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Abstract

Promotion for any product or service is essential in order to attract and communicate one’s product
to the target customers. It is because only through promotion that people would come to know about the
product (Khan, 2014). Marketing communication mix, or promotion mix is considered to be a fundamental
aspect of business marketing initiatives. This study focuses on the preferred marketing communication mix of
millennial consumers. The purpose of this study is to find out the preferred marketing communication mix of
millennial customers so that current and aspiring business owners can use this as a basis for promotion
strategy. Using a quantitative descriptive research design, a survey questionnaire was made and validated. The
researchers administered the validated questionnaire to 100 millennials using quota and purposive sampling.
This study presented the preferred marketing communication mix used by businesses to communicate their
product or service. Five out of eight marketing communication mix emerged to be “dominantly preferred” by
the millennial customers namely: Sales Promotion, Word-of-Mouth, Personal Selling, Public Relations and
Publicity, and Advertising. The conclusion drawn from this study states that most millennials find Sales and
Promotion to be the most effective marketing communication mix that can be executed by businesses to
promote their product. Followed by Word-of-Mouth, Personal Selling, Public Relations and Publicity, and
Adpvertising. It is recommended that teachers, marketing officers, and entrepreneurs, use the information
gathered in this study to plan and create strategies appropriate to attract the millennials to purchase products
offered and boost their company’s performance.

Keywords: Advertising; Direct Marketing; Events and Experiences; Interactive Marketing; Marketing
Communication Mix; Personal Selling; Public Relations and Publicity; Sales Promotion; and Word-of-Mouth.

1. Introduction
1.1. Background of the Study

The Millennials, born between 1981 and 1996, are the best target customers for businesses. There are
about 1.8 billion millennials, accounting for about 23% of the world's population. About 2.18 million
millennials are living in Qatar as of January 2023 (Planning and Statistics Authority, 2023). They are
expected to represent 75% of the global workforce by 2025 (Smith & Nichols, 2023). That means millennials
now have tremendous purchasing power and will continue to have it in the future. Their estimated purchasing
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power of 2.5 trillion dollars makes them the most lucrative market to do business with (Fromm & Garton,
2013). Millennials also have a more extensive understanding of marketing, money and their value as
customers or consumers much more than their parents did at their age (Davidson, 2021). Additionally,
millennials are not as susceptible to marketing tactics as other audiences. This audience is the most risk-
averse and less likely to convert easily to advertising due to their general skepticism, a saturation of 2000's
marketing campaigns, and previous life experience during the market crisis (Dash et al., 2021).

Promotion for any product or service is essential to attract and communicate one's product to the
target customers. Only through promotion would people come to know about the product (Khan, 2014) only
after learning about the product they are considering purchasing. Since many companies and brands compete
to sell their products to the same customers, promotion is essential to ensure each brand is differentiated and
identified (Shujahat et al., 2017). Promotion is a crucial element in putting across the benefits of your product
or service to the customers (Akman, 2013).

A promotion strategy is a plan to create or increase demand for a product. It outlines the tactics
entrepreneurs or businessmen use to raise awareness about their products and get their target customers
interested in buying them (Tsikirayi et al., 2013). A promotion strategy aims to introduce potential customers
to the product and convince them to make a purchase. Businesses choose their promotional strategy based on
product type, marketing budget, target audience etc. It is critical to increase product awareness and sales
(Genchev & Todorova, 2017). Additionally, it is the element of a firm's decision-making concerned with
choosing the most appropriate marketing communication with its target market.

Marketing communication or promotion mix is a fundamental aspect of business marketing
initiatives. It refers to specific methods to promote the business or its products to its target customers (Belch,
2010). It is defined as a dialogue between a business unit and its present and potential customers during the
pre-selling, selling, and post-selling stages (Kotler & Keller, 2012). The eight types of marketing
communication mix are Advertising, Direct Marketing, Online Marketing, Personal Selling, Public Relations,
Publicity, Sales Promotion, and Word-of-Mouth.

One difficult challenge for entrepreneurs and businessmen is the significant, diverse communication
and communication options available to support their brands (e.g., TV (Television), print, and interactive
advertising; trade and customer promotions; arts, sports, and cause sponsorships, etc.). Consequently,
entrepreneurs and businessmen must understand what various marketing communication options offer and
how they should be combined to optimize their marketing communications programs (Todorova, 2015).

In the era of mass communications and emerging mobile technologies, businesses must build an
adequate mix of marketing communications not to avoid drowning in a sea of information. Marketing
communication mix is how firms attempt to inform, persuade, and remind their present and future customers -
directly and indirectly - of the products and brands they sell (Kotler & Keller, 2012). Marketing
communications represent the voice of the businesses and their brands; they are the means by which the
company can establish a dialog and build a relationship (McCartney et al., 2018).
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1.2. Theoretical Framework

Direct

Marketing

Advertising

Events and
Experiences

Figure 1: Marketing Communication Mix by Kotler & Keller (2012)

Figure 1 presents the theoretical framework to be used in the study. It shows the different marketing
communication mixes used to create a promotion strategy. An organization's marketing communications are a
collection of techniques, tactics, and methods used to educate customers about its products, services, or brand.
In marketing communications, firms attempt to inform, persuade and remind their customers - directly and
indirectly - of the products and brands they sell (Kotler & Keller, 2012).

Advertising

Adpvertising is any form of paid, commercial promotion of concepts, products, or services to promote
a business. To attract potential customers, businesses use print media similar to flyers, magazines,
newspapers, and magazines broadcast or public media such as radio and television, wherein potential and
interested customers can listen to a business's product or service (Sundararaj & Rajeesh, 2021). Another is
display media, which includes billboards, signs, and posters; wireless electronic media, including audiotapes,
videotapes, video disks, Compact Disc Read-Only Memory, and websites. Advertising is more likely to be
used by companies with deep pockets or many competitors in the market. As well as being unique, the
advertising message must be so. Advertising messages that are unique and compelling have a stronger
connection with their target audience than those that are not (Fifield, 2012).

