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This article proposed and tested
the synergistic value of the
relational-transactional data
continuum for developing interactive integrated marketing
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developing individualized
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data more greatly impacted
customer loyalty.
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This article investigates the
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This study examines the effects
of web advertising and product
publicity and similar versus
varied web product publicity
and advertising messages on
audiences’ responses. The
results suggest that perceptions
of trust toward the marketing
communication forms are the
most influential factors when
integrating product publicity and
advertising.
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effects were more evident in
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can boost the recall effect of an
advertising campaign.
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