is signi�cant at the 0.01 level (2-tailed). 

Table 3. Correlation Analysis.

Source: Survey result, 2024

Source: Survey result, 2024 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

Table 4. Regression Analysis.

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.
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Model 
Unstandardized Coe�cients  Standardized Coe�cients  

T Sig. 
B Std. Error Beta 

 

(Constant) 1.501 0.182  8.254 0 

Advertising, 0.279 0.044 0.395 6.316 .000** 

personal selling 0.5 0.066 0.746 7.598 .000** 

sales promotion 0.094 0.044 0.128 2.147 .033* 

public relation 0.132 0.05 0.165 2.626 .004** 

direct marketing 0.184 0.061 0.304 3.022 .003** 

a. Dependent Variable: Performance, statistical signi�cance conventionally with asterisks representing con�dence at** 1%, *5%, and 10% levels  
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In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.
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In today's competitive business environment, companies are 
constantly striving to enhance their performance and gain a 
competitive edge through e�ective marketing strategies. One 
key strategy that companies utilize is integrated marketing 
communications (IMC), which involves the integration of 
various communication tools to convey a consistent message to 
customers. �is approach is crucial for banks in particular, as 
they seek to communicate their competitive advantages and 
attract and retain customers in a crowded market. However, 
there is a lack of empirical evidence on the speci�c e�ects of IMC 
on the performance of Private Banks in Juba, South Sudan [1].

 While there have been some studies on the impact of IMC 
on the performance of banks in other countries, such as Kenya 
and Ethiopia, the speci�c e�ects on Banks in Ethiopia, 
particularly in Hawassa City, have not been thoroughly 
investigated. For instance, Cheruiyot (2014) found that various 
IMC tools, such as advertising, direct marketing, and public 
relations, can enhance a bank's performance by attracting 
customers and increasing sales volumes [2]. However, their 
study focused on the Kenya Post and Savings Bank, not Private 
Banks in Juba, South Sudan [3].

 Zemenu (2020) Conducted a study on the e�ect of sales 
promotion on the brand image of Commercial Bank of Ethiopia 
but did not speci�cally look at the overall marketing 
performance of the bank [4]. Catherine (2017) examined the 
impact of IMC strategies on attracting Generation Y customers 
in commercial banks in Kenya, highlighting the importance of 
advertising, sales promotion, and personal selling Saengruang 
(2007) also found that IMC tools, such as employee expertise 

and sales promotion, can improve a bank's image and brand 
loyalty. However, none of these studies focused on Private 
Banks in Juba, South Sudan [5,6].

 Furthermore, Lee (2021) explored the use of service 
innovations, including integrated banking, to increase customer 
lifetime value in retail banks [7]. �is study demonstrated the 
potential bene�ts of adopting new strategies to enhance 
customer segmentation and targeting e�orts. However, it did 
not speci�cally address the unique challenges and opportunities 
faced by Private Banks in Juba, South Sudan [8]. In light of the 
limited research on the e�ects of IMC on the marketing 
performance of private banks in Ethiopia, particularly Private 
Banks in Juba, South Sudan, there is a clear research gap that 
needs to be addressed. By conducting a comprehensive study 
on this topic, we can gain valuable insights into how IMC 
strategies can impact the performance of private banks in a 
speci�c market context, leading to improved marketing 
strategies and ultimately, enhanced business performance [9].

 �erefore, this study aims to �ll this gap by investigating 
the e�ects of integrated marketing communication on the 
marketing performance of Private Banks in Juba, South Sudan. 
By examining the speci�c challenges and opportunities faced 
by this bank in a unique market context, we can provide 
valuable insights for practitioners and policymakers in the 
banking sector. �rough a thorough analysis of the relationship 
between IMC tools and marketing performance, we can 
improve our understanding of how banks can e�ectively 
communicate their competitive advantages and attract and 
retain customers in a competitive market environment [10].

