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significantly influenced the consumer decision-making process.
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Abstrak: Kajian ini adalah mengenai bagaimana IMC digunakan untuk memberitahu,
membujuk dan mengingatkan khalayak yang disasarkan dengan promosi, pemasaran
interaktif, pengiklanan, perhubungan awam dan jualan peribadi bagaimana mereka
mempengaruhi proses membuat keputusan pengguna. Kajian ini akan mengkaji
hubungan antara promosi, pemasaran interaktif, pengiklanan, hubungan masyarakat,
dan jualan pribadi dengan proses membuat keputusan pengguna dengan alat yang
paling efektif yang dapat mempengaruhi proses membuat keputusan pengguna. Kajian
berbentuk penyelidikan kuantitatif yang menggunakan soal selidik untuk mengumpul
data dengan kaedah persampelan rawak. Soal selidik menggunakan skala Likert 5 dan
diedarkan melalui dalam talian. Pakej Statistik Sains Sosial digunakan untuk
menganalisis data yang dikumpulkan daripada 382 responden dari Ipoh. Kajian
mendapati semua elemen kajian mempengaruhi proses membuat keputusan pelanggan.

Kata kunci: Komunikasi Pemasaran Bersepadu, promosi, pengiklanan, penjualan
peribadi, pemasaran interaktif, hubungan masyarakat, proses membuat keputusan

pengguna.

Introduction services (Pawar, 2014). Integrated Marketing
Communications (IMC) involves growth, planning,
effective executive, and evaluation of measurable,
mightily coordinated, valid brand communications
programs interacting with stakeholders and latent or

Integrated Marketing Communications (IMC) used to
inform, persuade and remind targeted audiences
regarding brands, the organization, or the products or
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targeted customers, prospects and other associates,
appropriate internal and external audiences (Umbreen
and Ali, 2013). The summarize of other tenets of
Integrated Marketing Communications (IMC) is
aiming to affect the behavior of the consumers, use any
or all form of tools, achieve synergy and build
relationships between customers and the organization
or the organization (Joseph, 2011). Integrated
Marketing Communications (IMC) is one of the ways
to meet the objectives or goals of the organization by
identifying opportunities to maximize the impact on the
consumers and creating positive effects on market
share, sales, the profitability of the organization
(Mihart, 2012). The objectives of Integrated
Marketing Communications (IMC) are to reach
considerable sales and to set up a strong brand image.

According to the Oluwafemi (2018) research
mentioned that more than 70% of an organization that
used only one type of Integrated Marketing
Communication tool (IMC) will lose their money when
competing with others organization while an
organization that used the different type of marketing
communication tool to reach their target consumer will
save cost. Integrated Marketing Communication (IMC)
will also help them to reach more target consumers who
are interested in the organization's product and
services.

Thus, this research is to study whether the role
of integrated marketing communication will influence
the consumer decision-making process. This study also
helps to know whether the role of integrated marketing
has a significant effect on the consumer decision-
making process.

In this study, three objectives are set as

follows:

1. To examine how integrated marketing
communication maintains customer loyalty
towards the consumer decision-making
process.

2. To examine how integrated marketing
communication persuades consumers towards
the consumer decision-making process.

3. To examine how integrated marketing

communication attracts consumers towards
the consumer decision-making process.

To achieve the objectives, there are five
research questions stated below:

1. How does integrated marketing
communication help to maintain customer
loyalty towards the consumer decision-making
process?

2. How does

integrated marketing
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communication help to persuade consumers

towards the consumer decision-making
process?
3. How does integrated marketing

communication help to attract consumers

toward the consumer decision-making
process?
4. How does integrated marketing

communication help to inform consumers
about the consumer decision-making process?
5. How does integrated marketing
communication help to remind consumers
about the consumer decision-making process?

This study is carried out to investigate whether
the role of integrated marketing communication can
influence the consumer decision-making process. In
this study, researchers can also investigate the way of
Integrated Marketing Communication (IMC) to
persuade customers towards the consumer decision-
making  process. The Integrated Marketing
Communication (IMC) tools included Public Relations,
personal selling, promotion, interactive marketing, and
advertising; it can help the organization to persuade the
consumer to purchase their product (Ekhlassi, 2012).

