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Marketing communications is very significant and important in this
era. Communication media is not able to stand on its own, therefore
the purpose of this e-book is to focus on Integrated Marketing
Communications (IMC). It is a combination of advertising, selling
promotion, personal selling, public relations, direct marketing and
digital marketing. In order to save marketing cost, guerilla marketing
that focuses on creative content is use to attract customer’s emotion.
The integration is driven by current situation of social distance,
technological advancement, competitive pressures and the growth of e
commerce. This phenomenon of integration in marketing is boundless
globally to achieve the customer’s awareness and brand loyalty.
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Market, needs, wants and 
demand, offerings, value and 

satisfaction, exchange, 
transaction and relationship 

(Oxfard 2013)

Business environment 
with market, needs, 
wants and demand
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Platform in within 
the business industry

Marketing is
value creation. 

The concept 
for products 
and services. 

Complete human's 
need and wants
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Power to influence the 
consumers that charm the 
consumers through action

Consumer behavior 
demonstration of 

“searching, purchasing, 
using, evaluating and 

disposing of product and 
services that are expected 
to satisfy human needs” 

(Kotler 2000; Schiffman & 
Kanuk 2010).

The end result of 
marketing is sales that 
will give profit to the 

company.
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Culture impacts how 
consumer behaves 

through their attitude by 
the influence of family 
members and society. 

Culture influence purchase 
intention, which found that 
ethical consumers possess 
ethical mind (Carrington, 
Neville & Whitwell 2010), Consumer purchase 

organic food due to 
concern of their health 

and environment , 
religiosity influence 

Muslim consumer 
preferences for Halal 

product
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Consumers are end users 
of product and services, 

who display dynamic 
behavior in consumption 

process. 
The factor that influences 
consumers purchase are 
cultural, social, personal, 
and psychological (Kotler 

2000). Culture is the main factor 
that influence the 

consumers' attitudes, 
behaviors and lifestyles, 
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promotion
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Integrate the promotion mix to 
deliver clear, consistent and 

exciting message on all 
communication channel 

(Koltler and Armstrong 2015)

Communication objective is 
to inform, remind and 

persuade
Commercial content 

create by the 
company that 

combine promotion 
mix
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AdvertisingSales 
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selling

Public 
relation

Direct 
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IMC is important to boost 
the effectiveness of brand 

and to build maximum 
impact amongst target 

audiences (Nankali et al., 
2020). IMC is link to brand belief, 

brand reputation, brand 
love, brand loyalty, brand 

likeability, brand 
satisfaction and re-

purchase intention (Nankali 
et al., 2020)

The aim is to send the 
correct message to 
potential customer.
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Advertising is communicating 
activity created by a company to 

increase its brand value 
proposition. This method uses 

paid media to inform, persuade, 
and remind consumers

Advertising is usually used 
mostly by business firms that 
require a huge amount of cost 

and budget

Advertising aim for specific 
communication task that design 
for specific target audience in a 

plan time frame.

It is a form of paid and nonpersonal
presentation and 

promotion of ideas, goods, 
or services by an 

identified sponsor.
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Billboard is one form of advertising that will 
communicate with the customer in specific 

geographical area. Specifically  at the business 
location that it operate. 

This will increase consumer awareness about the 
brand that lead to brand loyalty

Billboard require a license from local authority

Bubble bee is a local ice cream 
and yogurt drink with beehive

by Shuib Sepahtu
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Sales promotion is a short-term 
incentives to encourage the 

customer to purchase a product 
or a service.

Business promotions are used to 
generate business leads, 

stimulate purchases, reward 
customers, and motivate 

salespeople

Objectives of sales promotions 
for business is to encourage 

retailers to carry new items and 
more inventory and promote the 

company’s products

This method of promotions try to 
push for short-term customer 

buying or boost customer− brand 
engagement.
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Bubble bee is offering a promotion buy 3 free 1. This 
is to encourage the customer to buy more cup of the 

delicious drink and boost the sale. 
It is a short-term incentive that  boost customer− 
brand engagement that will lead to brand loyalty.
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Personal selling is the interpersonal 
arm of the promotion mix.

The activities involve: prospecting, 
communicating, selling, servicing, 

information gathering, and 
relationship building.

Sales force creates and communicates
customer value by personally 

engaging
customers and building 

customer
relationships

Personal presentations by the firm’s
sales force for the purpose of 

engaging
customers, making sales, 

and building
customer relationships.
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Bubble bee engaging personal selling techniques 
for customer to order the menu.