Research Objectives
�e general objective of this study is to investigate the e�ects of 
integrated communication on marketing performance of 
Private Banks in Juba, South Sudan. Speci�cally, this study aims: 

   a) To examine the e�ects of Advertising on marketing           
 performance 
   b) To determine the e�ects of personal selling on marketing  
 performance 
   c) To examine the e�ects of sales promotion on marketing  
 performance 
   d) To examine the e�ects of public relations on marketing  
 performance 
   e) To examine the e�ects of direct marketing on marketing  
 performance [11]

Literature Review 
�ere is a considerable amount of literature that delves into the 
connections between marketing e�ectiveness and di�erent 
independent variables such as advertising, personal selling, 
sales promotion, public relations, and direct marketing. 
Marketing performance is frequently boosted by advertising, as 
it enables companies to increase recognition of their products 
or services in the market and encourage customer interaction. 
Research has indicated that successful advertising strategies can 
result in higher sales and customer loyalty, ultimately 
improving overall marketing outcomes [12]. According to 
research, personal selling is an essential part of marketing that 
correlates positively with marketing performance. Salespeople 
can increase sales and improve marketing performance by 
establishing connections with customers and o�ering tailored 
services and this can also boost customer satisfaction. 

 Similarly, sales promotion tactics such as discounts, 
promotions, and giveaways have been found to positively 
impact marketing performance by attracting customers and 
driving sales. �ese tactics can create a sense of urgency and 
incentivize customers to make a purchase, ultimately 
contributing to overall marketing success [13]. Public relations 
activities, such as press releases, events, and media relations, 
have also been shown to in�uence marketing performance by 
building brand reputation and credibility. Positive media 
coverage and strong relationships with the public can enhance 
brand perception and ultimately drive customer engagement 
and sales. Lastly, direct marketing strategies, such as email 
marketing, direct mail, and online advertising, have been found 
to have a positive impact on marketing performance by 
allowing companies to target speci�c customer segments and 
deliver personalized marketing messages. By reaching 
customers directly, companies can drive conversions and 
ultimately improve marketing performance [14].

 Overall, the literature suggests that each of these 
independent variables plays a unique and important role in 
driving marketing performance, and companies should 
consider utilizing a mix of strategies to optimize their 
marketing e�orts.

Conceptual Model
When looking at private banks in Juba, South Sudan, �e 
outline of the theoretical structure can be studied in the 
following way. A range of integrated marketing 

communications a�ects the marketing performance of private 
banks, which is considered the dependent variable [15]. �is 
consists of advertising, which seeks to educate and convince a 
large audience through mass media; personal selling, which 
entails face-to-face interactions between salespeople and clients 
to establish connections and �nalize sales; sales promotion, 
which includes immediate incentives to stimulate purchases; 
public relations, which concentrates on upholding a favorable 
reputation and cultivating advantageous relationships with the 
public; and direct marketing, which aims to prompt a direct 
reaction through mail, email, or other communication 
platforms [16].

 �ese independent variables are hypothesized to have a 
synergistic e�ect on the banks' ability to attract, retain, and 
grow their customer base, thereby enhancing their overall 
marketing performance. �e interplay among these variables is 
crucial, as it can lead to a cumulative impact greater than the 
sum of their individual e�ects (Figure 1) [17].

Data collection
Primary data were collected through a structured questionnaire 
that was administered to the respondents. �e questionnaire 
includes questions related to integrated communications 
activities (advertising, personal selling, sales promotion, public 
relations, and direct marketing) and marketing performance 
indicators. Concerning the questionnaire development process, 
�ve-point Likert scale questionnaires were used by researchers 
and the questionnaire itself is annexed at the end of the paper as 
supplementary material [18].

Data analysis
�e data collected were analyzed using statistical tools such as 
regression analysis to determine the relationship between 
integrated marketing communications and performance. �e 
model speci�cation involves developing a regression model 
with marketing performance as the dependent variable and the 
�ve independent variables (advertising, personal selling, sales 
promotion, public relations, and direct marketing) as predictors 
[19].

Model specification
�e regression model for this study will be as follows:

Marketing Performance = β0 + β1(Advertising) + β2(Personal 
Selling) + β3(Sales Promotion) + β4(Public Relation) + β
5(Direct Marketing) + ε

Where: - Performance is the dependent variable.

