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Abstract 
Advertisers are challenged to respond to changing behaviour of consumers who become more 

technologically literate and develop patterns to avoid commercials. Millennials, especially, multi-
task, use multiple screens to consume content and use technologies to search for information. In 
this researchfocus groups were conducted with 241 respondents, to study changes in information 
searches regarding future purchases. Masters’ students were selected as participants for the 
research and their response to being exposed to television advertising was studied and their 
information search process was charted. Consequences of the changing behaviour for advertisers 
include the need to consider search visibility for general and campaign-related keywords as a 
cornerstone of their communication campaigns. This research contributes to theory by enhancing 
the existing perception of integrated marketing communication (IMC) with the central role of 
search visibility in connecting various communication channels. By reflecting on the charted 
process of active information research, advertisers can make their TV campaigns work for 
millennial consumers who use online search and various devices in the process following the TV 
spot consumption. 

Keywords: integrated marketing communication (IMC), search engine marketing, search 
visibility, television (TV) advertising. 

 
1. Introduction 
With the abundance of quickly and easily accessible information resources, the information 

search behaviour of consumers regarding their future purchase changes dramatically. Consumers 
spend more time online, which is reflected in the way theyuse search engines, social media, review 
sites, and other resources as part of their purchasingdecision-making process. The consumption 
patterns of advertising have also developed over the past decade. Consumers have become resistant 
to most of the commonly used forms of both offline and online advertising. As W. Wilkie (Wilkie, 
2005) suggests, the reason lies in the overload of conflicting advice regarding alternatives to select. 
Consumers tend to ignore advertisements, switch channels while watching television, use 
advertising-free televisionand use ad-blockers to block online advertisements. Fewer people watch 
regular television, as many of them are switching to online streaming services. Consumersalso tend 
to divide their attention between multiple devices and screens. While watching a movie, they are 
active on social media or browse websites. This attention shift towards the second screen 
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(e.g. mobile phone, laptop) duringthe advertisement breaks impacts the efficiency of the 
communicated message.  

The situation described above prompts many questions: What is the implication of this 
changing consumer behaviour fortelevision advertisers? How does it affect the efficacy of their 
campaigns and what should be done to increase it? Can anything be done at all or does this mean 
that classical television advertising is dying slowly? These and other questions will be addressed in 
this article by providing insights into the consumption patterns of television advertising and the 
response of millennials to television advertisements. This will be done by examining the process of 
consumer response to televisionadvertising and identifying the factors that significantly contribute 
to ensuring that the advertised product or brand isconsidered and that the advertising hopefully 
leads towards the desired purchasing decision. 

 
2. Materials and methods 
Research gap. Literature on consumer behaviour, specifically focusing on the purchasing 

decision-making process and consumption of media by young people (millennials) confirms that 
millennials are reducing their consumption of traditional media, they avoid commercials due to the 
overload of information and theyoften multitask while watching television. The availability and use 
of mobile devices and other screens while watching television enable them to search for products or 
brands featured in the advertisements. The implications for businesses’ approach to marketing are 
already intensely discussed by practitioners (as confirmed by the cited web studies and reports), 
with academic research falling behind. Previous empirical research aimed to analyse the 
connection between television advertising and online search by looking at the search spikes. There 
is a need and opportunity to compare/contrast/extend?? these findings with the opinions and 
perceptions of digital natives to understand their behaviour and the motives and triggers for their 
actions. Thus, the aim ofthe research was: to understand television advertising consumption 
patterns of millennial consumers, outline the triggers, process and resources used within the 
follow-up information research process and to explain the implications for both practitioners and 
theory concepts. 

Research methods. This research offers insights and improved understanding of consumer 
behaviour and response to television advertising. Millennials, the digital natives who represent a 
significant group of consumers with increasing purchasing power in future, are especially targeted. 
The method of conducting focus groups was chosen to understand how millennials consume and 
respond to television advertisements.  