Direct Marketing

Direct marketing relies on direct communication or distribution to individual customers rather than
through a third party, such as mass media (Zaretzky & Kenton, 2007). Emailing clients for upcoming product
releases, asking for a client's mobile number or social media for texting campaigns, and sending
complimentary items similar to their orders to advertise new products and elicit feedback are among the
tactics used in direct marketing. It is called direct marketing because it generally eliminates the middleman,
such as advertising media (Adesoga, 2016).
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Events and Experiences

This marketing communication mix includes company-sponsored activities and programs designed
to create particular interactions with customers and potential customers. Recreational activities, the arts,
entertainment, and brand-related events, as well as more informal activities—are all supported by the
company and intended to foster regular or unique brand-related interactions with customers (Vitek, 2020). In
these events, customers and potential customers can experience a business's product or service to test its
efficiency. Events like these also allow companies to showcase their new products or services to interested
customers (Dudovskiy, 2013). Repurposing previous successful advertising techniques and working with
other entrepreneurs, businessmen, or organizations such as non-profit organizations, wherein customers can
aid causes to set up these events are also being executed in this marketing communication mix (Verma,
2008).

Interactive Marketing

Online campaigns and activities are intended to engage users, either directly or indirectly, to increase
brand recognition, enhance the perception of a company, or encourage the purchase of goods and services
(Grewal & Levy, 2022). In this communication mix, customers can interact with companies online and have
their questions answered. Interactive marketing has recently gained popularity as a marketing communication
tool (Fifield, 2012). Among the most successful interactive marketing campaigns is that of Amazon.

Interactive marketing is a strategy that uses engaging visuals or videos to get the audience to engage with a
business' content. This form of marketing captures one's customer's attention, delights them, and creatively
presents one's product or service (Khan, 2014). Examples of interactive marketing include customers
participating in online giveaways, taking online forms to find which product caters to their needs, online
campaigns, and interactive storytelling.

Personal Selling

Selling through a person is known as personal selling (usually in a face-to-face setting). Salespeople,
specifically in customer service, representatives, brand ambassadors, and even influencers, are included in this
group. They aim to enlighten, persuade, and warm up potential customers to buy or try a product or service by
utilizing their expertise, specialized knowledge, and communication skills. It is not just the communication
skills of an entrepreneur that matter when it comes to personal selling; it is also how the product is being
represented and explained because they are more intrigued with the knowledge of how the product works
(Campbell et. al., 2009).

Public Relations & Publicity

This marketing communication mix includes a wide range of initiatives designed to enhance or
safeguard a company's reputation or its branding for each product, whether directed at company employees or
customers, other businesses, the government, or the media (Fifield, 2012). Public relations turn brand
messages into stories that appeal to the media and target audiences by turning them into compelling stories.
News, strategies, and campaigns are amplified through partnerships with newspapers, journalists, and other
relevant organizations to create a positive view of the company. Through this, customers and potential
customers can assess the credibility of a business and the products or services they offer (Mariani et.al.,
2022). Publicity concerns presence in the media. It creates public awareness for a brand. It is a promotion
used to attract attention. (Vitek, 2020). This is an excellent public image of the company. The idea behind the
public image is that the perceptions and beliefs that the general public may hold about a person or a business
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may need to be revised. Firms with an excellent public image attract potential customers (Stonedahl et. al.,,
2010). Additionally, being aided by a public figure to promote one's product will build ease around the
customers, potential customers, and the enterprise (Padveen, 2017).

Sales Promotion

In this marketing communication mix, a business can promote its products through sales and
discounts (Todorova, 2015). To attract customers to try more of a business's products or services, one can
bundle a few together at a discounted price and make a gift bundle. Discounts attract customers because of the
loss aversion principle. Furthermore, discounts create a sense of joy by releasing happy chemicals, namely,
oxytocin, that generate excitement and make the customer feel like they saved money (Nartea et. al., 2017).
Entrepreneurs can also use different holidays to promote their products or services to attract more customers.
Holiday promotions could be discounts or other deals valid only during the holidays. The most common
promotion strategy in this communication mix to attract more customers is BOGO Dealsich, which means
"buy one, get one." These deals allow customers to purchase one product and get another product for free or
for a reduced price (Garcia et. al., 2007). Customers are most likely to buy BOGO deals because the products
seem to have no extra cost and are more valuable due to the agreement (Bronson et. al., 2014).

Word- of- Mouth

These are oral, written, or electronic interactions between individuals that discuss the benefits of
using or buying goods or services or user experiences. In addition to being one of the most widely used
communication tools, it allows customers to inform others about the goods and services they recently
purchased (Hayes, 2022). A brand's image is determined by the customer's perception of the brand and by
what he tells others about the brand. Because it's free, word-of-mouth marketing may be the least expensive
form of advertising a business can engage in. However, it is also one of the most challenging forms of
advertising because entrepreneurs have no control over what is said about their business or by whom (Fifield,
2012). Through word-of-mouth, customers are drawn to a product or service that their friends or family speak
highly about, has good reviews on social media, or when many people talk about the product or service (Chen
& Xie, 2018).

1.3. Research Questions

The objective of this study is to investigate the preferred marketing communication mix of millennial
consumers as a basis for promotion strategy. Specifically, this research aimed to answer the following
questions:
1. What is the demographic profile of the respondents in terms of:

1.1 age,

1.2 sex;

1.3 level of education, and;

1.4 number of years of work experience?
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2. What is the marketing communication mix of the respondents in terms of:
2.1 Advertising
2.2 Direct Marketing
2.3 Interactive Marketing
2.4 Personal Selling
2.5 Public Relations
2.6 Publicity
2.7 Sales Promotion
2.8 Word-of-Mouth
3. What is the preferred marketing communication mix of the respondents?

4. What is the marketing communication mix dominantly preferred by the respondents when grouped based
on their profiles?

4.1 age
4.2 sex
4.3 level of education

4.4 number of years in service

2. Methodology
2.1. Research Design

This study utilized the descriptive research design. Descriptive research aims to accurately and systematically
describe a population, situation or phenomenon. It can answer what, where, when and how questions but not
why questions (Nassaji, 2015). In this study, the phenomenon that was investigated is the preferred marketing
communication mix of entrepreneurs. The descriptive research design was utilized in providing data to
answer the indicated statement of the problems. Quantitative research focuses on gathering numerical data
and generalizing it across groups of people or to explain a particular phenomenon (Albers, 2017). The
quantitative method was used during the data collection. In order to gather data needed, survey questionnaires
were utilized. The quantitative data that were gathered through this research were utilized in the
interpretation of data and identification of findings.
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2.2. Research Locus and Sample

This study was conducted at Doha, State of Qatar. A total of one hundred millennial customers were chosen
as respondents in this study, fifty male respondents and fifty female respondents. The researchers applied the
quota and purposive sampling technique in selecting the respondents. Quota sampling ensures that a certain
characteristic of a population sample was represented to the exact extent that the investigator desires (Futri et
al., 2022). While purposive sampling is to select a specific group of individuals or units for analysis. This
method is appropriate when the researcher has a clear idea of the characteristics or attributes they are
interested in studying and wants to select a sample representative of those characteristics (Heath, 2020). The
researchers purposely selected the millennial customers as their respondents since it is only with the
knowledge and experience of one they could answer the survey questionnaire reliably. This combined
sampling technique involves the identification and selection of individuals or groups of individuals that are
proficient and well-informed with a phenomenon of interest within a given quota.

