
JOURNAL OF INTERNATIONAL CRISIS AND RISK COMMUNICATION RESEARCH 

ISSN: 2576-0017 

2025, VOL 8, NO S12 

 

 

595 

 

Strategic Alignment Of Digital And Print Media In 
Marketing Campaigns 
 
Abhinav Kejriwal 
 
Chief of Staff to Vice Chairman at The Times of India.   

 

Abstract 

The increasing complexity of contemporary marketing environments has 
necessitated the integration of multiple communication channels to ensure 
effective audience engagement and campaign performance. This study examines 

the strategic alignment of digital and print media within marketing campaigns and 
evaluates its influence on key performance indicators such as engagement rate, 

conversion efficiency, brand recall, and customer response latency. A composite 
Media Alignment Index (MAI) was developed to quantify alignment across visual 
consistency, message coherence, temporal synchronization, content format 

compatibility, and brand identity congruence. Multivariate analytical techniques 
including Principal Component Analysis and regression modeling were employed 

to assess the relationships between alignment variables and campaign outcomes. 
The results indicate that campaigns exhibiting higher levels of digital–print 
alignment achieved significantly greater engagement, improved conversion rates, 

enhanced brand recall, and reduced response latency compared to moderately or 
poorly aligned campaigns. Furthermore, the MAI emerged as a strong predictor of 

campaign effectiveness, emphasizing the importance of synchronized cross-
channel messaging and execution. The findings underscore the strategic value of 
integrating digital and print media within a unified campaign framework to 

enhance communication efficiency, optimize audience targeting, and improve 

overall marketing performance in multi-channel environments. 

Keywords: Digital media integration, Print marketing, Media alignment, 

Campaign performance, Consumer engagement, Cross-channel communication. 

Introduction 

The evolving convergence of digital and print communication channels 

In contemporary marketing ecosystems, communication strategies are no longer confined to single-

channel dissemination or platform-specific audience engagement models. Instead, organizations 

increasingly rely on integrated communication frameworks that combine both digital and print media 

to ensure cohesive message delivery across diverse consumer touchpoints (Valos et al., 2016). Digital 

platforms provide agility, personalization, and real-time analytics, whereas print media continues to 

offer credibility, tangibility, and long-term recall value (Olayinka, 2021). The strategic alignment of 

these two media forms has therefore emerged as a critical requirement for organizations aiming to 

maintain message consistency while optimizing engagement across heterogeneous consumer segments. 

Rather than viewing print as a legacy medium or digital as a standalone solution, integrated campaigns 

recognize their complementary functional roles in shaping consumer perception and decision-making 

processes (Batra & Keller, 2016). 

The need for cross-channel coherence in campaign messaging 
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Marketing campaigns that operate simultaneously across digital and print platforms often encounter 

challenges related to fragmented messaging, inconsistent branding, and misaligned audience targeting 

strategies (Umoren et al., 2022). In the absence of structured alignment mechanisms, such campaigns 

risk diluting brand narratives and weakening consumer trust (Khaled, 2024). Cross-channel coherence 

ensures that campaign messages delivered through printed materials—such as brochures, catalogues, or 

direct mail—resonate with digital assets including social media content, email campaigns, and 

programmatic advertisements. This alignment enhances message reinforcement, improves brand 

recognition, and increases the likelihood of customer conversion. By synchronizing visual identity, 

tone, informational hierarchy, and timing of release across channels, organizations can create a unified 

consumer journey that bridges offline and online interactions (Huang & Wu, 2024). 

The role of consumer behavior in media integration strategies 

Consumer interaction with marketing content has become increasingly nonlinear, with individuals 

transitioning fluidly between physical and digital environments during the information search and 

purchase decision process (Yadav & Pavlou, 2020). For instance, printed promotional materials may 

initiate brand awareness, while digital platforms facilitate deeper exploration, comparison, and eventual 

transaction. This interconnected behavioral pathway underscores the importance of designing 

campaigns that anticipate multi-platform engagement patterns (Akinrinoye et al., 2021). Integrating 

print and digital media enables marketers to address varying consumer preferences related to 

accessibility, trust, and informational depth. Furthermore, the combined use of QR codes, augmented 

reality triggers, and personalized URLs within print media exemplifies how physical assets can be 

embedded within digital ecosystems to enhance campaign responsiveness and traceability (Vehmas et 

al., 2022). 

