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Companies use different marketing communication activities in order to communicate with their environment. Their decisions to use a specific activity are often the result of past experiences, habits or certain influences. Measurements related to the efficiency of their communication method, as well as the analysis concerning the effect of using a specific kind of marketing communication activity on different business success determinants are usually neglected. In this article, authors provide an analysis of a correlation between the use of a specific marketing communication activity and 13 different business success variables. Based on the research, it could be concluded that the net business result for the accounting period can be influenced by using printed advertisements in newspapers, radio commercials, press conferences, newsletters and sponsorship. Net return on assets showed a positive correlation with printed advertisements in newspapers and press conferences. Printed advertisements in newspapers and radio commercials have proved to influence net sales and, last but not least, authors discovered that the return on equity can be influenced by organizing press conferences and, by using leaflets, companies can expect to raise the net sales growth index.
1. INTRODUCTION
Although there have been many researches conducted in the field of the relationship between marketing communication and business success, none of them focused on the relationship between using a specific marketing communication activity and business success variables. Some authors analyse the effects on sales (Assmus et al., 1984; Tellis and Weiss, 1995; MacInnis et al., 2002; Kapil and Shoemaker, 2004); some analyse the effects on customer satisfaction (Kenneth, 2000; Jap, 2001; Bendall-Lyon and Powers, 2003; Homburg and Stock, 2004; Lewis, 2004). There have been many authors who analyse the effectiveness of a certain marketing activity (Hart, 1992; Horsky, 1996; Srivasan and Anderson, 1998; Xueming and Naveen, 2001; Kim, 2003; Fitzgerald, 2004). 
In this research, field authors found several papers analysing the relationship between specific marketing communication activities and variables of business success. Several papers analyze the correlation between sales promotion and sales (Srinivasan, 1998; Biyalogorsky and Naik, 2003; Kapil and Shoemaker, 2004); advertising and sales (Jagpal, 1981; Tellis and Weiss, 1995; Luo and Donthu, 2001; MacInnis et al., 2002); and personal selling and sales (Frankwick et al., 2001; Dong-Gil Ko and Dennis, 2004; Homburg and Stock, 2004). Some papers were focused on analysing the correlation between marketing communications and profit or profitability (Srinivasan, 1998; Kenneth et al., 2000; Byung-Do et al., 2001; Reid et al., 2001; Reid, 2003). Boulding et al. (1994), Frankwick et al. (2001), Bendall-Lyon and Powers (2003), Lewis (2004) and Sunil et al. (2004) analysed the relationship between marketing communications and customer retention, customer loyalty and satisfaction. Last but not least, Hocevar and Mumel (2006) analyzed the correlation between the number of marketing communication activities that a company uses and its business success.
In this paper, the authors would like to provide a presentation of the research »Correlation between marketing communication activities and the business success of a company« that was conducted in Slovenia. The authors analyzed the correlation between the frequency of using a specific marketing communication activity and business success determinants. The purpose of this research was to determine whether a strong correlation between a specific marketing communication activity or tool (further on in this paper the term ‘marketing communication activity’ will refer both to marketing communication activity, as well as marketing communication tool) and certain business success variables could be found. Figure 1 presents all the analyzed variables; the focus of the presented research was the relationship between these two groups of variables.
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Figure 1. Review of significant correlations between business success variables and the frequency of using a specific marketing communication activity

With these findings, the authors could advise which marketing communication activity a company should use in order to improve the level of a specific business success variable. 

2. RESULTS OF THE EMPRICAL RESEARCH
There were two specific objectives of the research: (a) to define the marketing communication activity (measured with the frequency of usage) that shows the strongest correlation concerning the general business success of a company and (b) to analyze the correlation between the frequency of using a specific marketing communication activity and specific business success variables (e.g. net sales, net profit margin, net return on assets, return on equity…). First, the authors had to define the variables related to the general business success of a company and collect the data concerning business success; the next step was to find out which marketing communication activities are used by a company and how the company uses them. The data was obtained in two ways: by telephone interviews and through the web portal. Telephone interviews were made to small business managers. The population of the companies analyzed consisted of those which:
· were registered in Slovenia,

· offered services under 80.422 NACE classification,

· were registered for language teaching, 

· had more than one and less than 50 employees, and

· were registered as a limited liability company (ltd.). 