2.3. Research Instrument

A self-made questionnaire was developed based on the different variables involved in the study. The
questionnaire was checked by experts to ensure the reliability and validity of the items.

The first part of the instrument included the letter to the respondents, the second part is the
demographic profile of the respondents, and the third part contained the various types of marketing
communication mix: Advertising, Direct Marketing, Online Marketing, Personal Selling, Public Relations,
Publicity, Sales Promotion, and Word of Mouth.

2.4. Development and Validation of the Instrument
STEP 1 — Content Validation

In this stage, a formal assessment by the experts into the appropriateness of content and identification
of misunderstandings or omissions were checked. The theoretical framework of the communication mix was
used as the basis.

STEP 2 — Face Validation

In this stage, the researchers sought the help of the experts in the review of the questionnaire. The
clarity, comprehensibility, and appropriateness of the indicators for the target respondents were examined.

STEP 3 - Final Administration
The researchers administered the valid questionnaire to the 100 respondents. The administration was

done during the month of March 2023, and collection of questionnaires and tallying of responses were made
after.
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Parts of the Research Instrument

1. Personal Data Form. This includes items of particular details of the respondents which are as
follows:

Table 1. Table of Demographic Variables

Area Item Placement
Age 26-30
31-35
36-40
41-45
Sex Male
Female
Level of Education Undergraduate Bachelor

Bachelor’s Degree

Tertiary Undergraduate

Master’s Degree

Doctorate Degree

Number of Years in Service Below 4 years

5-8 years

9-12 years

13 years and above

Unemployed
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2. Marketing Communication Mix. The Marketing Communication Mix items were used to create a

promotional strategy. It includes eight types as shown in the table.

Table 2. Table of Specification for the Marketing Communication Mix

Area Number of Items Item Placement
Advertising 3 1-3
Direct Marketing 3 4-6
Events and Experiences 3 7-9
Interactive Marketing 3 10-12
Personal Selling 3 13-15
Public Relations and Publicity =~ 3 16-18
Sales Promotion 3 19-21
Word-of-Mouth 3 22-24
The following codes were used:
1- Never
2- Rarely
3- Often
4- Always
Below is the scale used:
Table 3. Scale Used in Interpreting the Means Computed
Scale Description Interpretation
1.0-1.74 Never Not Preferred at all
1.75-2.49 Rarely Slightly Preferred
2.50-3.24 Often Moderately Preferred
3.25-4.00 Always Dominantly Preferred
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2.5. Data Gathering Procedure

The data was collected in the following manner: First, the number of respondents was determined
through the quota and purposive sampling techniques. Second, millennial customers, fifty male respondents
and fifty female respondents, were selected. It was made sure that respondents are English speakers to ensure
that they clearly understood all the items of the questionnaire. It was ascertained too that all the respondents
are willing to participate in the conduct of the research. The third step was the actual administration of the
questionnaire to the respondents, followed by its retrieval. The questionnaires were collected, responses were
tallied and analyzed using the given scale.

2.6. Statistical Treatment of Data
The following statistical tools were used for the interpretation of data:

Frequency and Percentage. These were used to establish the profiles of the respondents in terms of age, sex,
level of education, and number of years of work experience.

Mean. This was used to determine the level of marketing communication mix as perceived by the respondents
and the dominant communication mix by the respondents and the dominant communication mix used by the
respondents.

3. Results

The objective of this study is to find out the preferred marketing communication mix of millennial
customers. The results of this study will help current and potential business owners create promotional
strategies that will help them reach millennial customers. Additionally, the results of this study answer the
different research questions presented in the introduction part of the paper.

Table 4. The Demographic Profile of the Respondents in terms of Age

Age Frequency Percentage
26-30 23 23%

31-35 26 26%

36-40 39 39%

41-45 12 12%

Total 100 100%

Table 4 presents the respondents when grouped by age. The majority, comprising 39% of the total
respondents, falls within the 3640 age bracket. Followed by 26% which falls under the 31-35 age range, 23%
in the age bracket of 26-30, and 12% under the age bracket of 41 - 45.

It has been stated that “Age is the age of an individual at which life events and transitions take
place.” Millennials under the age group of 36 and above comprise an estimated 51 percent of the total
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population of millennials around the world (DeVaney, 2015). Additionally, millennials that fall under the age
bracket of 36-40 have the highest financial literacy rates compared to the other millennial age groups due to
their understanding of modern age financial technology (Xiao et al., 2015). This could be interpreted to mean
that the majority of the respondents have the highest financial literacy rates.

Table 5. The Demographic Profile of the Respondents in terms of Sex

Sex Frequency Percentage
Male 50 50%
Female 50 50%

Total 100 100%

Table 5 shows the distribution of respondents according to sex. It can be seen in the table that there is
an equal number of male and female respondents with 50% identifying as male and the remaining 50 percent
as female.

Table 6. The Demographic Profile of the Respondents in terms of Level of Education

Level of Education Frequency Percentage
Undergraduate Bachelor 11 11%
Bachelor’s Degree 59 59%
Tertiary Undergraduate 18 18%
Master’s Degree 10 10%
Doctor’s Degree 2 2%

Total 100 100%

Table 6 presents the respondents when grouped according to level of education. The majority,
comprising 59% of the total respondents, have completed a Bachelor’s degree, followed by 18% who have
completed Tertiary Undergraduate studies, 11% who are Undergraduate Bachelors, 10% who have attained a
Master’s Degree, and 2% who have completed a Doctorate Degree. This can be interpreted to mean that the
majority of the respondents are bachelor’s degree holders, while only 2% of the respondents are with
doctorate degree.