The impact of strategic alignment on campaign performance metrics 

The alignment of digital and print media also influences key performance indicators associated with 

campaign effectiveness, including reach, engagement rate, conversion efficiency, and return on 

investment (Ramachandran, 2023). While digital campaigns are often evaluated through metrics such 

as click-through rates and online impressions, print campaigns contribute to brand recall, emotional 

resonance, and perceived authenticity. When these channels operate in isolation, measurement 

frameworks may fail to capture their cumulative impact on consumer decision-making (Alvarez-Milán 

et al., 2018). However, strategically aligned campaigns enable integrated analytics approaches that 

account for cross-media attribution and sequential exposure effects. Such alignment facilitates more 

accurate evaluation of campaign outcomes and supports data-driven optimization of marketing 

investments over time (Lopez,  & Arjunan, 2023). 

The importance of operational coordination in integrated campaigns 

Successful implementation of aligned digital and print campaigns requires coordinated planning across 

creative, production, and distribution workflows (Navarro, 2018). Variations in production timelines, 

content formatting requirements, and dissemination channels can create logistical bottlenecks that 

hinder synchronization. Strategic planning processes must therefore incorporate standardized content 

development protocols, shared asset libraries, and collaborative scheduling frameworks to ensure timely 

and consistent deployment across media formats (Meesad & Mingkhwan, 2024). Moreover, the 

integration of campaign management systems with customer relationship platforms enables seamless 

tracking of consumer interactions originating from both print and digital touchpoints, thereby 

supporting adaptive campaign management in dynamic market environments (Oumaima & Lamari, 

2024). 

The implications for contemporary marketing strategy development 

As marketing environments become increasingly complex and consumer expectations continue to 

evolve, the integration of digital and print media represents a strategic imperative rather than a tactical 

preference (Jamal & Khan, 2024). Organizations that adopt alignment-driven campaign frameworks are 
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better positioned to leverage the strengths of each medium while mitigating their respective limitations. 

This approach not only enhances communication efficiency but also contributes to sustainable brand 

equity by fostering consistent and immersive consumer experiences. Consequently, the strategic 

alignment of digital and print media stands as a foundational component of modern marketing campaign 

design, enabling organizations to navigate the demands of multi-channel engagement with greater 

precision and effectiveness. 

Methodology 

The research design and analytical framework adopted for integrated campaign evaluation 

This study adopted a mixed-methods analytical design to examine the extent to which strategic 

alignment between digital and print media influences the effectiveness of marketing campaigns across 

multiple performance dimensions. A cross-sectional campaign-level dataset was constructed by 

selecting marketing campaigns that simultaneously deployed digital and print communication channels 

within the same execution cycle. The study design incorporated both descriptive and inferential 

statistical techniques to evaluate alignment dynamics and their relationship with consumer engagement 

outcomes. The unit of analysis consisted of campaign instances, where each instance represented a 

coordinated marketing initiative executed across at least one digital platform and one print-based 

medium over a predefined campaign duration. 

The operationalization of media alignment variables and campaign attributes 

To quantify strategic alignment between digital and print media, a composite Media Alignment Index 

(MAI) was developed using standardized indicators derived from visual consistency (VC), message 

coherence (MC), temporal synchronization (TS), content format compatibility (CFC), and brand 

identity congruence (BIC). These indicators were evaluated through content audits and coded on a five-

point Likert scale to ensure comparability across campaign instances. Additional independent variables 

included digital reach (DR), print circulation (PC), audience targeting precision (ATP), campaign 

duration (CD), and media frequency (MF). Dependent variables representing campaign performance 

were defined as engagement rate (ER), conversion efficiency (CE), brand recall score (BRS), and 

customer response latency (CRL). All variables were normalized using z-score transformation prior to 

multivariate analysis to eliminate scale disparities. 

The sampling procedure and data acquisition process 

A stratified purposive sampling approach was employed to ensure representation across diverse 

campaign types and industry segments. Campaign performance data were obtained through integrated 

analytics dashboards that captured digital interaction metrics such as click-through rate, page dwell 

time, and online conversions, alongside offline indicators including print response rate, redemption 

frequency, and recall survey outcomes. Primary data related to brand recall and message comprehension 

were collected through post-campaign consumer surveys administered using structured questionnaires. 

Secondary campaign deployment data were extracted from media planning schedules, print distribution 

logs, and digital advertising reports to capture executional parameters such as release timing, exposure 

frequency, and content consistency. 

