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Abstract: Digital transformation requires marketing educators to connect concepts with 

industrial practice. This community service program at Karangkraf Malaysia used preparation, 

academic–industry discussion, an industrial visit, knowledge sharing, reflective evaluation, and 

follow-up planning. Academics presented digital marketing and creative-industry concepts, 

while practitioners explained publishing management and business practices. Participants 

observed editorial work, design, printing, and distribution and discussed social media, product 

innovation, and publishing business models. Immediate outputs included practical insights, 

initial institutional communication, publication materials, and curriculum recommendations. 

Competency development is reported qualitatively, without measured learning gains. The 

program connected marketing knowledge with publishing operations and initiated continuing 

academic–industry cooperation. 

 

Keywords: digital marketing competencies, industry-based learning, publishing and printing, 

community service, academic–industry collaboration. 

 

Indonesian Abstract: Transformasi digital menuntut pendidik pemasaran menghubungkan 

konsep dengan praktik industri. Program pengabdian kepada masyarakat di Karangkraf 

Malaysia dilaksanakan melalui persiapan, diskusi akademik–industri, kunjungan industri, 

berbagi pengetahuan, evaluasi reflektif, dan perencanaan tindak lanjut. Akademisi 

menyampaikan konsep pemasaran digital dan industri kreatif, sedangkan praktisi menjelaskan 

manajemen penerbitan dan praktik bisnis. Peserta mengamati proses editorial, desain, 

pencetakan, dan distribusi serta mendiskusikan media sosial, inovasi produk, dan model bisnis 

penerbitan. Luaran langsung mencakup wawasan praktis, komunikasi awal antarlembaga, 

bahan publikasi, dan rekomendasi kurikulum. Pengembangan kompetensi dilaporkan secara 

kualitatif tanpa pengukuran peningkatan belajar. Program ini menghubungkan pengetahuan 

pemasaran dengan operasional penerbitan dan merintis kerja sama akademik–industri 

berkelanjutan. 
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Kata kunci: kompetensi pemasaran digital, pembelajaran berbasis industry, penerbitan dan 

percetakan, pengabdian kepada masyarakat, kolaborasi akademik–industry. 

 

 

INTRODUCTION 

Publishing and printing connect creative content, production capacity, distribution, and 

relationships with readers. Digital marketing in this setting requires an understanding of how a 

publication is developed and delivered, as well as how it is promoted. Accounts of publishing 

change and international publishing statistics provide the sectoral context for this connection 

(Phillips & Clark, 2025; Thompson, 2021; World Intellectual Property Organization, 2023). 

Creative-economy and cultural-policy reports also place skills, collaboration, and the 

circulation of creative works within wider development concerns (UNCTAD, 2024; UNESCO, 

2022). 

Marketing education therefore needs opportunities for educators to encounter industrial 

practice directly. Digital transformation involves organizational processes and business 

models, while social media strategy requires decisions about audiences, content, and 

relationships (Hanelt et al., 2021; Kraus et al., 2022; Li et al., 2021; Verhoef et al., 2021). 

Digital marketing textbooks explain the integration of these decisions across channels and 

customer journeys (Chaffey et al., 2025; Kingsnorth, 2025). An industrial visit can supply a 

concrete setting in which academic knowledge is discussed with the practitioners who manage 

those processes. 

The community service team from Universitas Pamulang conducted academic–industry 

discussions, an industrial visit, and knowledge-sharing activities with Karangkraf Malaysia. 

The activity responded to the need to connect marketing concepts with the working practices 

of a publishing and printing company. Its initial implementation was reported by Ismail, and 

Latif (Ismail et al., 2026). The present manuscript focuses on the activities undertaken and their 

contribution to digital marketing learning within that Karangkraf engagement. 