- Advertising, Personal Selling, Sales Promotion, Public 

Relations, and Direct Marketing are the independent variables.

- β0 is the intercept.
- β1, β2, β3, β4, and β5 are the coe�cients.
- ε is the error term [17].

Results
�e researchers distributed 159 questionnaires but �nally 
collected 100 responses which gave a 62% response rate. �en 
the analysis of descriptive, correlation as well as regression has 
been done as follows (Table 2): 

Promotion as the lowest average rating. �e standard deviation 
is identical to that of Sales Promotion (0.74780), indicating a 
similar spread of scores. 

 In summary, Public Relations is rated the highest on 
average, while Sales Promotion and Direct Marketing are rated 

the lowest. Advertising shows the greatest variability in ratings, 
which could suggest di�ering opinions on its e�ectiveness. �e 
moderate standard deviations across all variables indicate that 
there is some consensus among the ratings, but also a fair 
amount of individual di�erences in perceptions or experiences 
with each marketing strategy (Table 3) [20].

Research Methodology 
Research design 
�e research design for this study was quantitative and 
descriptive. �e study will involve collecting numerical data to 
analyze the relationship between integrated communications 
and marketing performance in private banks in Juba, South 
Sudan.

Sample and sampling technique
�e target population will be Private Banks in Juba, South 
Sudan. According to the Bank of South Sudan, there are 30 
licensed commercial banks operating in the Republic of South 
Sudan. Out of these, the researchers selected 6 active private 
commercial banks operating in Juba, South Sudan. A sample 
size of 159 respondents was selected using a convenience 
sampling technique from 6 private banks. �e respondents will 
be marketing managers and executives of private banks (Table 
1) [15].

 �e descriptive statistics in above Table 2 summarize the 
central tendency and variability of your data set, which includes 
one dependent variable (Performance) and �ve independent 
variables (Advertising, Personal Selling, Sales Promotion, 
Public Relations, and Direct Marketing). Here’s an 
interpretation of the statistics: �e mean score for Performance 
is 3.9868, which suggests that on average, the performance level 
is close to 4 on your scale. �e standard deviation is 0.70225, 
indicating that the scores are relatively dispersed around the 
mean, with a moderate spread. With a mean of 4.0265, 
Advertising scores are slightly higher on average than 
Performance scores. �e standard deviation is 0.87137, which is 
the highest among all variables, showing that there is a 

considerable amount of variability in how Advertising is rated. 
�e mean score is 4.0066, very close to that of Advertising, 
suggesting a similar level of average in�uence. �e standard 
deviation is 0.78737, implying a fair amount of variation in the 
scores. �e mean score of 3.9139 is the lowest among the 
variables, indicating that, on average, Sales Promotion is rated 
slightly lower than other marketing strategies. �e standard 
deviation is 0.74780, suggesting a moderate spread of scores 
around the mean. �is variable has the highest mean score 
(4.1391), indicating that it is rated the highest on average among 
the strategies. �e standard deviation is 0.71218, which is 
similar to that of Performance, showing a moderate level of 
score dispersion. �e mean score is again 3.9139, tied with Sales 

 �e correlation analysis you've provided shows the 
relationship between your dependent variable, Performance, 
and �ve independent variables: Advertising, personal selling, 
sales promotion, public relations, and direct marketing (Table 
3). Here's an interpretation of the correlations: Advertising has 
a strong positive correlation with Performance (0.70), 
suggesting that as advertising e�orts increase, performance 
tends to increase signi�cantly. Personal selling also shows a 
strong positive correlation with Performance (0.702), indicating 
a similar trend where increased personal selling is associated 
with better performance.

 Sales promotion has a moderate positive correlation with 
Performance (0.416), which means that while there is a positive 
relationship, it's not as strong as advertising or personal selling. 
Public relations exhibits a moderate positive correlation with 
Performance (0.514), suggesting that e�ective public relations 
can positively impact performance, but again, the relationship 
is less strong than advertising or personal selling. Direct 

marketing shows a strong positive correlation with 
Performance (0.541), indicating that direct marketing e�orts 
are closely linked to improved performance.