The multivariate statistical modeling and dimensionality reduction techniques 

Principal Component Analysis (PCA) was applied to reduce dimensional complexity among alignment 

indicators and campaign attributes, enabling the identification of dominant alignment patterns across 

media channels. The extracted principal components were subsequently incorporated into a Canonical 

Correspondence Analysis (CCA) framework to examine the relationships between media alignment 

variables and campaign performance metrics. This approach facilitated the visualization of associations 

between independent variables such as MAI, ATP, MF, and dependent outcomes including ER, CE, 

and BRS in a multivariate ordination space. Hierarchical cluster analysis was also conducted to classify 

campaign instances into alignment-based performance groups using Ward’s linkage method and 

Euclidean distance measures. 
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The regression modeling for performance prediction 

To estimate the predictive influence of media alignment on campaign outcomes, multiple linear 

regression models were constructed with engagement rate and conversion efficiency as response 

variables. Independent predictors included the composite MAI score, digital reach, print circulation, 

and campaign duration. Model adequacy was assessed using variance inflation factor (VIF) diagnostics 

to detect multicollinearity among predictors, while adjusted R² values were used to evaluate explanatory 

power. Residual analysis and normality testing were performed to validate model assumptions and 

ensure statistical reliability. 

The reliability testing and data validation procedures 

Internal consistency of the Media Alignment Index and associated coding scales was evaluated using 

Cronbach’s alpha coefficient to ensure measurement reliability. Additionally, inter-rater agreement was 

assessed for content audit evaluations to minimize subjective bias in alignment scoring. Data integrity 

checks were conducted to identify and correct anomalies in campaign metrics prior to analysis. The 

overall analytical workflow integrated descriptive statistics, dimensionality reduction, cluster 

classification, and predictive modeling to systematically evaluate the impact of digital-print media 

alignment on marketing campaign performance outcomes. 

Results 

The descriptive assessment of media alignment and campaign execution variables revealed distinct 

variations across the three campaign alignment categories (Table 1). Campaigns classified under high 

alignment exhibited substantially greater Media Alignment Index (MAI) values (7.6 ± 0.6) compared 

to moderate (4.9 ± 0.7) and low alignment campaigns (2.4 ± 0.5). This increase in alignment intensity 

was accompanied by higher Digital Reach (DR) and Print Circulation (PC), indicating that strategically 

synchronized campaigns were deployed across wider audience segments with improved targeting 

precision and media frequency. Notably, Audience Targeting Precision (ATP) and Media Frequency 

(MF) also increased proportionally with alignment levels, suggesting that campaign execution 

efficiency is closely linked with cross-channel synchronization of messaging and timing. 

Table 1. Descriptive statistics of media alignment and campaign execution variables 

Campaign 

Alignment 

Category 

MAI (Mean ± 

SD) 

DR (in 

thousands) 

PC (in 

thousands) 

ATP Score MF (per 

week) 

Low 

Alignment 

2.4 ± 0.5 38.2 22.6 2.1 3 

Moderate 

Alignment 

4.9 ± 0.7 61.5 34.8 3.4 5 

High 

Alignment 

7.6 ± 0.6 84.3 46.2 4.2 7 

 

Performance evaluation across campaign alignment categories demonstrated significant improvements 

in engagement and consumer response outcomes with increasing alignment levels (Table 2). High 

alignment campaigns recorded the highest Engagement Rate (6.9%) and Conversion Efficiency (3.8%), 

alongside elevated Brand Recall Scores (74.2), whereas low alignment campaigns showed 

comparatively lower engagement (2.8%) and recall (41.5). Additionally, Customer Response Latency 

(CRL) declined markedly from 18.6 hours in low alignment campaigns to 6.7 hours in highly aligned 

campaigns, indicating faster consumer interaction cycles when print and digital media were strategically 

integrated. 

Table 2. Campaign performance metrics across alignment categories 
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Campaign 

Alignment 

Category 

Engagement Rate 

(%) 

Conversion 

Efficiency (%) 

Brand Recall 

Score 

CRL (Hours) 

Low Alignment 2.8 1.2 41.5 18.6 

Moderate 

Alignment 

4.6 2.3 58.9 12.4 

High Alignment 6.9 3.8 74.2 6.7 

 

Dimensionality reduction using Principal Component Analysis further highlighted the relative 

contributions of individual alignment indicators to overall campaign synchronization (Table 3). Visual 

Consistency (0.81) and Brand Identity Congruence (0.83) emerged as dominant contributors to the first 

principal component, reflecting the importance of unified visual identity and brand messaging across 

print and digital platforms. Message Coherence and Temporal Synchronization also demonstrated 

substantial loading values, indicating that coordinated content delivery plays a vital role in enhancing 

integrated campaign effectiveness. 