The program treated academics and industry practitioners as a professional community 

exchanging complementary knowledge. Research on academic engagement helps explain the 

value of direct interaction, while experiential learning emphasizes the connection between 

experience and reflection (Morris, 2020; Perkmann et al., 2021). The objectives were to 

exchange knowledge on digital marketing in publishing, connect marketing concepts with the 

production and distribution processes observed at Karangkraf, and identify practical 

educational follow-up. Competency development here refers to the qualitative enrichment of 

professional understanding rather than a certified or statistically measured improvement. 

 

METHODS 

The program used a collaborative community service approach at Karangkraf, No. 1, 

Jalan Renggam 15/5, Off Persiaran Selangor, Seksyen 15, Shah Alam, Selangor, Malaysia. It 

involved the Universitas Pamulang community service team and Karangkraf management and 

practitioners. The activity took place in 2026. (Ikatan Dosen Republik Indonesia Provinsi 

Banten, 2026; Ismail et al., 2026; Universitas Pamulang, 2026). 

Preparation consisted of internal team coordination, communication with the partner, 

allocation of responsibilities, preparation of discussion materials, and arrangements for the 

visit. The team gathered introductory information about Karangkraf to connect the academic 

contribution with the partner’s publishing and printing activities. The focus was agreed around 

digital marketing, creative-industry development, publishing operations, and opportunities for 

academic–industry cooperation. 
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Implementation combined presentations and interactive discussion with direct 

observation of industrial operations. The academics presented digital marketing concepts and 

opportunities for creative-industry collaboration. Karangkraf practitioners shared publishing 

management and business experience. Participants visited operational facilities and observed 

editorial work, design and layout, printing, and distribution. Knowledge sharing addressed 

digital technology in marketing, social media strategies, product innovation, and modern 

publishing business models. The sequence allowed discussion of marketing to be related to the 

company’s operational context. 

Evaluation took the form of reflective discussion with the partner and qualitative 

participant feedback on the usefulness of the activity. Follow-up comprised reporting, 

preparation of publication material, curriculum recommendations, and discussion of possible 

guest lectures, internships, and joint research. The available evaluation information is 

qualitative and contains no standardized questionnaire results, individual competency scores, 

or commercial performance measures. Participant numbers and the detailed attendance register 

require author confirmation. The implementation logic is consistent with experience-based 

professional learning and reciprocal engagement (Aláez et al., 2022; Cruz Gutierrez, 2026; 

Zegwaard & Pretti, 2023). 

 

RESULTS AND DISCUSSION 

Preparation and Academic–Industry Exchange 

The preparatory work brought the academic contribution and the partner’s industrial 

experience into a shared agenda. Digital marketing and creative-industry development 

provided the entry point, while publishing management and printing operations supplied the 

practical setting. This alignment was important because the service involved discussion with 

an established industry partner whose knowledge extended beyond promotional techniques. 

Karangkraf’s own company information identifies publishing and media activities as part of its 

organizational context (Karangkraf, n.d.). 

The team opened the activity with academic–industry discussion. Academics presented 

concepts of digital marketing, development of the creative industry, and collaboration between 

higher education and business. Karangkraf management explained publishing practices, 

management systems, and business strategies used in responding to competition. This was a 

two-way exchange: the academic team contributed conceptual perspectives, and the partner 

supplied operational experience. The initial output was a common basis for discussing how 

marketing knowledge relates to an actual publishing organization. 

The discussion connected marketing with the creation and delivery of value. Publishing 

products require decisions about content, audience, presentation, and availability; promotion 

must be understood in relation to those decisions. The marketing mix provides a useful 

language for this connection. Research on student entrepreneurial products illustrates the 

educational use of product, price, place, and promotion, although its findings cannot be 

transferred directly to Karangkraf’s customers (Ismail et al., 2025). Marketing 5.0 further 

places technology within a broader account of customer value (Kotler et al., 2021). 