Masters’ students in their first and second year of study at the University of Economics in 
Bratislava, Slovakiawere selected as participants for the focus group session. The sample selection 
was purposive and included millennials that are soon to complete their higher education. More 
than 95 % of the students were born between 1993 and 1998. The focus groups took place at two 
locations, namely the educational centre in Virt, Slovakia and the Faculty of Commerce, located on 
the Bratislava campus. Five blocks of focus group sessions were organised, with a total number of 
241 participants: 1) 23–25 February 2018, 55 participants; 2) 22–24 March 2018, 58 participants; 
3) 24–26 April 2019, 54 participants; 4) 27 April 2019, 24 participants; 5) 28–30 April 2019, 
50 participants. 

Four to eight focus groups were organised within each block. Each focus group consisted of five 
to ten participants. The duration of eachsession was between 60 and 90 minutes. Participants were 
instructed by the facilitator regarding the process of the focus group.They were encouraged to speak 
openly andshare their true individual opinions. These opinions would later be discussed and further 
developed within the moderated discussion, without any judgment by other participants or the 
facilitator. Individual responses and opinions were shared within the group, with other participants 
had the opportunity to respond. In the first part, participants were asked to think of a recent 
purchase and elaborate on the steps preceding the purchase. The discussion covered topics such as 
information resources used, offline versus online search, reference groups, the role of word of mouth, 
etc. It continued with topics such as multitasking, parallel and sequential use of multiple screens, 
online search and its process, as well as questions about the cross-session and cross-device search.  

The second part of the session examined responses to television advertisement as part of the 
purchasing decision-making process. Participants were asked to consider their relationship 
towards advertising, specifically, television advertising and recall a recent situation where a 
television advertisement captured their attention. They were given time to think through the 
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sequence of actions that followed in response to the advertisement. The steps taken, their logical 
sequence, and timing were captured and then discussed within the group. Participants were able to 
reflect on their process, add missing parts if another participant’s answer triggered the recollection 
of events. The focus was on the behaviour of participants, including the intensity (time, costs 
involved), thoroughness of information research, media and resources used, parties involved, 
offline and online points of sale visited etc.  

The information was captured, coded, organised into logical groups and further analysed by 
the researchers. Following the data collection and processing, the research results and the 
implications for theory and practice were formulated. 

 
3. Discussion 
The information research process and sources of information 
With almost unlimited interaction options in the pre-purchase, purchase, and post purchase 

phases, customer journeys become increasingly challenging to understand and influence (Van 
Bruggen et al., 2010). The pre-purchase phase, including information research, is perceived as the 
first step of the omnichannel customer journey (Barwitz, Maas, 2018). Searching for information is 
considered an important sub-process of decision making; in fact, it is one of the key research areas 
in the field of consumer behaviour (Utkarsh et al., 2019). In some sources, it is referred to as pre-
decisional information search (Gigerenzer, 2003; Lindow, Betsch, 2019). 

In relation to future purchases, information research represents a crucial step in the decision-
making process. Consumers can undertake numerous activities before they make their final 
purchase decision, seeking content from different retailers and asking for social validation of their 
decision from their social networks both online and offline (Hall et al., 2017). Decision options 
(product alternatives) are characterised by multiple information dimensions such as price, 
location, features, reviews, delivery time, etc. To be able to weigh the alternatives and decide for a 
brand/product, values for these dimensions need to be gathered. A large amount of information, 
from a range of different offline online sources,is available to consumers.Brands and retailers need 
to understand the customer decision journey and their behaviours across all the devices and 
channels that are used (Hall et al., 2017). 

Online information research saves time and often substitutes for time spent talking to people 
or visiting physical premises (Ratchford et al., 2007). Search engines, along with high street shops, 
shops where a similar item was purchased, shopping websitesor reference groups (partner, friends, 
family, colleagues) were identified as places where shoppers often look for purchasing ideas and 
inspiration (Hall et al., 2017). Search engines are used by consumers to locate and access various 
online sources of information, with daily search volumes increasing to 3.5 billion per day (Internet 
Live Stats, 2019). Researchers are looking at the response of users to paid search results, organic 
search results and their choices, trying to understand the whole information research process and 
decision within it (Agarwal et al., 2015; Kritzinger, Weideman, 2013; Kritzinger, Weideman, 2017; 
Park, Agarwal, 2018; Smith, 2016; Yang et al., 2018).  