The researchers can get more information
about Integrated Marketing Communication (IMC) in
this study. When they gain more information about
Integrated Marketing Communication, it can help them
to have the ability to compete with other organizations.
This is because Integrated Marketing Communication
(IMC) can make the organization have an effective and
creative way to communicate with their customers and
provide them detailed information about their product
(Madhavaram, Badrinarayanan, & Mcdonald, 2013).

Literature Review

Many companies see Integrated Marketing
Communication (IMC) as a way to manage their
communication to send a consistent message to
consumers about the organization and its products. It
also targeted specific customers and accomplished their
needs through the various Integrated Marketing
Communications tools (IMC). Integrated marketing
communications (IMC) played an important role in
building a close relationship with current and potential
customers (Mihaela, 2015). It provided the right point
to find out the needs and wants of the customers.
Public relations were a strategy of a
communication process that can help an organization
to maintain a good relationship with the public and help
the organization to gain a lot of benefits. Public
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relations can create a special communication plan that
can improve and maintain the positive image of the
organization and the brand (Pahwa, 2019). It can also
strengthen the relationship with the public and build
good relationships between consumers and the
organization.

Advertising was a tool that the organization
paid for the message and those people will aim to
inform and affect the consumer who received the
advertising message (The Economic Times, 2019).
Advertising was  the Integrated  Marketing
Communications (IMC) tool that promotes ideas,
goods, and services through mass media. The
organization needs advertising to pop up its
organizations' product or brand to the target consumer
and the potential consumer. Through advertising, the
organization can grab the attention of the public.

The promotion was a tool that is always used
by the organization to increase its product or brands'
exposure rate in public view (Toppr, 2019). Promotion
includes a free-sample campaign, offering gifts,
discounts, and buy one-free-one which the consumer
can notice the product or brand through the promotion
made by an organization. So that it will make the
consumer aware and knowledgeable about the product
of the organization. It will also attract and motivate
consumers to make a purchase.

Personal selling was a communications tool
that can communicate with the potential consumer
face-to-face that can promote the product and persuade
the consumer to buy the product (Advameg, 2019).
Personal selling is an effective way to persuade people
to buy and drive the consumer decision-making process
and it also can present their product's function to the
consumer.

Interactive marketing was using one or more
advertising media to result in a measurable response
such as customer order (Kayode, 2014). It delivers
promotional marketing messages to consumers by
using the Internet which created two-way
communication between a business and its customers
("Interactive = Marketing: What is Interactive
Marketing?", 2012).

Below is the study framework designed for
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this specific study:

The feedback from the consumer can be used
to guide an organization’s advertising efforts in which
consumers can provide feedback and express their
personal preferences to reach their expectations and
fulfill their needs. Interactive marketing is more
dependent on consumers' needs and wants. It also
enabled consumers to give feedback to the
organization.

Methodology

The research design was a framework of methods and
techniques to merge the various components in the
research. Research design summarizes how to conduct
research using a specific methodology (Bhat, 2019).
The research design was a method used by scientists by
observing and describing the subject's behavior without
influencing them (Blakstad, 2008). The research
design was the overall plan for joining the research
problem to empirical research. It contained how, when,
and where the data are going to be collected and used
in the research (Wyk, 2019).

Probability sampling is used as a sampling
method in this research. Every item has an equal chance
of inclusion in this sampling design (Kothari, 2014).
Equal means that the probability of selection in the
population is the same. The element to choose in the
sample was not influenced by other considerations. The
chosen element was not dependent on the other element
which means that the selection or rejection will not
affect the result and the inclusion or exclusion of
another (Kumar, 2009).

In this research, researchers used simple
random sampling (SRS) to collect the sample from the
individuals. Every element was given an equal and
independent chance of selection and the simple random
sample was selected by the procedure. The procedure
includes (1) identifying the number of elementary units
in the population. (2) Decide on the sample size then
(3) select the sample size (Kumar, 2009).

