
 
 

 
 
 

 
 

THE IMPACT OF PROMOTIONAL ACTIVITIES TO CUSTOMER'S 
PURCHASING BEHAVIOUR FOR PEMASARAN MELAKA SDN. BHD. 

 
 
 
 
 
 

RIDZWAN HAFIDZ BIN ROSLI 
2012427946 

 
 
 
 
 
 
 
 
 

BACHELOR IN BUSINESS ADMINISTRATION  
WITH HONOURS (MARKETING) 

FACULTY OF BUSINEESS MANAGEMENT  
UNIVERSITI TEKNOLOGI MARA 

BANDARAYA MELAKA 
 
 
 
 
 
 

JULY 2014 
 
 
 



 
 
 

THE IMPACT OF PROMOTIONAL ACTIVITIES TO CUSTOMER'S 
PURCHASING BEHAVIOUR FOR PEMASARAN MELAKA SDN. BHD. 

 

 

 

RIDZWAN HAFIDZ BIN ROSLI 

2012427946 

 

 

 

Submitted in Partial Fulfilment of the 

Requirement for the 

Bachelor of Business Administration with Honours (Marketing) 

 

 

 

FACULTY OF BUSINESS MANAGEMENT 

UNIVERSITY TECHNOLOGY OF MARA 

MELAKA CITY CAMPUS 

 

 

 

 

JULY 2014



 i 

 
DECLARATION OF ORIGINAL WORK 

 
 
 

 
 

 
 

BACHELOR OF BUSINESS ADMINISTRATION  
WITH HONOURS (MARKETING) 

FACULTY OF BUSINESS MANAGEMENT 
UNIVERSITI TEKNOLOGI MARA 

"DECLARATION OF ORIGINAL WORK" 
 
 
 

I, _______________________________, (I/C Number: _______________ ) 
 
 
Hereby, declare that:  
 
 

• This work has not previously been accepted in substance for any 
degree, locally or overseas, and is not being concurrently submitted 
for this degree or any other degrees. 

 
 

• This project-paper is the result of my independent work and 
investigation, except where otherwise stated. 

 
 

• All verbatim extracts have been distinguished by quotation marks 
and sources of my information have been specifically 
acknowledged. 

 
 
 
 
 
Signature:_________________________     Date:______________________ 

 



 ii 

 

LETTER OF SUBMISSION 
 
 
 
 

July 6th 2014 
 
The Head of Program 
Bachelor of Business Administratin (Hons) Marketing 
Faculty of Business Management 
University Teknologi MARA 
Kampus Bandaraya Melaka 
110 Off Jalan Hang Tuah 
73500 Melaka 
 
 
 
Dear Sir, 
 
 
 
SUBMISSION OF PROJECT PAPER 
 
 
 
Attached is the project paper tittle “THE IMPACT OF PROMOTIONAL ACTIVITIES 
TO CUSTOMER'S PURCHASING BEHAVIOUR FOR PEMASARAN MELAKA 
SDN. BHD” to fulfill the requirement as needed by the Faculty of Business 
Management, Universiti Teknologi MARA. 
 
 
 
Thank you. 
 
 
 
 
Yours sincerely, 
 
 
 
 
 
Ridzwan Hafidz bin Rosli 
2012427946 
Bachelor of Business Administration (Hons) Marketing 
 

 

 

 

 



 ix 

ABSTRACT 

 

Pemasaran Melaka Sdn Bhd is a company that market Melaka products. During the 

first few years of its establishment, the customer accepted Pemasaran Melaka 

positively by the local authority. However, in the recent years, the acceptances of 

Pemasaran Melaka were slightly reduced. According to managing director of PMSB, 

this could due to low of promotional activities conducted by PMSB compared to when 

it was first established. Thus, this research is to study on how promotional activities 

conducted by PMSB will influence the purchasing behavior of its customer.   

 

The objective of this study is to determined level purchasing behavior of customer at 

PMSB, to determine the relationship between promotional activities and purchasing 

behavior at PMSB, to investigate which promotional is most influence purchasing 

behavior at PMSB and to give the recommendation to the company on promotional 

tools they can use in time to come. 

 

As for the research methodology, or the research design, descriptive, exploratory 

and conclusive research will be used. For the sampling technique, convenience 

sampling (non-probability sampling) will be used where the researcher will distribute 

80 questionnaires to customer of PMSB. Reliability test, frequency, descriptive,  

correlation and regression has been used in this study to get the data from the 

questionnaire. 

 

Lastly, for the findings, the result shows Personal Selling is the most effective tool 

while Public Relation is the least effective tool. The research also provides some 

recommendation to PMSB to improve their promotion efforts to become more 

effective. All the data gathered from the questionnaire will be analyzed using Statistic 

Package for Social Science (SPSS) version 20.0. 
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