Table 3. Principal component loading of alignment indicators 

Alignment Indicator PC1 Loading PC2 Loading 

Visual Consistency (VC) 0.81 0.22 

Message Coherence (MC) 0.78 0.35 

Temporal Synchronization 0.74 0.41 

Content Format Compatibility 0.69 0.52 

Brand Identity Congruence 0.83 0.19 

 

Regression modeling revealed that Media Alignment Index (MAI) exerted the strongest predictive 

influence on both Engagement Rate (β = 0.64) and Conversion Efficiency (β = 0.59), followed by 

Audience Targeting Precision and Digital Reach (Table 4). Print Circulation and Campaign Duration 

showed comparatively moderate but significant contributions, suggesting that the combined 

deployment of physical and digital communication channels enhances campaign responsiveness 

through complementary exposure pathways. 

Table 4. Regression model summary for campaign performance prediction 

Predictor Variable ER (β) CE (β) 

Media Alignment Index (MAI) 0.64 0.59 

Digital Reach (DR) 0.42 0.37 

Print Circulation (PC) 0.31 0.28 

Campaign Duration (CD) 0.19 0.22 

Audience Targeting Precision 0.47 0.51 

 

The combined influence of media alignment levels on campaign performance indicators is visually 

represented in Figure 1, where Engagement Rate and Conversion Efficiency increase consistently 

across low to high alignment categories. Furthermore, the XY scatter plot in Figure 2 demonstrates a 

strong positive linear relationship between Media Alignment Index and Engagement Rate, indicating 

that campaigns with higher levels of strategic alignment between digital and print media tend to achieve 

greater consumer engagement outcomes. 
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Figure 1. Combined influence of media alignment levels on Engagement Rate and Conversion 

Efficiency using a colourful combo chart 

 

Figure 2. Positive linear association between Media Alignment Index (MAI) and Engagement 

Rate 

Discussion 

The influence of media alignment on integrated campaign responsiveness 
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The results of this study demonstrate a consistent and positive relationship between strategic alignment 

of digital and print media and overall campaign responsiveness. As indicated in Table 2 and visually 

reinforced in Figure 1, campaigns with higher levels of alignment exhibited significantly greater 

Engagement Rates and Conversion Efficiency compared to those with moderate or low alignment. This 

suggests that synchronized messaging across both digital and print platforms enhances the likelihood 

of consumer interaction by reinforcing brand narratives through multiple complementary channels 

(Mulhern, 2013). When campaign elements such as visual design, message framing, and release timing 

are consistently maintained across media formats, consumers are more likely to recognize, trust, and 

respond to promotional content (Gao et al., 2020). The reduced Customer Response Latency observed 

in highly aligned campaigns further supports the notion that cross-channel coherence accelerates the 

decision-making process by minimizing informational ambiguity. 

The contribution of executional variables to campaign effectiveness 

In addition to alignment indicators, executional variables such as Digital Reach, Print Circulation, and 

Audience Targeting Precision also contributed to campaign performance outcomes, as shown in Table 

4. While digital reach facilitates immediate exposure and interactive engagement, print circulation 

reinforces credibility and long-term recall through tangible presence. The moderate regression 

coefficients associated with these variables indicate that the effectiveness of integrated campaigns is 

not solely dependent on alignment but also influenced by the breadth and precision of audience exposure 

(Davis et al., 2013). The higher Audience Targeting Precision scores recorded in moderate and high 

alignment campaigns (Table 1) imply that coordinated planning processes enable marketers to tailor 

communication strategies to specific consumer segments across both physical and digital environments. 

This multidimensional targeting approach likely enhances message relevance and improves conversion 

pathways by addressing varying consumer preferences for content accessibility and format (Upadhyay 

et al., 2024). 

The role of visual and temporal synchronization in performance optimization 

Principal Component Analysis results presented in Table 3 highlight the significance of Visual 

Consistency and Brand Identity Congruence as dominant contributors to alignment effectiveness. These 

findings suggest that maintaining a unified visual identity across print and digital materials strengthens 

brand recognition and reduces perceptual fragmentation among consumers navigating multiple 

communication channels (Balogun et al., 2022). Message Coherence and Temporal Synchronization 

also emerged as influential alignment indicators, indicating that the sequencing and timing of campaign 

deployment are critical for optimizing exposure frequency and reinforcement effects. The coordinated 

release of print advertisements alongside digital promotions may create a cumulative impact on 

consumer awareness by ensuring that offline impressions are immediately supported by accessible 

online content for further exploration or transaction (Dinner et al., 2014). 