The contribution of this stage lay in making classroom concepts available for professional 

dialogue. An industry presentation also exposed the academics to practical considerations that 

can be absent from a textbook example. Work-integrated learning research supports connecting 

education with professional contexts, but distinguishes different forms and intensities of 

participation (Jackson & Dean, 2023; Jackson & Rowe, 2023). The short activity contributed 

an initial experience of industry-based learning and knowledge exchange. 
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Direct Observation of Publishing and Printing Operations 

The activity continued with a visit to Karangkraf’s facilities. Participants observed the 

operational sequence from editorial work and design to printing and distribution. This direct 

encounter placed marketing within the production system that makes a publishing promise 

deliverable. It also allowed the team to discuss the relationship between creative decisions, 

production processes, and market-facing activities. Table 1 summarizes the observed areas and 

their relevance to marketing education. 

 
Table 1. Industrial processes encountered and their relevance to marketing learning 

Observed area Activity encountered Marketing learning relevance 

Editorial Observation of the editorial stage Understanding content as the basis of the publication’s 

value proposition 

Design and 

layout 
Observation of design and layout 

processes 
Connecting presentation and product identity with 

audience communication 

Printing Observation of printing operations 

and production technology 
Relating product promises to quality and operational 

delivery 

Distribution Explanation and observation of the 

distribution stage 
Connecting market access with the availability of 

publishing products 

Source: Activities reported in the Karangkraf program; marketing relevance is the author’s pedagogical 

interpretation (Ismail et al., 2026). 
 

 
Figure 1. Participants attending the activity in Karangkraf’s office 

Source: Photograph reproduced from the Karangkraf community service report. 
 

Editorial observation supplied a concrete reminder that digital communication depends 

on the content being offered. A publication’s subject, purpose, and intended readership shape 

the message that can be communicated. The encounter placed the production of content within 

participants’ understanding of marketing. Publishing literature similarly connects editorial 

decisions with the wider business of bringing content to readers (Phillips & Clark, 2025; 

Thompson, 2021). 

Design and printing observations connected communication with product execution. 

Visual presentation forms part of the product encountered by an audience, while the printing 

stage makes operational capability visible. From an educational perspective, the sequence 

helped position marketing alongside the work of other functions. The discussion of integrated 
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management was therefore relevant to how educators explain coordination between promotion, 

creative work, and delivery. Digital transformation research also treats organizational 

integration as a central issue (Hanelt et al., 2021; Verhoef et al., 2021). 

Distribution completed the connection between production and market access. A 

promotional message can generate interest, but access to the product remains part of customer 

value. The educational implication of the observed sequence is that digital marketing teaching 

should connect communication channels with the product and its route to users. Platform 

research and digital content marketing studies provide useful perspectives for interpreting these 

relationships (Rangaswamy et al., 2020; Terho et al., 2022). 

The studio photograph shows participants in a professional media setting during the 

program. Together with the operational visit, this encounter situated digital communication 

within the wider publishing and media environment. Its value as a learning resource comes 

from the real setting and the accompanying practitioner explanations. The photograph provides 

a concrete visual record of the professional setting and participants’ involvement. 

 

Knowledge Sharing on Digital Marketing and Publishing Innovation 

The interactive session addressed four stated topics: digital technology in publishing 

marketing, social media marketing strategies, innovation in creative-industry products, and 

modern publishing business models. The academics and practitioners exchanged perspectives 

on these topics in relation to industry practice. This discussion broadened the visit beyond an 

introduction to machinery by connecting operational experience with the marketing and 

management questions relevant to the participants. 

Social media was a substantive topic in the exchange. Its educational relevance lies in 

decisions about which audience is addressed, what content is useful, and how communication 

supports a relationship over time. Social media research and teaching texts distinguish a 

strategy from the isolated act of posting content (Dwivedi et al., 2021; Li et al., 2021; Tuten, 

2024). The program’s discussion gave academics an industry context for these decisions. 

The relationship between communication and commercial outcomes requires similar 

care. Research has investigated connections between social media activity, website traffic, 

orders, and sales, but these outcomes depend on the setting and the measures used (Dolega et 

al., 2021). Business-to-business studies further explain the strategic role of social media and 

the importance of content across a customer journey (Cartwright et al., 2021; Terho et al., 

2022). These studies help explain the educational value of relating social media decisions to 

clearly specified organizational objectives. 