 �e double asterisks (**) indicate that these correlations 
are statistically signi�cant at the 0.01 level (2-tailed), meaning 
there's a high level of con�dence that these relationships are not 
due to random chance. �e highest correlation with 
Performance is seen in personal selling ($$.856**$$), which 
implies a very strong relationship where changes in personal 
selling are likely to result in signi�cant changes in performance.
In summary, all the independent variables have a positive 
relationship with the dependent variable, Performance, with 
personal selling and advertising showing the strongest 
relationships. �is suggests that focusing on these areas could 
lead to better overall performance outcomes. However, it's 
important to note that correlation does not imply causation, 
and other factors not included in this analysis may also a�ect 
Performance (Table 4).

 �e study on how integrated marketing communications 
impact the performance of private banks in Juba, South Sudan, 
has produced valuable �ndings. Interpret the Adjusted R Square 
and regression coe�cients: An Adjusted R Square of .670 
indicates that about 67% of the variance in the dependent 
variable, Performance, is accounted for by the independent 
variables in the model. �is represents a signi�cant percentage, 
demonstrating a good match with the model. �e value of 1.501 
as the constant term signi�es the anticipated level of 

Performance given that all independent variables are at zero. An 
advertising coe�cient of .279 signi�es that a one unit rise in 
advertising should lead to a .279 unit increase in performance, 
with all other factors unchanged. Personal selling has the 
highest coe�cient of .500, which is the most signi�cant among 
the variables, showing a strong positive in�uence on 
Performance. Sales promotion has a factor of .094, indicating a 
minor yet notable positive impact on Performance. Public 
relations possess a coe�cient of .132, which also suggests a 

favorable impact on Performance. Direct marketing exhibits a 
positive correlation with Performance, as indicated by a 
coe�cient of .184 in Table 4.

 Regarding the level of importance, Constant (1.501)** 
represents the intercept of the regression line. It signi�es the 
anticipated outcome of Performance in the scenario where all 
predictors have a value of zero. Advertisement (B = 0.279, Sig. = 
0.000) **: �e Advertising coe�cient indicates that with every 
increment in advertising, Performance also increases by 0.279 
units, while keeping all other factors consistent. �e signi�cance 
level of 0.000 suggests that this e�ect is extremely signi�cant at 
the 1% threshold (**). �e coe�cient for Personal Selling is 
0.500, indicating a signi�cant positive e�ect on Performance (B 
= 0.500, Sig. = 0.000)**. �is �nding is also extremely important 
with a signi�cance level of 1% (**). Sales Promotion (B = 0.094, 
Sig. = 0.033) **: �e Sales Promotion coe�cient is 0.094, 
suggesting a modestly positive impact on Performance. �is 
�nding is statistically signi�cant with a con�dence level of 95%. 
Public Relations has a coe�cient of 0.132 with a signi�cance of 
0.004, indicating a positive in�uence on Performance. �is 
�nding is statistically signi�cant at the 1% level (**). Direct 
Marketing (B = 0.184, Sig. = 0.003)**: �e Direct Marketing 
coe�cient of 0.184 suggests a favorable impact on Performance. 
�is outcome is statistically signi�cant at the 1% level (**). 
Ultimately, the absence of a 10% level of signi�cance is evident 
in these �ndings. �e model accounts for a large portion of the 
variability in Performance, with many predictors showing a 
signi�cant positive in�uence. �e most impactful is Personal 
Selling, with Direct Marketing, Public Relation, Advertising, 
and Sales Promotion following closely behind.

Discussion of Results  
Extensive empirical research frequently demonstrates that 
advertising greatly improves business performance. An 
example would be the research by Naik and Raman (2003) 
which discovered that while advertising elasticity may di�er, it 
typically leads to a boost in sales [21]. Likewise, research 
conducted by Luo and Donthu in 2006 showed that advertising 
has an impact on customer perceptions and can result in higher 
market share and pro�tability. Your discovery of a coe�cient of 
.279 for advertising corresponds with these research �ndings, 
indicating that advertising is an e�ective method for improving 
bank performance [23].