The implications of alignment for consumer recall and engagement patterns 

The marked improvement in Brand Recall Scores among highly aligned campaigns (Table 2) 

underscores the importance of integrated communication strategies in enhancing cognitive retention of 

marketing messages. Consumers exposed to consistent brand narratives across both print and digital 

touchpoints are more likely to internalize promotional content and associate it with specific product or 

service attributes (Hallikainen et al., 2019). This enhanced recall may contribute to the observed 

increase in Engagement Rate with rising Media Alignment Index values (Shestyuk et al., 2019), as 

illustrated in Figure 2. The strong positive association between MAI and engagement outcomes 

indicates that alignment-driven campaigns are capable of generating sustained consumer interest by 

providing a seamless informational journey across offline and online environments. 

The strategic relevance of alignment-driven campaign frameworks 

Taken together, the findings of this study suggest that the strategic alignment of digital and print media 

should be considered a foundational component of contemporary marketing campaign design. Rather 
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than treating these communication channels as independent promotional tools, organizations may 

benefit from integrating them within a unified planning and execution framework that accounts for both 

executional and behavioral variables (Valos et al., 2016; Vernuccio et al., 2022). The regression 

outcomes in Table 4 demonstrate that Media Alignment Index remains the most influential predictor of 

campaign performance, thereby reinforcing the value of alignment-centric campaign architectures in 

optimizing marketing investments. As marketing environments become increasingly complex and 

consumer engagement pathways more fragmented, alignment-driven strategies offer a systematic 

approach for enhancing communication efficiency and improving campaign-level outcomes across 

diverse audience segments. 

Conclusion 

The findings of this study highlight the critical role of strategic alignment between digital and print 

media in enhancing the effectiveness of marketing campaigns across key performance dimensions. 

Campaigns characterized by higher levels of media alignment demonstrated significantly improved 

engagement rates, conversion efficiency, and brand recall, along with reduced customer response 

latency, indicating faster and more meaningful consumer interaction. The combined influence of 

alignment indicators such as visual consistency, message coherence, and temporal synchronization 

underscores the importance of maintaining cross-channel coherence throughout campaign execution. 

Moreover, the predictive strength of the Media Alignment Index in determining campaign outcomes 

suggests that integrated planning frameworks that synchronize digital and print communication 

channels can substantially optimize marketing performance. Consequently, the strategic integration of 

these media formats represents a vital component of contemporary campaign design, enabling 

organizations to leverage complementary channel strengths to achieve sustained consumer engagement 

and improved return on marketing investment. 

References 

1. Akinrinoye, O. V., Otokiti, B. O., Onifade, A. Y., Umezurike, S. A., Kufile, O. T., & Ejike, O. G. 

(2021). Targeted demand generation for multi-channel campaigns: Lessons from Africa’s digital 

product landscape. International Journal of Scientific Research in Computer Science, Engineering 

and Information Technology, 7(5), 179-205. 

2. Alvarez-Milán, A., Felix, R., Rauschnabel, P. A., & Hinsch, C. (2018). Strategic customer 

engagement marketing: A decision making framework. Journal of Business Research, 92, 61-70. 

3. Balogun, O., Abass, O. S., & Didi, P. U. (2022). A cross-market strategy framework for brand 

architecture in legacy FMCG portfolios. International Scientific Refereed Research Journal, 5(3), 

186-204. 

4. Batra, R., & Keller, K. L. (2016). Integrating marketing communications: New findings, new 

lessons, and new ideas. Journal of marketing, 80(6), 122-145. 

5. Davis, K. C., Nonnemaker, J., Duke, J., & Farrelly, M. C. (2013). Perceived effectiveness of 

cessation advertisements: the importance of audience reactions and practical implications for 

media campaign planning. Health communication, 28(5), 461-472. 

6. Dinner, I. M., Heerde Van, H. J., & Neslin, S. A. (2014). Driving online and offline sales: The 

cross-channel effects of traditional, online display, and paid search advertising. Journal of 

marketing research, 51(5), 527-545. 

