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Abstract

This research aims to study the relationship between 360-degree integrated marketing
communications and customer perception of the solar cell business. The target population and the
sample for this study are customers in the solar energy/solar cell business, who represent the
consumer group. The sample size was determined using Cochran's formula for an unknown
population size. Employing simple random sampling (SRS), the required sample size for the study was
established at 385 respondents. The instrument employed to gather primary data was a survey
questionnaire. The statistics used for data analysis included descriptive statistics, namely percentage,
mean, and standard deviation, and inferential statistics, specifically the analysis of the coefficient
correlation.

The research findings indicated that the overall mean level of opinion regarding 360-degree
Integrated Marketing Communication (IMC) was at the highest level, with a mean score of (>?= 4.43,
S.D. = 0.54). The dimension with the highest mean score was the Research dimension. The overall
mean level of customer perception was found to be at the highest level, with a mean score of
(x= 4.41, S.D. = 0.57) The dimension with the highest mean score was Personal Experience.
The overall correlation analysis results showed a high level of correlation, which was statistically
significant (Sig.= < 0.001). This finding leads to the acceptance of Hypothesis H,, which states that
360-degree Integrated Marketing Communication has a statistically significant positive correlation with
customer perception in the solar cell business. The strongest correlation with customer perception
was found between Need and Sensory Experience (r = 0.761), followed by Communication Channel
and Sensory Experience (r = 0.752), and Communication Channel and Public Relations (r = 0.746).
This implies that the creation of effective 360-degree Integrated Marketing Communication (IMC) can

lead to enhanced customer perception in the solar cell business, resulting in increased purchases.
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