The term cross-sessional search is used to refer to search endeavours longer than one session 
(Kotov et al., 2011; Wang et al., 2013). Cross-device search refers to consumers using multiple 
devices in the information research process (Han et al., 2015; Wu et al., 2018). Trial and error 
behaviours that lead to accomplishment of the research task, or the intent shift directing the 
consumer towards an unexpected and unintended territory, are important for understanding the 
search patterns and behaviours (Chen et al., 2018). On top of functioning as a gate allowing access 
to information available on third-party websites, search engines can also provide information from 
their own database. Semantic web search engines such Google Knowledge Graph or Bing Satori are 
used to display instant answers to commonly asked questions, saving the consumer the need to 
leave the search to get the answer(Uyar, Aliyu, 2015). In connection with this, voice search that is 
increasingly used by users, changes the way search queries are entered and results presented (Guy, 
2018). Search behaviour can be linked to purchases through the correlation between internet 
searches and product purchases (Jun, Park, 2016).  

Consumers will pursue the information research differently. Their behaviour depends on 
their age, location, individual characteristics, preferences, previous experience, etc. Despite the 
individual character of this process, consumers can be categorised into certain groups. These 
consumer archetypes affect the purchasing decision-making process related outcomes such as 
number of cycles, duration, number of evaluated alternatives, and number of criteria considered 
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(Karimi et al., 2018). The commonly used criteria to form groups are social class or geographic 
location (Sessa et al., 2007), web experience characteristics (Frambach et al., 2003), motivational 
drives and personality traits (Morrison et al., 2013), subjective knowledge,and the style of decision-
making (Brucks, 1985; Karimi et al., 2015). Utkarsh, S. Sangwan and P. Agarwal (Utkarsh et al., 
2019) also studied subjective knowledge and its influence on information search behaviour. 
The level of stimulation and motivation represents another factor affecting the intensity of 
information search efforts (Utkarsh, 2017). On top of above-mentioned consumer categories, date 
of birth is often used to refer to consumers born after or between certain years. Millennials, people 
born between 1980 and 2000 (the ‘from’ years vary from late 1970s to early 1980s in the 
literature), are also referred to as “generation M”, multi-taskers (Woempner, 2007) or iGeneration 
(Keengwe et al., 2014). Generation Y (people born after 1980) and generation Z (people born after 
1990) represent subsegments of millennials. As M. Moore (Moor, 2012) suggests, differences can 
be spotted between Generation Y and Generation Z, with Generation Z being more individualistic, 
tech-savvy, always connected, are brand aware and more communicative than Generation 
Y. Millennials have lived during the era of rapid technological changes and a highly interconnected 
global world (Keengwe et al., 2014). They live in the moment and obtain information instantly, 
at their fingers, 24-7 (Rainer, Rainer, 2011). This generation is highly digitally literate and naturally 
uses technologies to perform daily tasks. 

Response to television advertisements 
In 2012, annual spending on television advertising was estimated at over $ 200 billion 

globally,more than twice the size of the entire market for online advertising (Lewis, Reiley, 2013). 
Since then, digital media, such as web, e-mail, and mobile have continuedto increase their share on 
marketing budgets at the expense of traditional media. The research study by eMarketer 
anticipates that in 2019, the advertising spending on digital media will outrank traditional media 
on the U.S. market, with the growth of digital media to continue in the following years                 
(Ha, 2019). Nielsen (Nielsen, 2015) describes the situation as “screen wars”, i.e. the battle for “eye 
space” in the TV-everywhere world. One of their findings is that 65 % of respondents prefer to 
watch video programming live, at its regularly scheduled time. The report also states that 
“watching TV in a linear fashion is changing for man, as we are now in more control of what we 
watch, when we watch and where we watch” (Nielsen, 2015). Despite these tendencies, television 
advertising continues to represent an enormous market and television is widely included in the 
communication mix of (especially) bigger brands. In Slovakia, for example, TV advertising 
spending has increased between 2016 and 2019 and is expected to reach €162 million in 2019 
(Kienast, 2019). 