The Bachelor Degree currently accounts for 59% of all good jobs due to greater demand for workers
with at least a four-year college education. Nearly three out of four BA jobs (74%) are good jobs. This
pathway comprises a majority of professional and technical jobs, including those held by doctors, lawyers,
engineers, accountants, computer programmers, journalists, architects, and managers, among many others.”
(Carnevale et al., 2018). This shows that the bachelor's degree is one of the degrees that is more accessible to
the majority and the degree required by most jobs which explains why the majority of the respondents
graduated with a bachelor's degree, comprising 59%.
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Table 7. The Demographic Profile of the Respondents in terms of Number of Years in Service

Number of Years in Service Frequency Percentage
Below 4 years 8 8%

5-8 years 22 22%

9-12 years 24 24%

13 years and above 40 40%
Unemployed 6 6%

Total 100 100%

Table 7 presents the respondents when grouped by their number of years in service. The majority,
accounting for 40% of the total respondents, consists of individuals with 13 years or more of service, followed
by 24% with 9-12 years of service, 22% with 5-8 years, 8% with less than 4 years of service. Notably, 6% of
the respondents are presently unemployed.

Organizational tenure, representing the duration of one's service with a specific employer,
significantly impacts work commitment, job satisfaction, and turnover intention. Research indicates that
longer organizational tenure correlates with stronger work commitment and higher job satisfaction. This
suggests that employees who have served for extended periods have likely received substantial benefits from
the company, which could explain why a majority of our respondents reported having worked for 13 years or
more (Teclaw et al., 2014).

Table 8. The Marketing Communication Mix of the Respondents along Advertising

Advertising Mean Interpretation

1. Tam interested in products I see through print media, such as: 2.74  Moderately Preferred
newspapers and magazines.

2. I carefully listen to product or service offers in television, radio, and 3.12  Moderately Preferred
other forms of public media.

3. I carefully listen to product or service offers in television, radio, and 3.12  Moderately Preferred
other forms of public media.

Weighted Mean 2.99  Moderately Preferred

Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 8 displays the marketing communication mix of the respondents along Advertising. The

weighted mean yielded to 2.99 which is qualitatively described as “moderately preferred” by the
respondents. The three indicators under this marketing mix all yielded to a mean, which is described as
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“moderately preferred”. These are as follows: “I carefully listen to product or service offers in television,
radio, and other forms of public media.” (3.12), followed by “I have a preference for products or services that
are being promoted on display media, such as billboards, signs, posters, and websites.” (3.12), and “I am
interested in products I see through print media, such as newspapers and magazines.” (2.74). As shown in the
table, two of the indicators have the same computed means, which is 3.12; these are the indicators 2 and 3.

This could be interpreted to mean that the millennial customers moderately preferred advertising
within the context of carefully listening to products or services being offered in public media such as
television and radio being promoted on display media such as billboards, signs, posters, and websites, and
those that see through print media such as newspapers and magazines. This could be largely attributed to their
inherent digital savviness and a desire for engagement and personalization. Growing up in an era dominated
by technology, this generation is more receptive to digital advertisements, particularly those that are
interactive, visually compelling, and personalized to their interests and values (Smith, 2012). They value
authenticity and content that resonates with their experiences and ethical standards, making them more
responsive to advertisements that are not just promotional but also informative, entertaining, or socially
responsible (Lammersma & Wortelboer, 2012).

Table 9. The Marketing Communication Mix of the Respondents along Direct Marketing

Direct Marketing Mean Interpretation

4. I share my contact information on various social media platforms like 2.29  Slightly Preferred
Facebook and Instagram to be updated on upcoming product releases.

5. I give my mobile number so that I am immediately informed of any 2.27  Slightly Preferred
new offers in a store.

6. I am urged to buy from a telemarketer advertising through the phone. 1.94  Slightly Preferred
Weighted Mean 2.17  Slightly Preferred

Legend:

Scale (Interpretation)

1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 9 displays the marketing communication mix of the respondents along Direct Marketing. The
weighted mean yielded to 2.17 which is qualitatively described as “slightly preferred” by the
respondents. The three indicators under this marketing mix all yielded to a mean, which is described as
“slightly preferred”. These are as follows: “I share my contact information on various social media platforms
like Facebook and Instagram to be updated on upcoming product releases.” (2.29), followed by “I give my
mobile number so that I am immediately informed of any new offers in a store.” (2.27), and “I am urged to
buy from a telemarketer advertising through the phone.” (1.94).

This could be interpreted to mean that millennial customers slightly preferred direct marketing as
part of the marketing communication mix for several reasons, reflecting their unique preferences and
consumption habits. Firstly, millennials value privacy and control over their digital experiences, often viewing
unsolicited direct marketing—such as emails, direct mail, or telemarketing—as intrusive or spammy. They are
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adept at using technology to filter out unwanted content, employing spam filters and ad blockers (Fromm &
Garton, 2013). Furthermore, this generation seeks authenticity and personalized interactions that direct
marketing often fails to deliver. Millennials prefer engaging, two-way communications that allow them to
interact with brands on their terms, through their preferred platforms like social media or apps, rather than
being targeted by generic, one-way marketing messages (Padveen, 2017).

Table 10. The Marketing Communication Mix of the Respondents along Events and Experiences

Events and Experiences Mean Interpretation

7. I attend the events of various businesses or entrepreneurs to see new 2.06  Slightly Preferred
goods and services.

8. I attend the events of various businesses or entrepreneurs to experience  2.01  Slightly Preferred
their products first-hand.

9. I prefer buying products or services that collaborate with non-profit 2.65  Moderately Preferred

organizations to aid causes and promote humanitarian wellness activities.

Weighted Mean 2.24  Slightly Preferred
Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 10 displays the marketing communication mix of the respondents along Events and
Experiences. The weighted mean yielded to 2.24 which is qualitatively described as “slightly preferred” by
the respondents. There is one indicator that emerged to be as “moderately preferred” which is “I prefer
buying products or services that collaborate with non-profit organizations to aid causes and promote
humanitarian wellness activities.” as supported by the mean computed which is 2.65, and the other two
yielded to means described as “slightly preferred” “I attend the events of various businesses or entrepreneurs
to see new goods and services.” (2.06), and “I attend the events of various businesses or entrepreneurs to
experience their products first-hand.” (2.01).

This could be interpreted to mean that millennial customers slightly preferred events and experiences
as part of the marketing communication mix, potentially due to factors such as the financial burden associated
with attending events, which aligns with their budget-conscious tendencies (Ogbeide et al., 2013).
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Table 11. The Marketing Communication Mix of the Respondents along Interactive Marketing

Interactive Marketing Mean Interpretation

10. I like participating in giveaways and contests held on online platforms 2.32  Slightly Preferred
(ex. Youtube and Facebook).

11. I take online forms seriously to find out which products or services 2.49  Slightly Preferred

cater to me (ex. Google forms).

12. T am interested in products or services when campaigned online and 2.60  Moderately Preferred

engage with the target market by asking questions and making comments.