The research was conducted at Ipoh. The
target population will be the people who live in Ipoh.
The respondents were targeted randomly from the
target population. They were chosen as the respondents
because they have been experienced in stimulating the
decision-making process through the Integrated
Marketing Communications tools (IMC) when making
a purchase. This can help to study the role of the
Integrated Marketing Communications (IMC) tool on
the consumer decision-making process.

The population in Ipoh was 673,318 in the year
2019 ("Population of Cities in Malaysia", 2019). Based
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on Figure 3.6 Krejci and Morgan Sample Size, the
number of respondents needed in this research was 382.
Researchers need to get 382 respondents from the place
that have chosen which are Ipoh Parade, AEON Kinta
City, AEON Mall Ipoh Klebang, AEON Station 18,
Concubine Land, and Ipoh Garden East Night Market.
Individuals that are targeted in this research are the
people who lived in Ipoh. Researchers gave out
questionnaires to the individuals to collect samples and
data. The individuals were selected randomly by the
researchers without any biased and without looking at
their background. The data collected will be collected
in the targeted population that is 300.

The formula of Cronbach’s alpha is:
Krejcie Morgan formula: n

B x2 NP (1 - P)
T e2(N—-1)+x2P(1—P)

Where N= is the number of items, ¢= is the average
covariance between item pairs and V= average
variance.

Furthermore, the rule of thumb for interpreting
alpha for Likert scale questions is:

Sample Size

Population (N) 673,318
Confidence level 95%
Chi — square (x?) 3.841
The margin of error (e) 0.05
Population proportion (P) 0.5

Figure 2: Krecjie and Morgan Sample Size

The table showed that Cronbach's alpha is
0.958. Based on the result showed that the
questionnaire is reliable because the Cronbach's alpha
was > 0.7 so it was acceptable. The number of items
represents the total of independent and dependent
variables questions of the questionnaire.

Public Relations is one of the elements or
independent variables that have been identified to be
investigated for this study. Public Relations is the term
to influence the consumer decision-making process.
The researcher adopted 5 items from Chansiri (2016),
Raza (2016), and Jennifer (2014) to design the
questionnaire. The 5 items are:

1. Public relations make you always aware of
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new brand products.

2. You are interested in tracking news releases
for this brand.

3. You often heard the news release before this
brand launched.

4. Public relations increase more purchase
intention than a sales promotion.

5. Does celebrity endorsement affect
opinion on a brand or your purchasing decisions?

your

Promotion is one of the elements or
independent variables that have been identified to be
investigated for this study. Promotion is the term to
influence the consumer decision-making process. The
researcher adopted 5 items from Chansiri (2016) and
Jennifer (2014) to design the questionnaire. The 5 items
are:

1. This brand offers you more an incentive to
encourage your attention

2. If the promotion of a product is always
interested, you will engage with a product brand.

3. Brand promotion of this product better than

other competitors that make consumers always
engaged.
4. How often would you like to receive

promotional material from companies?

5. How important reasons are discounts, special
offers, information on new products, information about
events and upcoming sales, and other reasons for
becoming a member of a customer loyalty program?

Personal selling is one of the elements or
independent variables that have been identified to be
investigated for this study. Personal selling is the term
to influence the consumer decision-making process.
The researcher adopted 5 items from Chansiri (2016)
and Oluyinka,s (2019) to design the questionnaire. The
5 items are:

Table 1: Reliability Statistics

Cronbach's Alpha N of Items

.958 37

1. Personal selling increases the close
relationship between the company and its customers.

2. Understanding products and their respective
function are essential when carrying out personal
selling.

3. Personal selling is one of the important parts
that influence the sales volume and revenue of an
organization.

4.  Personal selling influences customers' product
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intention.
5. Personal selling is an effective communication
tool that may be used by markets.

Interactive Marketing is one of the elements or
independent variables that have been identified to be
investigated for this study. Interactive Marketing is the
term to influence the consumer decision-making
process. The researcher adopted 5 items from Chansiri
(2016) and Jennifer (2014) to design the questionnaire.
The 5 items are:

1. You always got mailing or handbills from this
product brand.

2. Always pay attention when the product brand
is presented by Telemarketing.

3. When you get a catalog from any modern
trade/shop provider, their product brand put on the
catalog's first page will catch your attention.