To effectively reach their target audience during the decision-making process, advertisers 
need to understand the expectations of consumers regarding communications by brands. 
Consumers expect more real-time communications, instant responses, more open, and less formal 
interactions between them and brands (Tuten, Solomon, 2014). The more consumers connect to 
multiple devices, the more their level of consumption of traditional media is reduced (Kemp, 2016). 
Therefore, it is crucial to understand the behaviour of people consuming the television content, not 
to waste the opportunities and marketing budgets for television advertising. Millennial consumers 
are known to have a high propensity to use multiple online devices as digital natives connectedin 
the retail environment (Kirk et al., 2015).The frequent multitasking of consumers, especially while 
viewing television (Du et al., 2017) facilitated the existence of deep connections between the online 
and offline media worlds. The study of Google (2012) investigated how consumer use multiple 
devices to search for information and accomplish tasks. While they consume media, their attention 
is often shared between multiple devices, referred to as parallel media consumption or parallel use 
of screens (Google, 2012). The implications for the consumption of television advertising are 
apparent: consumers often use mobile phones, laptops or tablets while watching television (Lewis, 
Reiley, 2013).  

A positive correlation between the intensity of searching for certain topics measured by 
search volumes and television advertising has been observed. In an early study, which evaluated 
data suggesting that simultaneous use of TVs and PCs, D. Zigmond and H. Stipp (Zigmond, Stipp,  
2010) revealed an important effect of television advertising, namelytaking an immediate step to 
obtain more product information. In the study of M. Joo, K.C. Wilbur, BCowgill and Y. Zhu (Joo et 
al., 2014), a significant effect of television advertisements for financial services on brand searches 
and a smaller effect on category searches was confirmed. The research of R.A. Lewis and            
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D.H. Reiley (Lewis, Reiley, 2013) also revealed positive impact of advertising for a range of 
consumer products on online search.With the use of high-frequency search data that is readily 
accessible for all major advertised brands, they proved the existence of causal impact of TV 
advertising on consumer searches for the advertised brands. R.Y. Du, L. Xu, and K.C. Wilbur (Du et 
al., 2017) looked deeper into this relationship and confirmed that search spikes vary with television 
ad content: they are larger after brand focused advertisements than after price-focused ads, and 
after less-informative ads than after TV ads. They also found out that television advertisements 
generate post-ad searches for competitor brands. J. Liaukonyte, T. Teixeira, and K.C. Wilbur 
(Liaukonyte et al., 2015) looked at the response of online shopping to television advertising. They 
investigated how those effects depend on the characteristics of the advertisement, such as its 
content and media placement. 

Integrated marketing communication 
The extensive deployment and application of digital technologies resulted in the explosion of 

data regarding customers’ buying behaviour (Candelo, 2019). Thanks to analytical tools driven by 
machine learning, marketers can now, also extract meaningful information from large data sets, 
leading to more precise analysis and understanding of consumer (Miklosik et al., 2019). One of the 
challenges marketers face is measuring the impact of television advertising. Refinement of the 
measurements can be achieved through TV attribution, assisting in accurately reporting on the 
impact TV ads have on their audience’s behaviour online. This is done through incremental, 
minute-by-minute measurements and machine-learning driven analysis of search activity mapped 
to television advertisements (Tantot, 2017). Because of the proven impact of TV spots on the search 
volumes of relevant keywords, companies are realising that search visibility for these terms should 
be ensured to reflect the changing consumer behaviour. The report of Forrester Research (2017) 
claims that, because of this relationship, search is a key amplifier of other marketing channels. 
Companies are advised to prioritise search to maximise their marketing return on investment 
(Forrester Research, 2017). A. Miklosik (Miklosik, 2014) argues that search visibility represents the 
core of modern communication campaigns. He uses the term ‘search-centric marketing’ to refer to 
marketing that reflects the role of search visibility in achieving the efficacy of communication 
campaigns and the flow of the communication message through all the channels. Pay per click 
campaigns can be used to quickly appear at the top of search results to support TV advertising and 
its efficacy (Howard, 2017). Search engine optimisation represents another tool for achieving 
search visibility, focusing on understanding search engine algorithms in order to improve organic 
search rankings (Miklosik et al., 2019). 