 Personal selling is frequently cited as the most e�ective 
component of the promotional mix due to its direct interaction 
with customers. A study by Sharma and Lambert (1994) found 
a strong correlation between personal selling e�orts and sales 
performance [24]. Another research by Boles et al. (2000) 
supported this, showing that personal selling has a direct and 
signi�cant impact on sales volume [25]. Your coe�cient of .500 
for personal selling is consistent with these �ndings, 
highlighting its importance in the banking sector [20].

 Sales promotions are known to have a short-term impact 
on sales. Blattberg and Neslin (1990) found that while sales 
promotions can increase sales volume, the e�ect is not always 
long-lasting [26]. A more recent study by Gedenk et al. (2010) 
showed that sales promotions could lead to a temporary 
increase in customer tra�c and sales [27]. Your coe�cient of 
.094 suggests a positive but modest impact, which is in line with 
the literature [28].

Public relations’ role in performance is o�en debated. Grunig 
(1989) argued that public relations contribute to organizational 
e�ectiveness by managing relationships with stakeholders [29]. 
Ki and Hon (2009) found that public relations activities could 
lead to better corporate reputation and �nancial outcomes [30]. 
�e regression coe�cient of .132 indicates a positive e�ect, 
supporting the notion that public relations are bene�cial for 
bank performance which is consistent with the study of 
Kadiwar et al. (2021) means good public relations is the tool to 
attract customers and improve bank performance [31]. 

 Direct marketing’s impact varies across industries. A study 
by Kumar and Reinartz (2012) found that direct marketing 
could lead to higher customer retention and pro�tability [32]. 
Another study by Ansari and Mela (2003) suggested that direct 
marketing is most e�ective when tailored to individual 
customer needs [33]. Your coe�cient of .184 suggests that 
direct marketing is a signi�cant contributor to performance in 
the banking sector [34].

 �is research signi�cantly contributes to the body of 
knowledge on integrated marketing communications (IMC) by 
providing empirical evidence on its impact within the context 
of private banks in Juba, South Sudan. By demonstrating that 
67% of the variability in bank performance can be attributed to 
IMC strategies, the research underscores the critical role of a 
well-coordinated promotional mix in enhancing organizational 
outcomes. �is insight not only aids private banks in optimizing 
their marketing e�orts but also enriches the broader IMC 
literature by highlighting the e�ectiveness of speci�c strategies 
for advertising, personal selling, sales promotion, public 
relations, and direct marketing in a unique cultural and 
economic setting. Furthermore, the current paper's �ndings 
pave the way for future research to explore the long-term e�ects 
and adaptability of these strategies across di�erent contexts, 
thereby broadening the understanding and application of IMC 
in diverse environments [35].

Conclusions
�is study o�ers valuable information on how integrated 
marketing communications impact the performance of private 
banks in Juba, South Sudan. �e considerable Adjusted R 
Square value shows that your model accounts for a substantial 
amount of the variation in bank performance. All independent 
variables have positive coe�cients indicating that every 
element of the promotional mix plays a role in the overall 
performance, with personal selling and advertising having the 
greatest impact.
�is highlights the signi�cance of having a cohesive marketing 
plan that utilizes various communication channels to improve 
bank results. Future studies may further investigate the 
cause-e�ect connections among these factors and performance, 
examine the impact of digital marketing, and contrast these 
results with banks in di�erent areas to o�er a more 
comprehensive view on the e�ciency of integrated marketing 
communications in the banking sector.

 It can be concluded that integrated marketing 
communications signi�cantly contribute to the performance of 
private banks in Juba, with personal selling and advertising 
being the most in�uential. �is study can be improved more if 
future research could explore the long-term e�ects of these 
marketing strategies on performance, Investigating the role of 

digital marketing in this context could provide additional 
insights. A comparative study with banks in di�erent regions or 
countries could highlight cultural or economic factors 
in�uencing the e�ectiveness of integrated marketing 
communications.
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