4. How would you like a company to contact
you?

5. Do you feel that internet advertising works for
you? Why?

Advertising is one of the elements or
independent variables that have been identified to be
investigated for this study. Advertising is the term to
influence the consumer decision-making process. The
researcher adopted 5 items from Chansiri (2016) and
Kumar, & Raju (2013) to design the questionnaire. The
5 items are:

1. It is a brand's greater effort to customize the
delivery of the messages in terms of culture, feature,
and age length.

2. You can see the advertising of the product
brand clearly in a common area.

3. You are already interested in the product and
when you see the brand advertise. It will stimulate you
to need it.

4.  Advertising is important by informing its
brand.

5. Is advertising visually appealing and
engaging?

Research Result

This chapter, brief explanation, and analysis of the
research study. We had prepared 382 sets of
questionnaires collected from the researcher. These
382 sets of questionnaires were analyzed and
interpreted by using Statistical Package for the Social
Sciences (SPSS) software as an analysis tool.
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Demographic Variables VYariables Frequency Percentage (%)
Gender Male 160 41.6%
Female 225 58.4%
Age 18-25 259 67.3%
26-30 81 21.0%
31-40 33 8.6%
41-50 12 3.1%
Ethnicity Malay 16 4.2%
Chinese 358 93.0%
Indians 11 2.9%
Income 0-1000 148 38.4%
1100-2000 188 48.8%
2100-3000 37 9.6%
3100-4000 11 2.9%
4000 Above 1 0.3%
Like Shopping Yes 370 96.1%
No 15 3.9%
Shopping Frequency Daily 5 1.3%
Weekly 281 73.0%|
Once a month 97 252%
Once a year 2 0.5%
Reason for shopping Promotion 77 20.0%
Needs & wants 146 37.9%
Advertising 47 12.2%
Just want to Go 115 29.9%

For gender, based on the data show that 41.6%of total
respondents are Male, around 160 respondents. For the
58.4% of respondents that are female, around 225
respondents.

For the age, based on the table show that the
highest rate of the respondent's age is between 18 to 25,
there is 67.3%, 259 respondents. The lowest rate of the
respondents’ ages is between 26 to 30, 81 respondents.
The following age rate is 31 to 40 around 8.6%, 33
respondents and the last age rate is 41 to 50 around
3.1%, 12 respondents.

For the ethnicity, most of the respondents are
Chinese, around 93.0%, 358 respondents. The lowest
respondents are Indians, it takes only 2.9%, 11
respondents. Then for the last respondents is Malay,
which around 4.2%, 16 respondents.

For the income, the results show that the
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highest income of the respondents is RM1100 to
RM2000, 48.8% around 188 respondents. The lowest
income of the respondents is RM4000 above, 0.3%, 1
respondent. The following income level is RMO to RM
1000, 38.4% around 148 respondents, RM 2100 to RM
3000, 9.6% around 37 respondents and RM3100 to RM
4000, 2.9% around 11 respondents.

For the likeness of shopping, based on the
result show that most of the respondents like to go
shopping, we can see that 96.1%, 370 respondents like
to go shopping, only 3,9% around 15 respondents don't
like to go shopping.

For the shopping frequency, based on the
result show that most of the respondents go shopping
weekly, 73%, 281 respondents like to go shopping
weekly, and only 0.5%, 2 respondents that like to go
shopping once a year. In addition, 25.2%, 97
respondents like to go shopping once a month, and
1.3%, 5 respondents like to go shopping daily.

For the reason of shopping, 37.9% of
respondents go shopping is because of needs and wants.
The lowest reason that people go shopping is
advertising, 12.2%, 47 respondents. Then the following
reason people go shopping is they just want to go
29.9%, 115 respondents and promotion, 20.0%, 77
respondents.

From table 2, the consumer decision-making
process and the promotion have a significant
relationship as their P-value is 0.00, which is < 0.01.
The relationship between the consumer decision-
making process and promotion is positive, with a value
of 0.769. The consumer decision-making process and
public relations have a significant relationship as their
P-value are 0.00, which is < 0.01. The relationship
between the consumer decision-making process and
public relations is positive, with a value of 0.738. The
consumer decision-making process and personal
selling have a significant relationship as their P-value
are 0.00, which is < 0.01.