That offer better advantage, where the sales 
person can great the customer. The environment 

create  a personal touch that make customer 
feel more appreciated

Shuib personally serve the customer in 
the café that make the customer feel 

special. Lead to long term 
relationship with customer 

and build brand loyalty. 
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Public Relation

Donation

Product 
and brand 
publicity

Lobbying

Press 
relations

Public 
affairs

Investor 
relations
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Companies use PR to build good 
relations with consumers, 

investors, the media, and their 
communities.

PR is often used to build support 
for newsworthy company events 

and actions

Public relations consists of 
activities designed to engage 

and build good relations with the 
company’s various publics

Public relations is used to promote 
products, people, places, ideas, 
activities, organizations, and 

even nations. 
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Bubble bee organize a program known as Bee Prihatin 
as one of the donation activities to engage and builld 

good relationship with the community. This program is 
conducted during covid 19 pandemic. 

The company show it concern toward the community 
that may be impacted due to the pandemic. This 

program will enrich their brand among customer.
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The rapid use of internet makes 
direct marketing more efficient.

DM tailor their offers and content 
to the needs and interests of 

narrowly defined segments. That 
build customer engagement, 
brand community, and sales

Direct marketing is targeted 
to

individual consumers and 
customer

communities to both obtain 
an immediate response and 

build lasting customer 
relationships. Direct marketers is a form of catalog, 

direct mailers, and telemarketers that
gathered customer names 
and sold goods mainly by 

mail and telephone. 
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Bubble bee engage direct marketing by providing 
information to the customer about the product 

either online or off line. That create the customer 
awareness and attract them personally though 

mail or social media page. This is to increase the 
customer engagement and generate sales

Bubble bee provide product 
information about menu and 

operation hour. 
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Digital technologies link to usage 
of smartphones, tablets, 

and digital devices to 
online social and mobile 

media

The power of social media is it 
multiple the company promotion 
as people share the information

Opportunity of the company 
to serve the large market in 

the whole world

Digital marketing specifically targeted
to individual consumers and 

customer
communities to both obtain an 

immediate
response and build lasting 

customer
relationships. 
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Bubble bee utilize the digital 
marketing specifically social 

media by provide creative 
content about Shuib personal 

life and focus on delicious 
Bubble Bee  product.

That is targeted to current 
and potential customer 
with the effort to build 

lasting customer
relationships. 
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Guerrilla marketing is an 
innovative and distinct types 

of advertisements with a very 
low marketing budget.

Guerrilla marketing targets the 
emotional aspects of a buying 
decision by differentiating a 

product on an ideological level 
rather than a functional level.

Communication with the target 
audience with creative and 
sensational means with the 

element of surprise

The aim is to build and 
sustain a good 

relationship with the 
existing and potential 

customers.
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Bubble bee do applied 
guerrilla marketing 

techniques that utilize the 
number of follower that 
Shuib has on the social 

media. Emotional is the key 
aspect that attract the 

consumer. The main interest 
is to maintaining  a good 

relationship with the 
existing and potential 

customers. 21
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Bubble Bee is a honey base drink by 
Shuib. The business focus on 

integrated marketing communication 
and marketing channel activity that 

involve producing, storage and 
delivering the product to the end user 

The business model focus on 
distribution channel to Bubble Bee 

outlet in Malaysia. Social media and 
public relation were actively utilize to 
build a strong consumer engagement. 

Bubble Bee expend the business by 
open more outlet to reach more 

consumer in various geographical 
location
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Product 
review

VACATION & 
T R A V E LFOOD REVIEW

TIPS FOR CREATIVE 

CONTENT  
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Answer all question.
1. Identify a suitable promotion mix for a product that just 

enter the market.
2. Examine the effective promotion mix that require low 

marketing budget?
25
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Integrated Marketing communication is a combination 
of marketing mix that targeted to potential customer to 

lead to relationship marketing

M a r k e t i n g  f o r  l i v e

A l l  r i g h t s  r e s e r v e d

Nor Rahimy binti Khalid is a lecture in Commerce Department Politeknik Nilai with 13 years of teaching
experience. She receive her Phd in Marketing from Universiti Kebangsaan Malaysia, Master of Business
Administration dan Bachelor of Marketing (Hons) from Universiti Teknologi Mara (UiTM). Previously
work as sales manager in Carrefour Malaysia before started her career as a lecturer in 2009.

Rohana Binti Hassan Basri is a lecturer in Commerce Department at Politeknik and previously at
Politeknik Nilai with 30 years teaching experience. She receive her education in Business
Administration (Hons) Universiti Kebangsaan Malaysia and Master of Business Administration, Universiti
Kebangsaan Malaysia She start teaching at 1990.