There are 44 companies in Slovenia matching these criteria; data was obtained from 37 of them. Financial data of those companies were obtained through the web portal GVIN Slovenian business intelligence (www.gvin.com).

2.1. Defining the business success
According to the basic theory, a company is successful when it achieves its goals. Consequently, there have been many attempts to set clearer criteria for measuring business success. In the research, the authors used both subjective and objective data: some of them were financial and some non-financial. The general business success of a company was defined as Konic (2003) suggested, referring to the following 13 variables: net profit margin, net return on assets, return on equity, net profit/loss per employee, net business result for the accounting period, net sales, net sales growth index, achieved profit vs. planned one, achieved net return on investment vs. planned one, achieved net sales vs. planned one, achieved market share vs. planned one, employee loyalty vs. planned one and customer loyalty. The general business success of a company was calculated as the sum of standardized values of all the 13 mentioned business success variables.

2.2. Marketing communication activities
Marketing communication activities are all the activities that a company uses in order to communicate with its various public (customers, suppliers, employees, government...). In the research, the authors asked managers if they use the marketing communication activities listed in Figure 1. 
Managers used a 7 point scale measure to evaluate how often they use some specific marketing activity from 0-we don't use this activity, 1-once a year, 2-twice a year, 3-every 3 months, 4-every 2 months, 5-every month to 6-every week. These values were then transformed into a new variable which measures the frequency of using a certain marketing communication activity during one school year (10 months).  The authors would like to point out the nature of the language teaching business in Slovenia. The majority of services are delivered during the10 month school season which is divided in two semesters; the first semester lasts from October to February and the second from March to July.  This is also reflected in their marketing communication activities. The highlights of marketing activities are at the beginning of each semester in September and February. When the frequency of using a certain marketing communication activity was calculated, this fact was taken into account. One school year is considered to have 10 months, 2 semesters or 40 weeks.

2.3. Identification of the most influential marketing communication 
       activity in relation to general business success
In the first step, the authors wanted to find out which marketing communication activity is the most efficient regarding the improvement of the general business success of a company. The correlation between the frequency of using a specific marketing communication activity and general business success was conducted. The results are shown in Table 1. The authors found out that the marketing communication activity that correlates the most with the business success of a company is price reduction (r=-0,41, p=0,01), followed by contests (r=-0,36, p=0,05)  and printed advertisements in newspapers (r=0,37, p=0,05). 
Furthermore, it could be said that there is a negative correlation between the general business success of a company and the frequency of using price reductions and contests as a sales promotion tool. The analysis showed that the companies which tend to use price reduction and contests have lower business success than those who do not. For both price reductions as well as contests, it could be confirmed that the more often the companies perform given activities, the lower their business success.
Table 1: A correlation between the frequency of using a specific marketing communication activity and the general business success of a company

	FREQUENCY OF USING A MARKETING COMMUNICATION ACTIVITY
	GENERAL BUSINESS SUCCESS

	
	Pearson Correlation
	Sig. (2-tailed)