Weighted Mean 2.47  Slightly Preferred
Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 11 displays the marketing communication mix of the respondents along Interactive
Marketing.

The weighted mean yielded to 2.47 which is qualitatively described as “slightly preferred” by the
respondents.

There is one indicator that emerged to be “moderately preferred” which is “I am interested in
products or services when campaigned online and engage with the target market by asking questions and
making comments.” as supported by the mean computed which is 2.60, and the other two yielded to means
described as “slightly preferred” ““I take online forms seriously to find out which products or services cater to
me (ex. Google forms.” (2.49), and “I like participating in giveaways and contests held on online platforms
(ex. Youtube and Facebook).” (2.32).

This could be interpreted to mean that the millennial customers slightly preferred interactive
marketing among millennials might stem from issues like digital content saturation, leading to engagement
fatigue, heightened privacy concerns over data use, and experiences of poorly executed campaigns that lack
relevance or fail to offer genuine value (Moore, 2012). Effective interactive marketing for millennials
demands strategic personalization, respecting their data privacy, and delivering authentic, high-quality content
that aligns with their interests and values. Failure in these areas can result in a disconnect, making interactive
marketing less appealing to this demographic despite its potential for deep, meaningful engagement (Veiga et
al., 2017).
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Table 12. The Marketing Communication Mix of the Respondents along Personal Selling

Personal Selling Mean Interpretation

13. T am interested to buy products when the salesperson is confident and  3.21 Moderately Preferred
knowledgeable about what he or she is promoting.

14. T am eager to buy a product or service when given a brief explanation  3.09  Moderately Preferred
on how it works.

15. T am motivated to buy a product when a salesperson takes the 3.16  Moderately Preferred

initiative to give advice on how to apply or use their product.

Weighted Mean 3.15  Moderately Preferred
Legend:

Scale (Interpretation)

1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 12 displays the marketing communication mix of the respondents along personal selling. The
weighted mean yielded to 3.15 which is qualitatively described as “moderately preferred” by the respondents.
All the three indicators under this marketing mix all yielded to a mean that is described as “moderately
preferred”, these are as follows: “I am interested to buy products when the salesperson is confident and
knowledgeable about what he or she is promoting” (3.21), “I am motivated to buy a product when a
salesperson takes the initiative to give advice on how to apply or use their product” (3.16), and “I am eager to
buy a product or service when given a brief explanation on how it works” (3.09).

This could be interpreted to mean that millennials moderately preferred personal selling because it
offers genuine, one-on-one interactions that are tailored to their needs. This approach allows for trust to be
built through direct conversation, making it easier for millennials to get detailed product information and
answers to their questions. Personal selling aligns with their values, as it provides a personalized and informed
shopping experience, and showcases a brand's commitment to ethics and social responsibility (Adesoga,
2016).

Table 13. The Marketing Communication Mix of the Respondents along Public Relations and Publicity

Public Relations and Publicity Mean Interpretation

16. I make sure that the business where I buy a product or service from 3.34  Dominantly

has a good public image. Preferred

17. I make sure to read the latest news regarding a business to see their 3.10  Moderately Preferred

achievements and assess their credibility.

18. I feel at ease and confident when using a product promoted by a well-  2.99  Moderately Preferred
known public figure.

Weighted Mean 3.14  Moderately Preferred

WWw.ijrp.org



Cleofe P. Macaraeg / International Journal of Research Publications (IJRP.ORG) ‘.\ JJRP .ORG

ISSN: 2708-3578 (Online)

431

Legend:

Scale (Interpretation)

1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 13 displays the marketing communication mix of the respondents along with public relations
and publicity. The weighted mean yielded to 3.14 which is qualitatively described as “moderately preferred”
by the respondents.

One indicator in this area yielded to a mean that is described as “dominantly preferred” by the
respondents - “I make sure that the business where I buy a product or service from has a good public image”
(3.34). While the other two indicators yielded to means that are described as “moderately preferred” by the
respondents such as: I make sure to read the latest news regarding a business to see their achievements and
assess their credibility” (3.10), and “I feel at ease and confident when using a product promoted by a well-
known public figure” (2.99).

This could be interpreted that millennials moderately preferred public relations and publicity. The
respondents make sure to buy or purchase products with a good public image. Public image is one of the
major considerations for the respondents before making a purchase.

Public Relations and Publicity is an effective marketing communication mix towards millennial
customers because its methods align with their values of authenticity, transparency, and social responsibility.
This demographic values storytelling that connects on an emotional level, showcasing real-world impacts and
the human side of brands. They are more likely to support companies that they perceive as making a positive
difference in the world, which can be effectively communicated through PR (Naumovska, 2017).
Furthermore, millennials rely heavily on social media and online content, platforms where PR and publicity
campaigns are prominently featured and can be shared, increasing reach and engagement. Public relations
efforts that involve community engagement, environmental sustainability, and corporate social responsibility
initiatives particularly appeal to millennials, as they seek to support brands whose values align with their own
(Munsch, 2021).

Table 14. The Marketing Communication Mix of the Respondents along Sales Promotion

Sales Promotion Mean Interpretation

19. I am interested in buying more when products are turned into gift 3.14  Moderately Preferred
packages and sold at discounted prices.

20. I often buy products during holidays (ex. Christmas and New Year). 3.16  Moderately Preferred

21. I participate in offers like “buy one get one free” to try new products.  3.27  Dominantly Preferred
Weighted Mean 3.19  Moderately Preferred

Legend:

Scale (Interpretation)

1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

WWw.ijrp.org



Cleofe P. Macaraeg / International Journal of Research Publications (IJRP.ORG) ‘.\ IJRP.ORG

International Jo Rescarch Publications
ISSN: 2708-3578 (Online)

432

Table 14 displays the marketing communication mix of the respondents along sales promotion. The
weighted mean yielded to 3.19 which is qualitatively described as “moderately preferred” by the respondents.

One of the three indicators have been found to be “dominantly preferred” by the respondents - I
participate in offers like “buy one get one free” to try new products with a mean of 3.27 The other two
indicators yielded to means that are described as “moderately preferred” - I often buy products during
holidays (ex. Christmas and New Year) (3.16), and I am interested in buying more when products are turned
into gift packages and sold at discounted prices (3.14).