7. Gao, Y., Wu, L., Shin, J., & Mattila, A. S. (2020). Visual design, message content, and benefit 

type: the case of a cause-related marketing campaign. Journal of Hospitality & Tourism 

Research, 44(5), 761-779. 

8. Hallikainen, H., Alamäki, A., & Laukkanen, T. (2019). Individual preferences of digital 

touchpoints: A latent class analysis. Journal of Retailing and Consumer Services, 50, 386-393. 

9. Huang, C., & Wu, Y. (2024). Research on the integration of online and offline channels in 

marketing. Highlights in Business, Economics and Management, 37, 455-462. 

10. Jamal, Z., & Khan, I. (2024). The role of advertising in global integrated marketing 

communications. Journal of Policy Options, 7(3), 47-53. 



Strategic Alignment Of Digital And Print Media In Marketing Campaigns 

 

603 

 

11. Khaled, W. (2024). Securing brand trust and reputation in an era of political polarisation and AI-

driven disinformation. Journal of Brand Strategy, 13(1), 6-14. 

12. Lopez, S., & Arjunan, G. (2023). Optimizing marketing ROI with predictive analytics: Harnessing 

big data and AI for data-driven decision making. Journal of Artificial Intelligence Research, 3(2), 

9-36. 

13. Meesad, P., & Mingkhwan, A. (2024). Emerging technologies in smart digital libraries. Libraries 

in Transformation: Navigating to AI-Powered Libraries, 211-270. 

14. Mulhern, F. (2013). Integrated marketing communications: From media channels to digital 

connectivity. In The evolution of integrated marketing communications (pp. 11-27). Routledge. 

15. Navarro, L. F. M. (2018). Comparative Analysis of Content Production Models and the Balance 

Between Efficiency, Quality, and Brand Consistency in High-Volume Digital 

Campaigns. Journal of Empirical Social Science Studies, 2(6), 1-26. 

16. Olayinka, O. H. (2021). Big data integration and real-time analytics for enhancing operational 

efficiency and market responsiveness. Int J Sci Res Arch, 4(1), 280-96. 

17. Oumaima, J., & Lamari, S. (2024). Customer experience in the digital transformation era: 

Insights on personalization, digital marketing, and customer relationship 

management. International Journal of Economics, Management and Finance (IJEMF), 3(2), 52-

69. 

18. Ramachandran, K. K. (2023). Evaluating ROI in digital marketing campaigns: metrics, 

measurement, and insights. International Journal of Management (IJM), 14(7), 190-204. 

19. Shestyuk, A. Y., Kasinathan, K., Karapoondinott, V., Knight, R. T., & Gurumoorthy, R. (2019). 

Individual EEG measures of attention, memory, and motivation predict population level TV 

viewership and Twitter engagement. PloS one, 14(3), e0214507. 

20. Umoren, O., Didi, P. U., Balogun, O., Abass, O. S., & Akinrinoye, O. V. (2022). Synchronized 

content delivery framework for consistent cross-platform brand messaging in regulated and 

consumer-focused sectors. International Scientific Refereed Research Journal, 5(5), 345-354. 

21. Upadhyay, U., Kumar, A., Sharma, G., Sharma, S., Arya, V., Panigrahi, P. K., & Gupta, B. B. 

(2024). A systematic data-driven approach for targeted marketing in enterprise information 

system. Enterprise Information Systems, 18(8), 2356770. 

22. Valos, M. J., Haji Habibi, F., Casidy, R., Driesener, C. B., & Maplestone, V. L. (2016). Exploring 

the integration of social media within integrated marketing communication frameworks: 

Perspectives of services marketers. Marketing intelligence & planning, 34(1), 19-40. 

23. Vehmas, K., Georgoulas, S., Krco, S., Hakola, L., Abad, I. L., Gligoric, N., & Polenz, I. (2022). A 

smart tags driven service platform for enabling ecosystems of connected objects. In Cognitive 

Hyperconnected Digital Transformation (pp. 283-308). River Publishers. 

24. Vernuccio, M., Cesareo, L., Pastore, A., & Kitchen, P. J. (2022). Managerial and organizational 

perspectives on online–offline integration within integrated marketing communication: toward a 

holistic conceptual framework. International Journal of Advertising, 41(3), 519-540. 

25. Yadav, M. S., & Pavlou, P. A. (2020). Technology-enabled interactions in digital environments: 

A conceptual foundation for current and future research. Journal of the Academy of Marketing 

Science, 48(1), 132-136. 

 