	Price reduction 
	-0,41**
	0,01

	Printed advertisements in newspapers 
	0,37*
	0,02

	Contests 
	-0,36*
	0,03


**Correlation is significant at the 0,01 level (2-tailed) 
*Correlation is significant at the 0,05 level (2-tailed)

On the basis of these results, the authors recommend that the companies involved in the research focus their marketing communication activities on advertising in newspapers, and neglect price reductions and contests when forming a marketing communication mix in order to improve their general business success. In the next step of the research, the correlations between the frequency of using marketing communication activities and all 13 variables of business success were conducted.
2.4. Correlation between marketing communication activities and 
  business success variables
The purpose of this analysis was to deepen the knowledge on the connection between marketing communication activities and the business success of a company.  Marketing communication activities that demonstrated significant correlations with at least one variable of business success are shown in Table 2. All significant correlations between marketing communication activities and business success variables can be seen in Figure 2. 
From Table 2, it could be observed that some marketing communication activities have a different number of significant correlations with variables of business success. Further, it could be concluded that printed newspaper advertisements and press conferences demonstrated a significant correlation with the maximum number of business success variables (with four); radio commercials, price reductions, direct e-mail and contests correlate with three business success variables; newsletters with two; and leaflets, direct mail and sponsorship correlate with one variable (net sales growth index).
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Figure 2: Review of significant correlations between business success variables and the frequency of using a specific marketing communication activity

The first three highest correlation coefficients between the frequency of using a specific marketing communication activity and business success variables are the correlations between printed newspaper advertisements and net business result for the accounting period (r=0,85, p=0,01), net sales (r=0,62, p=0,01), as well as the customer loyalty (r=-0,62).
Table 2: Table of significant correlation coefficients between marketing communication activities and a variable of business success
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Based on this result, the authors strongly recommend managers to encourage the use of the following marketing communication activities: (a) printed advertisements in newspapers, (b) radio commercials, (c) press conferences and (d) newsletters. The results of analyzing the correlations between the frequencies of using a specific marketing communication activity are shown in Table 3, where the authors presented their recommendations as to which marketing communication a company should use in order to improve specific business success variables. The authors also stated which communication activities the company should not use in order to improve certain business success variables. The correlation coefficients with these activities and business success variables were negative.
Table 3: Review of which marketing communication activity a company should use to raise a business success variable
	BUSINESS SUCCESS VARIABLE
	MARKETING COMMUNICATION ACTIVITY

	
	USED to improve business success variable
	NOT USED to improve business success variable

	Net business result for accounting period
	printed advertisements in newspapers; radio commercials; press conferences; newsletters; sponsorship
	

	Net return on assets
	printed advertisements in newspapers; press conferences
	direct e-mail



	Net sales
	printed advertisements in newspapers; radio commercials
	

	Return on equity
	press conferences
	

	Net sales growth index
	leaflets
	

	Net profit margin
	
	price reduction; direct e-mail; direct mail

	Achieved net return on investment vs. planned one
	
	price reduction; contest

	Achieved profit vs. planned one
	
	contest

	Achieved market share vs. planned one
	
	contest

	Net profit/loss per employee
	
	direct e-mail


On the basis of the research results, the authors could conclude that the following marketing communication activities show no significant correlation with business success variables: (a) press releases, (b) events, (c) internet pages, (d) pamphlets, (e) business databases (Kompass), (f) internet banners, (g) postponed payments, (h) donations, (i) trade shows, (j) personal presentations and (k) TV commercials.
7. CONCLUSION
In this paper, the authors wanted to demonstrate one of the possible approaches in analyzing a connection between marketing communication and the business success of a company. The goal was to define the marketing communication activity that demonstrates the strongest correlation with general business success. Within the research, the authors discovered that price reduction as a marketing activity shows the strongest (r=-0,41), though a negative correlation with general business success. This can be interpreted that the more price reductions the company delivers, the lower its general business success. The same can be said for contests. The correlation coefficient in this case is r=-0,36. The strongest positive correlation (r=0,37) is between the frequency of using printed newspaper advertisements and general business success. The more often a company advertises in newspapers, the better the general business success it has. 
Furthermore, the authors can conclude that the net business result for the accounting period can be influenced by using printed newspaper advertisements, radio commercials, press conferences, newsletters and sponsorships. The net return on assets showed a positive correlation with printed newspaper advertisements and press conferences. Printed advertisements and radio commercials have proved to influence net sales and, last but not least, the return on equity can be influenced by organizing press conferences and companies can expect to raise the net sales growth index by using leaflets. Based on these findings, the authors would recommend managers to encourage the use of printed newspaper advertisements, radio commercials, press conferences and newsletters due to the fact that among all the marketing communication activities used in the research, these are the activities with the strongest correlation to the business success of a company. This research gave a lot of useful information on how business success is reflecting the use of a specific marketing communication activity. The results and their possible interpretations represent a further challenge concerning the research dealing with the relation between marketing communication activities and the business success of a company in a way that has not been done before. 
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MOŽE LI PODUZEĆE POVEĆATI POSLOVNI USPJEH 
KORIŠTENJEM ODREĐENIH MARKETINŠKIH 
KOMUNIKACIJSKIH AKTIVNOSTI?