This could be interpreted to mean that sales promotions are moderately preferred by millennial
customers within the marketing communication mix due to their value-driven shopping habits and preference
for cost-efficiency. Millennials, having come of age during economic uncertainties and carrying significant
financial burdens like student loans, are particularly attracted to deals, discounts, and promotions that offer
more for their money (Atussolihah & Sari, 2020). Promotions provide a tangible incentive for purchase,
making products and services more accessible and appealing by reducing the financial risk associated with
trying something new. Additionally, the digital-savvy nature of millennials means they are well-positioned to
take advantage of online sales and promotions, which can be easily found through social media, apps, and
websites. The immediacy and convenience of accessing these deals appeal to their preference for digital
engagement and efficiency (Antunes et al., 2022).

Table 15. The Marketing Communication Mix of the Respondents along Word-of-Mouth

Word-of-Mouth Mean Interpretation

22. 1 am more likely to buy when my friends and family members speak 3.19  Moderately Preferred
highly about the product or service.

23. T am interested in a product when I hear a large number of people 3.04  Moderately Preferred

talking about it.

24. T am drawn to businesses with good reviews on social media (ex. 3.24  Moderately Preferred

Instagram, Facebook, and TikTok).

Weighted Mean 3.16  Moderately Preferred
Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 15 displays the marketing communication mix of the respondents along word-of-mouth. The
weighted mean yielded to 3.16 which is qualitatively described as “moderately preferred” by the respondents.
All the three indicators under this marketing mix all yielded to a mean that is described as “moderately
preferred”, these are as follows: “I am drawn to businesses with good reviews on social media (ex. Instagram,
Facebook, and TikTok)” (3.24), “I am more likely to buy when my friends and family members speak highly
about the product or service” (3.19), and “I am interested in a product when I hear a large number of people
talking about it” (3.04).
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This could be interpreted to mean that word-of-mouth is moderately preferred by millennial
customers as a marketing communication mix due to its authenticity and trustworthiness. Millennials place a
high value on the opinions and recommendations of their peers, friends, and family, as well as user-generated
content and reviews available online (Libanda & Nzorubara, 2017). The digital landscape has amplified the
impact of word of mouth for millennials, with social media platforms and review sites providing a vast and
accessible forum for sharing experiences and opinions about products and services. This connectivity enables
millennials to easily seek out and share recommendations, significantly influencing their purchasing decisions
(Shidqi & Noor, 2019).

Table 16. The Marketing Communication Mix of the Respondents

Marketing Communication Mix Mean Interpretation
Advertising 2.99 Moderately Preferred
Direct Marketing 2.17 Slightly Preferred
Events and Experiences 2.24 Slightly Preferred
Interactive Marketing 2.47 Slightly Preferred
Personal Selling 3.15 Moderately Preferred
Public Relation and Publicity 3.14 Moderately Preferred
Sales Promotion 3.19 Moderately Preferred
Word-of-Mouth 3.16 Moderately Preferred

Legend:

Scale (Interpretation)

1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 16 displays the summary means of the preferred marketing communication mix of millennials
from greatest to least preferred. As the data was summarized, five out of eight marketing communication mix
emerged to be “moderately preferred” as supported by the computed means: Sales Promotion (3.19), Word-
of-Mouth (3.16), Personal Selling (3.15), Public Relations and Publicity (3.14), and Advertising (2.99).
Meanwhile, three out of five marketing communication mix emerged to be “slightly preferred” as supported
by the computed means: Interactive Marketing (2.47). Events and Experiences (2.24), and Direct Marketing
(2.17).

This could be interpreted to mean that respondents based on computed means preferred the
following: Sales and Promotion, Word of Mouth, Personal Selling, Public Relations and Publicity, and
Adpvertising, while the other marketing communication mix were moderately preferred or used by the
respondents.

This could be interpreted to mean that millennials' marked preference for sales promotions over other
marketing communication strategies can be attributed to a confluence of generational traits and economic
realities. Raised in the digital era, they are exceptionally savvy in leveraging online and social media
platforms to scout for deals, aligning with their preference for digital convenience and efficiency (Nartea et
al., 2017). Having come of age during the financial uncertainties of the late 2000s, millennials exhibit a
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pronounced economic prudence, seeking to maximize the value of every purchase through discounts and
special offers. Coupled with a general skepticism toward traditional advertising, these factors collectively
make sales promotions a uniquely effective way to engage with the millennial consumer, offering them the
tangible value and experiential opportunities they highly prize (Junior et al., 2023).

Table 17. The Dominant Marketing Communication Mix Used by the Respondents when Grouped According
to Age

434

Age Advertising Direct Events and  Interactive Personal Public Sales Word-
Marketing Experiences Marketing Selling  Relations Promotion of-

and Mouth
Publicity

26-30 2.84 2.26 2.36 2.67 3.29 3.23 3.20 3.32

31-35 2.84 1.94 1.96 2.22 2.92 2.95 3.08 3.10

36-40 3.14 2.21 2.27 2.53 3.18 3.20 3.26 3.17

41-45 3.22 2.33 2.50 2.44 3.31 3,22 3.19 2.92

Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 17 shows the dominant marketing communication mix preferred by the respondents when
grouped according to their variables specifically their age. Based on the table, the respondents with the age
bracket 26-30 dominantly preferred the word of mouth marketing communication mix as displayed in the
table which is supported with the computed mean which is 3.32, qualitatively described as ‘“Dominantly
Preferred”. Moreover, the respondents with the age bracket 31-35 dominantly preferred the same marketing
communication mix which is word of mouth as supported by the computed mean of 3.10. Meanwhile, the
respondents with the age bracket 36-40 dominantly preferred sales and promotion. This is supported by the
computed mean of 3.26. And, the same table shows that personal selling is dominantly preferred by the
respondents under the age bracket 41-45, with the mean 3.31.

It could be interpreted to mean that millennials in the 36-40 age group often navigate substantial
financial responsibilities, such as mortgages, child care, and savings. This stage of life heightens the
importance of finding value in every expenditure. Sales promotions, through discounts, coupons, and special
offers, directly cater to their desire for financial optimization (Antunes et al., 2022).
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Table 18. The Dominant Marketing Communication Mix Used by the Respondents when Grouped According
to Sex

Sex Advertising Direct Eventsand  Interactive Personal Public Sales Word-
Marketing Experiences Marketing Selling  Relations Promotion of-
and Mouth
Publicity
Male 2.92 2.09 2.18 2.39 3.05 3.00 3.18 3.07
Female 3.07 2.25 2.30 2.55 3.26 3.29 3.20 3.24
Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 18 shows the dominant marketing communication mix preferred by the respondents when
grouped according to sex variable. Based on the table, the respondents under the male sex dominantly
preferred the sales and promotion marketing communication mix as displayed in the table which is supported
with the computed mean which is 3.18, qualitatively described as “Moderately preferred” Moreover, the
respondents under the female sex ‘“Dominantly Preferred” the public relations and publicity marketing
communication mix as displayed in the table which is supported with the computed mean which is 3.29.