Enhanced understanding of the consumer decision journey requires integrated marketing 
communication (IMC) programs reflecting the way in which traditional and new media 
(e.g., search, display, mobile, TV, and social media) interact to affect consumer decision making 
(Batra, Keller, 2016). However, most researchers regard IMC as a concept where the brand identity 
is preserved through all the channels used in the communication mix (Laurie, Mortimer, 2019). 
Thus, IMC can be defined as an approach to brand communications where different channels and 
tools work together to create a seamless experience for the customer and present them with a 
similar tone and style that reinforces the brand’s core message (Csikosova et al., 2014). O. Duralia 
(Duralia, 2018) emphasises the need to recognise the variety of channels their perception by 
consumers and also to utilise their efficient combination and integration. X. Dong and H. Li (Dong, 
Li, 2018) argue that it is necessary to understand the optimal media sequence for different types of 
products to achieve the desired effect of persuasion. L. Porcu, S. del Barrio-García, J.M. Alcántara-
Pilar and E. Crespo-Almendros (Porcu et al., 2019) analysed the influence of integrated marketing 
and IMC on sales and financial results, indicating that they lead to greater brand advantage and 
desired customer-related outcomes. The work of O.O.E. Mihaela (Mihaela, 2015) also stresses the 
consistency of the message transmitted through a mix of communication tools such as advertising, 
sales promotion, direct marketing, public relations, online communication, etc; however, it also 
elaborates on its impact on consumer buying behaviour.  

 
4. Results 
Responses and discussions with participants confirmed that millennial consumers regard 

mobile devices and technology as an integral part of their purchasing decision making.                      
A significant part of the purchasing process takes place online. It typically consists of more than 
one step andincludes online search through a search engine.  
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Most of the participants, when initially asked to recall a recent purchasing situation, would 
select one that resulted in an online purchase. The process of information search includedmostly 
electronic channels. The details of the process varied from case to case, although they had a few 
characteristics in common: 1) Consumers would start their purchasing journey on a website of a 
brand they are already familiar with and access it either directly or through a search engine; 
2) They would consider multiple options before choosing a product that best matches their 
requirements; 3) To find more options, fulltext search was the most commonly used tool to 
navigate the internet; 4) Online reviews were readto determinewhether the product is of a certain 
quality and should be considered; 5) Depending on the product, participants frequently visit a 
physical point of sale to touch and feel the product; 6) In a majority of cases, the product was 
finally purchased online, despite the visit to the bricks and mortar store; 7) To select the retailer to 
purchase from, prices were compared online, mostly by searching in Google and accessing 
specialised price comparison sites; 8) Reviews of the particular retailer were also considered before 
finalising the purchase. 

The discussion regarding the consumption and perception of television advertising revealed 
that many consumers do not watch classical television anymore. Those participants prefer using 
streaming services to access video content they desire when choosing items. Four respondents 
(1.66 %) said they avoid watching video content in the form of movies or series. However, they 
would consume other ad-hoc, usually shorter, video content online, usually on social media. 
Respondents who watch traditional television responded that they intentionally avoid 
advertisements. If they do not watch an advertisement-free television program, they either switch 
channels, leave the room, or switch the focus to another activity, usually a second device (screen), 
a conversation with their partner etc. If possible, they also like to record TV programs and watch 
them later by using the feature of fast-forwarding through the advertisements. 