Model Summary
Table 3: Model Summary
Model R R Square A(;msted R Std. Erforol the
Square Estimate
1 868 753 750 1.14580
a. Predictors: (Constant), ADVERTISING, PROMOTION, INTERACTIVE MARKETING, PUBLIC RELATIONS, PERSONAL
SELLING
€
reg f

the study. We have chosen linear regression to test the
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hypothesis used for this

The relationship between the consumer
decision-making process and personal selling is
positive, with a value of 0.830. The consumer decision-
making process and the public interactive marketing
have a significant relationship as their P-value is 0.00,
which is <0.01. The relationship between the consumer
decision-making process and interactive marketing is
positive, with a value of 0.687. The consumer decision-
making process and the advertising have a significant
relationship as their P-value is 0.00, which is < 0.01.
The relationship between the consumer decision-
making process and advertising is positive, with a value
of 0.824.

Based on the finding of the linear regression in
the table above, the results obtained based on the
adjusted R square figures, our independent variables
(promotion, public relations, personal selling,
interactive marketing, and advertising) have a 75
percent influence on the dependent variables
(consumer decision-making process). These figures
can confirm that all the independent variables selected
for this research are significant and do indeed have the
capability of influencing the dependent variables
strongly. Therefore, we can conclude these
independent variables are important in influencing the
consumer decision-making process of respondents.

Discussion

The researchers had come up with the hypothesis of the
role of Interactive Marketing Communication (IMC)
tools such as promotion, personal selling, public
relation, interactive marketing, and advertising towards
the consumer decision-making process which were
evaluated by the null hypothesis and alternative
hypothesis. The hypothesis is supported at the 0.05
significance level.

The result has signified that there is a positive
significant relationship between the Interactive
Marketing Communication (IMC) tools and the
consumer decision-making process.

According to the data collected, the influence
of IMC tools is 75% towards the consumer decision-
making process. This shows that the IMC tools had
influenced the decision-making process of the
consumer. Personal selling has generated the highest
consumer decision-making process compared to other
Interactive Marketing Communication (IMC) tools.

The results showed that the Interactive
Marketing Communication (IMC) tools had influenced
the consumer decision-making process where the
promotion, personal selling, public relation, interactive
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marketing, and advertising will affect the consumer
decision-making process. In the business world, the
IMC tool is an indispensable tool for organizations to
attract attention from the customers and also have a
competitive advantage among SMEs. By doing this, the
organizations can reach a larger audience and increase
sales when adopting this Interactive Marketing
Communication (IMC) tools. In this study, the
researchers found that there is a significant influence of
the Interactive Marketing Communication (IMC) tools
on the consumer decision-making process.

Conclusion

Nowadays, the consumer decision-making process has
been used to persuade, remind and promote to the
public with the Integrated Marketing Communication
tools, Advertising, Promotion, Personal Selling, Public
Relation, and Integrated Marketing. All the tools will
attract public attention to the product. This study is
focused on the role of integrated marketing
communication in the decision-making process of
consumers. The role of integrated marketing
communication is important in the consumer decision-
making process.
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Correlations Data Analysis (Relationship between Independent Variables and Dependent Variable)
Table 2: Correlations

PROMOTIO | PUBLICRELA | PERSONALSEL | INTERACTIVE | ADVERTISIN
CDMP N TIONS LING MARKETING G
CDMP Pearson Correlation 1 769" 738" 830 687 8247
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385
PROMOTION Pearson Correlation 769 1 AT 8417 7037 766
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385
PUBLICRELATIONS Pearson Correlation 738" AT 1 81 855 8127
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385
PERSONALSELLING Pearson Correlation 830" 8417 81 1 7627 8397
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385
INTERACTIVEMARKETING Pearson Correlation 687 7037 855 7627 1 81
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385
ADVERTISING Pearson Correlation 8247 766" 8127 839" 81 1
Sig. (2-tailed) 000 000 000 000 000
N 385 385 385 385 385 385

**_Correlation is significant at the 0.01 level (2-tailed).
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