This could be interpreted to mean that female millennials show a stronger preference for public
relations and publicity because these methods often focus on storytelling, brand values, and the broader
impact of a brand on society and the environment (Canavari et. al., 2010). Women in this demographic are
often drawn to brands that demonstrate a commitment to social responsibility, ethical practices, and
community engagement—themes commonly promoted through PR and publicity efforts. This group tends to
value authenticity and meaningful connections with brands, appreciating when companies take stands on
issues they care about and communicate these stances through compelling narratives (Stonedahl et. al., 2010).

Male millennials are drawn to sales and promotion for several reasons. This preference could stem
from a more straightforward approach to purchasing, where immediate value, convenience, and cost savings
are significant factors. Sales promotions, including discounts, special offers, and limited-time deals, directly
appeal to these priorities by offering clear financial incentives and straightforward decision-making criteria.
Additionally, the competitive nature of finding and utilizing promotions can be appealing, offering a sense of
achievement in securing the best deal (Shujahat et. al., 2017).
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Table 19. The Dominant Marketing Communication Mix Used by the Respondents when Grouped According
to Level of Education

Level of Advertising Direct Eventsand  Interactive Personal Public Sales Word-

Education Marketing Experiences Marketing Selling  Relations Promotion of-
and Mouth
Publicity

Undergraduate 2.97 2.15 2.03 2.45 3.09 3.15 3.18 3.24

Degree

Bachelor’s 2.94 2.23 2.24 2.55 3.22 3.21 3.18 3.28

Degree

Tertiary 3.00 2.06 2.24 2.22 2.89 2.93 3.20 2.85

Undergraduate

Master’s 3.17 2.13 2.37 2.37 3.17 3.03 3.10 2.93

Degree

Doctorate 3.67 1.67 2.83 2.83 3.83 3.67 3.83 3.00

Degree

Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 19 shows the dominant marketing communication mix preferred by the respondents when
grouped according to their variables, specifically their level of education. Based on the table, the respondents
who completed undergraduate bachelors dominantly preferred the word-of-mouth marketing communication
mix as displayed in the table which is supported with the computed mean which is 3.24, qualitatively
described as “Moderately Preferred”. Moreover, the respondents who completed a bachelor’s degree
dominantly preferred the same marketing communication mix which is word-of-mouth as supported by the
computed mean of 3.28. Meanwhile, the respondents who completed as a tertiary undergraduate moderately
preferred sales and promotion. This is supported by the computed mean of 3.20. Next, the same table shows
that advertising and personal selling is moderately preferred by the respondents who completed a master’s
degree, with the mean 3.17. Lastly, the respondents who completed a doctorate degree dominantly used
personal selling and sales and promotion with a mean of 3.83.

The highest mean computed is 3.83 for both personal selling and sales and promotion. Based on the
data shown, the respondents who are doctorate degree dominantly preferred these marketing communication
mix. This could be interpreted to mean that those respondents with the highest level of attainment consider
personal selling and sales and promotion both vital when making a purchase.
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Table 20. The Dominant Marketing Communication Mix Used by the Respondents when Grouped According
to Number of Years in Service

Number of Advertising Direct Events and  Interactive Personal Public Sales Word-

Years in Marketing Experiences Marketing Selling  Relations Promotion of-

Service and Mouth

Publicity

Below 4 3.04 2.42 2.58 2.79 3.25 3.17 3.04 3.04

years

5-8 years 2.74 2.18 2.00 2.47 3.12 3.15 3.18 2.74

9-12 years 3.01 1.95 2.03 2.35 3.14 3.18 3.33 3.01

13 yearsand 3.10 2.23 2.43 2.49 3.15 3.07 3.15 3.10

above

Unemployed 3.06 222 2.28 3.49 3.22 3.44 3.11 3.06
Legend:

Scale (Interpretation)
1.0 - 1.74 (Not Preferred at all); 1.75 - 2.49 (Slightly Preferred); 2.50 - 3.24 (Moderately Preferred); 3.25 -
4.00 (Dominantly Preferred)

Table 20 shows the dominant marketing communication mix preferred by the respondents when
grouped according to their variables, specifically their number of years of work experience. Based on the
table, the respondents with work experience below 4 years dominantly preferred the personal selling
marketing communication mix as displayed in the table which is supported with the computed mean which is
3.25, qualitatively described as “Dominantly Preferred”. Moreover, the respondents with work experience for
5-8 years dominantly preferred the word-of-mouth marketing communication mix as supported by the
computed mean of 3.3. Meanwhile, the respondents with work experience for 9-12 years preferred the same
marketing communication mix which is word-of-mouth. This is supported by the computed mean of 3.36.
Next, the respondents with work experience above 13 years dominantly preferred the personal selling and
sales and promotion marketing communication mix as supported by the computed mean of 3.15. Lastly, the
respondents who are unemployed dominantly used public relations and publicity with a mean of 3.44.

It is clearly viewed from the table that unemployed respondents always consider public relations and
publicity as their basis when making a purchase.

4. Discussion

This study is focused on the preferred marketing communication mix of the millennial customers. The results
of this study is the basis of the promotional strategies.

Based on the data gathered out of 100 respondents, 39 are with the age bracket 36-40, 26 under the
bracket 31-35, 23 under the bracket 26-30, and 12 under the age bracket 41-45. There are 50 females and 50
males. Their level of education showed that the majority are bachelor’s degree holders (59), followed by
tertiary undergraduates (18), undergraduate bachelor (11), master’s degree (10), and doctorate degree (2).
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In terms of the preferred marketing communication mix of the millennial customers five out of the
eight communication mix emerged as often preferred by the respondents, which are as follows: Sales and
Promotion, Word-of-Mouth, Personal Selling, Public Relations and Publicity, and Advertising. Meanwhile,
three out of the eight marketing communication mix, which are Interactive Marketing, Events and
Experiences, and Direct Marketing are ‘rarely’ preferred marketing communication mix of the respondents.

Focusing on the most preferred marketing communication mix, Sales and Promotion is the most
predominant choice of the millennial customers. Sales and promotions, the marketing communication mix
with the highest total mean, are often the most preferred marketing communication mix for millennials due to
their unique combination of value-driven priorities and digital engagement habits. This demographic, known
for being budget-conscious partly due to economic challenges like student debt and a competitive job market,
is particularly attracted to the immediate financial benefits that sales and promotions offer (Das, 2021). These
incentives align with millennials' desire for cost efficiency, enabling them to maximize value and make their
budgets stretch further (Llopis-Amords et al., 2019).