It took the focus group participants some time and effort to recall a television advertisement 
they have recently seen thatstimulated them to actively search for information. In some cases, 
respondents could only recall an advertisement that did not result in any consecutive action. In the 
end, focus group facilitators were able to discuss this topic with 227 out of 241 participants 
(94.19%). The discussion was then directed towards the identification of the steps taken by 
participantsafter seeing the advertisement. In some cases, this process resulted in a product 
purchase (this could be physical goods, subscription, service such as a student bank account etc.), 
while in others, it was stopped before this final stage. In 215 out of 227 cases (94.71 %), consumers 
used online search to locate a website that contained the desired information. This could be the 
website of the advertisers (corporate website), product landing page, price and feature comparison 
site, review site, blog site etc. The research did not specifically focus on the type of search engine 
used, but based on the answersit was mostly Google, quite often mentioned as a synonym for the 
term search engine. Phrases like ‘I googled …’ or ‘By entering the keyword into google…’ were used 
to refer to a search engine. In the majority of cases (195 out of 215 or 90.70 %), searching for a term 
related to the TV spot was the first step of the process. Also, online search was not a one-off action 
that would return expected results after the first try. Consumers were searchingrepetitively, by 
adjusting the keywords to improve the results until they were satisfied with them. They used many 
different combinations and sequences of keywords which would often include specific words used 
in the TV spot. They would use multiple search sessions, with other steps in-between. The process 
can also last several hours or even days. 

Two different types of information searchesthat follow television advertising were identified: 
1) A search that ended before the actual purchase (189 out of 227 cases – 83.26 %); 2) A process 
that was completely finalised by purchasing a product (38 out of 227 cases – 16.74 %). The main 
factors identified as decisive for the final decision regarding the purchase were: a) Whether the 
need was intense enough to proceed with the purchase; 2) Product value/cost;                                    
3) Results/information found. In the first scenario, the information research was usually much 
shorter. The research was either abandoned at a very early stage after finding that the product does 
not meet the requirements, it is not interesting at all, is too pricey etc. It was also not uncommon 
for the lack of drive and other inputs to cause ceasing of the search process. In a few cases, 
however, it was also noted that the reason for not continuing was that the product or brand could 
not be found online when searching for related keywords. 

The cases that resulted in the purchase of a product usually included a more thorough 
research. On top of using online sources, offline resources were sometimes used. This was, 
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however, usually the case for more expensive products. Mobile phones or smart watches can be 
mentioned as examples. In these cases, respondents would also consult with their peers (often) or 
family members (rare) for advice and experiences either with the brand, operating system or the 
specific product. Another finding was particularly interesting: in more than half of these cases 
(22 out of 38 – 57.89 %), the product purchased was different from the one advertised.Adifferent 
brand or manufacturer was selected.  

The underlying process of responding to television advertising differed from one case to another. 
However, based on the discussions, a general process chart could be constructed reflecting the steps, 
decisions and triggers that most frequentlyoccur within the information search process that was 
initiated as a direct response to a television advertisement. The processis visualised in Fig. 1. 

 

 
 
Fig. 1. Process of active information research as a response to television advertising 

 
Consumers arebecoming more technically literate, with younger consumers being digital 

natives. This brings changes to their purchasing decision-making process. Young people use 
multiple screens to access information, they multitask, their information research is predominantly 
online, and they use search engines to access the information they look for.  

For advertisers engaged in traditional television advertising it is therefore necessary to be 
aware of the current trends in television consumption, response to advertisements, and consumer 
behaviourto reflect this shift in their communication strategies. Multiple trajectories are used by 
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attention has been captured by an advertisement, it is necessary to ensure that the brand and 
product are present and sufficiently visible in the variety of consumer touch points.  