Sažetak

Poduzeća koriste različite marketinške komunikacijske aktivnosti kako bi komunicirala sa svojom okolinom. Njihove odluke da koriste određenu aktivnost obično su rezultat prošlih iskustava, navika ili nekih drugih utjecaja. Mjerenja povezana uz efikasnost njihovih komunikacijskih metoda, kao i analize efekata korištenja specifičnih marketinških komunikacijskih aktivnosti na različite odrednice poslovnog uspjeha obično se zanemaruju. U ovom radu, autori analiziraju korelacije između korištenja specifičnih marketinških komunikacijskih aktivnosti i 13 različitih varijabli poslovnog uspjeha. Na temelju istraživanja može se zaključiti da se na neto poslovni rezultat za računovodstveni period može utjecati korištenjem oglasa u novinama, radio-reklamama, tiskovnim konferencijama, brošurama i sponzorstvima. Neto povrat na imovinu je pokazao pozitivnu korelaciju s oglasima u novinama i tiskovnim konferencijama. Oglasi u novinama i radio-reklame utječu na neto prodaju, te su autori također otkrili da se na povrat na dionički kapital može utjecati organiziranjem tiskovnih konferencija, dok se korištenjem brošura može očekivati porast indeksa rasta neto prodaje. 
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				printed advertisements in newspapers		Pearson Correlation		0,85**		-0,62**		0,33*		0.28		0,62**		0.05		-0.27		0.29		-0.08		0.27		0.2		0.16
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						Sig. (2-tailed)		0.33		0.8		0.12		0		1		0.03		0.03		0.74		0.73		0.66		0.04		0.61

				direct e-mail.		Pearson Correlation		-0.17		0.24		-0,34*		-0,49**		-0.04		0.17		-0.14		0.18		0.28		-0.29		-0,32*		-0.23

						Sig. (2-tailed)		0.31		0.15		0.04		0		0.83		0.32		0.42		0.29		0.09		0.08		0.05		0.18

				contests		Pearson Correlation		-0.03		0		-0.1		-0.04		-0.12		-0,49**		0.01		-0,56**		-0,57**		-0.11		-0.1		0.18

						Sig. (2-tailed)		0.85		0.98		0.57		0.82		0.48		0		0.96		0		0		0.53		0.57		0.31

				newsletters		Pearson Correlation		0,40**		-0.19		0.13		0.14		0.29		0.06		-0,33*		0.2		0.03		0.12		0.09		0.04

						Sig. (2-tailed)		0.01		0.27		0.45		0.42		0.08		0.73		0.05		0.23		0.84		0.48		0.59		0.83

				sponsorship		Pearson Correlation		0,37*		-0.29		0.21		-0.06		0.2		0		-0.08		0.02		-0.2		0.2		0.01		0.09

						Sig. (2-tailed)		0.02		0.08		0.21		0.71		0.24		0.98		0.62		0.89		0.24		0.24		0.93		0.6

				leaflets		Pearson Correlation		-0.04		0.11		-0.06		-0.15		0.15		-0.07		0.06		0.15		0.02		0		-0.15		0,44**

						Sig. (2-tailed)		0.83		0.54		0.72		0.39		0.36		0.66		0.74		0.39		0.88		0.98		0.38		0.01

				direct mail		Pearson Correlation		-0.12		0.22		-0.26		-0,49**		-0.07		-0.03		-0.11		0.11		0.22		-0.23		-0.31		0.29

						Sig. (2-tailed)		0.5		0.2		0.12		0		0.66		0.84		0.5		0.52		0.19		0.18		0.06		0.09
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