The second ‘often’ preferred marketing communication mix of millennials is Word-of-Mouth.
Millennials are known for their desire for authenticity and transparency in their interactions with brands.
Word of mouth, being a naturally occurring form of endorsement, is perceived as genuine and trustworthy. It
aligns with millennials' skepticism of overt marketing tactics and their preference for making informed
decisions based on credible information (Berger, 2014). In essence, word of mouth marketing leverages the
trust millennials have in their personal networks and the authenticity they seek in brand communications,
making it a highly effective tool for influencing this demographic's purchasing behavior (Li et al., 2018).

The third ‘often’ preferred marketing communication mix of millennials is Personal Selling. It
facilitates an immersive and interactive buying experience, essential for millennials who prioritize
authenticity and meaningful engagement over transactional relationships. This method enables sellers to
demonstrate products or services in real-time, adapt their pitch to the individual's reactions, and provide
immediate, customized solutions. Such dynamic interactions are highly valued by millennials, who often seek
validation of their choices through expert advice and personalized recommendations (Olariu, 2016).

The fourth ‘often’ preferred marketing communication mix of millennials is Public Relations and
Publicity. the integration of PR and publicity with digital storytelling techniques and social media influencers
can amplify the impact of these efforts, making them even more appealing to millennial audiences. This
generation values the opinions of influencers and peers, seeing them as more relatable and trustworthy sources
of information. When influencers share a brand's message or when a compelling story goes viral, it not only
increases the brand's visibility but also enhances its credibility among millennials (Ehling et al., 2013).
Moreover, millennials appreciate when brands use PR and publicity to take a stand on social and political
issues, demonstrating a willingness to be part of broader societal conversations. This alignment with their
personal values and the desire to see businesses contribute positively to society encourages millennials to
engage with and support these brands more actively (David, 2013).

The fifth ‘often’ preferred marketing communication mix of millennials is Advertising. Millennials
appreciate advertising that offers utility, such as educational content, tutorials, or interactive tools that add
value beyond the product or service being promoted. This utility can manifest in various forms, from how-to
videos that relate to the product, to interactive apps that enhance the user's lifestyle or knowledge in some
way. Millennials are more likely to engage with and remember ads that help them solve a problem or improve
their lives, not just those that sell. The integration of social causes and sustainability into advertising messages
also strongly appeals to millennials. They prefer brands that not only talk about making a difference but also
actively contribute to social and environmental causes (Arora et al., 2020). Advertising campaigns that
highlight a company's commitment to these causes can significantly boost millennials' perceptions of the
brand, fostering loyalty among a demographic that values action and responsibility. Moreover, millennials
crave authentic, relatable stories in advertising. They want to see real people with real stories, not just
polished models or celebrities (Oumlil & Balloul, 2020).
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Furthermore, the Millennials' ‘rarely’ preferred marketing communication mix, which includes
interactive marketing, events and experiences, and direct marketing, reflect their deep-seated values, digital
native status, and lifestyle choices. While interactive marketing has potential, millennials often find overly
aggressive or poorly executed strategies disengaging, compounded by their concerns over privacy and a desire
for meaningful, non-intrusive engagement (Veiga et al., 2017). Although millennials are inclined towards
unique and engaging experiences, the appeal of events can be dampened by factors like high costs, logistical
inconveniences, and sustainability concerns, alongside a desire for events that offer personal relevance and
align with their digital consumption habits. The effectiveness of these marketing communication strategies
with millennials hinges on their ability to offer authentic, personalized experiences that respect their privacy,
ethical standards, and digital-first nature (Ogbeide et al., 2013). Direct marketing methods, on the other hand,
such as email blasts and cold calls, are typically viewed by millennials as intrusive and impersonal, clashing
with their preference for authenticity and the ease with which they can now filter or block unwanted
communications (Fromm & Garton, 2023).

5. Conclusion

Sales and Promotion can serve as the primary marketing communication mix of businesses who want
millennials as their target market. The age of the respondents ranges from 26 to 45 years old. The respondents
are evenly distributed between male and female sexes providing a non-biased data. The respondents have
varying graduation degrees. The respondents have worked for different number of years.

To conclude, the marketing communication mix are directed towards different millennials by the
businesses in terms of age, sex, level of education, and number of years of work experience. The most
preferred marketing communication mix is Sales and Promotion. Based on mean in different demographics,
Sales and Promotion is prominently preferred by ages between 36 to 40 years old. Based on sex, Sales and
Promotion is more preferred by the male than the female. Furthermore, millennials who are tertiary
undergraduates and millennials with a doctorate degree prefer sales and promotion. In addition, when
respondents are grouped according to working experience, millennials working for 13 years and above prefer
Sales and Promotion. On top of that, based on the grand mean, Direct Marketing has the lowest mean.

Based on the statistical and empirical findings, the following are recommended: millennial customers
should use this study as a medium to find out what marketing communication mix businesses can do that are
more effective and give more value to them as opposed to others. To entrepreneurs, they can utilize this study
as a reference to market their product. This is done so they can grow their business effectively and become
successful. Next, marketing officers can use the information gathered in this study to boost their company’s
overall performance. Lastly, future researchers can use this research as a guide to assist them with their
research if their research problem involves topics related to business or marketing communication related
studies.

Furthermore, based on the results, below are promotional strategies recommended for the top five
preferred marketing communication mix that can be used by current and potential business owners of any
industry. In terms of sales and promotion, companies can utilize bundle deals of complementing products at a
discounted price to cater to millennial customers. For Word-of-mouth marketing, implementing a referral
program can encourage existing customers to refer friends and family by offering incentives or rewards for
successful referrals. It is essential to maintain a data bank of these referrals to monitor the customers who
share their product experiences. Companies should invest in staff who are proficient in creating and managing
referral programs and who can effectively monitor people's feedback on the product. In personal selling, a
company can use a personalized and structured sales script that outlines key points and ensures a polished
sales presentation. This strategy relies on employing skilled conversationalists who can persuade people to
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use or purchase the offered products. For public relations and publicity, engaging with the community
demonstrates a commitment to social responsibility. A business might adopt a specific community to test
product efficiency, which can subsequently promote the product. Finally, in advertising, companies can
benefit from forming associations with influencers or thought leaders within their industry to enhance their
market presence and credibility.
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