Literature and the focus group sessions confirmed that, for a brand to be further considered, 
it is of paramount importance to be visible in search engines. Searching online is the preferred way 
of locating and accessing new information resources. Most of the consumers would use search even 
to locate a website that they know they want to access. The implications are already being widely 
discussed and partially implemented by practitioners who realised that search visibility is the 
cornerstone of an integrated communication (and marketing) strategy. The research results 
presented in this paper further confirm previous findings and extend them by providing more 
insights into the information research phase that follows the consumption of television advertising.  

It is crucial for television advertisers to include search engine marketing strategies into their 
communication campaigns. Advertised brands and products need to be visible for a large scale of 
keywords, both general ones and those directly related to messages contained in the television spot. 
Some companies already use the bridge connecting the offline and online world by advising the 
consumer to ‘search for …’ in response to the advertisement. However, advertisers need to be aware 
that the variety of keywords entered by prospective customers can be much broader than they 
initially expect. Thus, keywords that closely relate to the advertised message need to be included in 
the strategy to ensure that the landing page of the advertiser is displayed at the top of search 
results. The combination of pay per click and search engine optimisation is the best way to ensure 
required search visibility. 

Adopting this approach and putting search visibility first in any type of communication 
campaign can positively affectitsefficiency. As a result, the chance that the consumer does not 
purchase the product from the advertiser andselect a competitor brand, willbe minimised. By not 
being visible and present in search results when consumers actively search for a brand and more 
information on products advertised, companies are ‘actively steering’ these users towards their 
competitors. There is another implication of the awareness of these processes and underlying 
consumer behaviour;Apart from optimising their own campaigns, advertisers and their agencies 
can actively target keywords used in communication campaigns (including television) of their 
competitors. By optimising the search visibility for these, within ethical guidelines, they can create 
suggestions and inputs in search results offered to active searchers who will eventually stumble 
upon them. This can redirect the attention of the searching usersaway from the competitor’s 
product towards a brand theywould not previouslyconsider buying. 

This approach can be incorporated to extend the meaning and understanding of the already 
frequently used concept of IMC. The existing understanding was mostly (as indicated in the 
literature review) building on the coherence of the communication message across multiple 
channels to ensure that an integrated, unified message is pushed through all the different 
communication channels and consumer touch points with the brand. However, because of the 
documented importance and role of search visibility in this process, it can be argued that search 
and search visibility represent the cornerstone of IMC. Decisions of the users depend on the search 
results they see while collecting information from online resources. Search visibility thus stands in 
the middle of the information research process (Fig. 1). Through ensuring sufficient search 
visibility with the brand and product occupying top positions in search results for a whole variety of 
campaign-related keywords, brands ensure that they remain visible and considered through the 
whole purchasing decision-making process. Search results and search visibility thus also connect 
the offline and online components or channels of the communication campaign, making them work 
together and synchronised towards a common goal. With this approach, television advertising can 
still be effective as the initial trigger of the purchasing process. 

 
5. Conclusion 
Opportunities exist for future research in connection to the presented results. Firstly, the 

identified issues can be further confirmed and expanded by performing a quantitative research 
study with standardised set of questions addressed to millennial consumers. This can provide more 
insights on the information search process following the consumption of television advertisements. 
The questions could, for example, include details of the cross-session and cross-device search, 
depth of search results they consider while searchingfor the factors affecting the commitment and 
intensity of information search. Secondly, understanding other consumer groups is also vital to 
building up the whole concept of integrated marketing communication. Other segments of 
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consumers (e.g. different age or typology) can be questioned to provide insights regarding their 
preferences and consumption of television advertising and the follow-up actions. Thirdly, more 
respondents from other countries can be included in the research, using the same or extended 
methodology, to enable a comparison between various nations or geographical markets. Lastly, 
a follow-up empirical study could show how advertisers embrace this new situation. This study 
could investigate whether their communication campaigns are already encompassing the required 
search visibility and to what extent their campaigns, including television advertising, can be 
described as fully integrated.  
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