Trust provides another useful interpretation of the marketing discussion. Research by 

Ismail, Sova, and Ahamed examines trust in relation to reviews, website quality, price 

perceptions, and purchase decisions (Ismail, Sova, et al., 2026). In the Karangkraf setting, this 

perspective highlights the educational importance of accurate information and credible product 

communication. The practical contribution was access to a publishing context in which such 

concepts could be considered. 

The exchange on product innovation and business models helped position digital 

marketing within organizational change. Publishing faces questions about content formats, 

ways of reaching readers, and the relationship between established operations and digital 

opportunities. Reviews of digital transformation and management research explain why these 

questions involve strategy and organizational adaptation (Hanelt et al., 2021; Kraus et al., 

2022). The program created a forum for discussing these questions with practitioners. 

The discussion also has implications for content planning. Research on timely delivery 

of business-to-business content connects the usefulness of a message with its place in a 

customer’s journey (Salonen et al., 2024). For teaching, the publishing visit supplies examples 

of how content creation and distribution can be discussed together. The resulting 
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recommendation is to teach content decisions alongside the product and audience context. This 

recommendation follows from the connection between the visit and the knowledge-sharing 

session. 

Other community service experience helps place the social media topic in perspective. 

Asri and colleagues reported marketing activity for healthy food products in a school canteen 

(Asri et al., 2025). The setting differs from professional publishing, but both activities bring 

marketing concepts into contact with a specific product and community. The relevant 

connection is the value of contextual knowledge exchange. Comparison therefore concerns the 

value of contextual learning in different service settings. 

 

Contribution to Digital Marketing Competencies 

The principal learning contribution was a more concrete understanding of the relationship 

between digital marketing and publishing operations. Participants encountered practitioners’ 

explanations, observed work processes, and discussed marketing-related issues in the industry 

setting. The earlier implementation report describes broader participant insights and 

competencies (Ismail et al., 2026). In this manuscript, that result is interpreted as qualitative 

professional learning, because individual baseline scores and post-activity performance records 

are unavailable. 

 
Table 2. Activities completed and the corresponding qualitative learning contribution 

Completed activity Learning contribution Extent of the reported result 

Academic–industry 

discussion 
Connecting digital marketing concepts with 

publishing management 
Exchange of concepts and practitioner 

experience 

Industrial visit Understanding the operational setting of 

marketing decisions 
Direct exposure to editorial, design, 

printing, and distribution 

Interactive knowledge 

sharing 
Relating social media and innovation to a 

specific industry 
Discussion-based enrichment of 

professional understanding 

Cooperation discussion Identifying ways to continue industry-based 

learning 
Initial communication and proposed 

educational cooperation 

Source: Implementation activities and qualitative outputs of the program (Ismail et al., 2026). 
 

Recent competency literature helps identify why these experiences matter. Empirical 

work on digital marketing competencies and studies using job postings point to the need for 

education that responds to professional requirements (Gonela et al., 2025; Minga & Przybylska, 

2024). Research on university marketing courses likewise raises questions about the provision 

of digital skills (Spada et al., 2022). The Karangkraf activity contributes a professional context 

for curriculum reflection, while these studies supply a wider rationale for translating that 

experience into teaching. 

Digital competence also includes understanding information, communication, and 

responsible participation. DigComp 2.2 and the OECD Skills Outlook provide broader 

reference points for such learning (OECD, 2025; Vuorikari et al., 2022). Research on 

connectivity capabilities and heuristic thinking among marketing students adds a student-

learning perspective (Ru-Zhue et al., 2025). The activity itself involved academic and industry 

participants; a direct improvement in student performance would require subsequent teaching 

and assessment. 

Measurement literacy is an appropriate next step. Digital marketing literature describes 

performance metrics and the role of data, while research on social media demonstrates the need 

to specify which outcome is being considered (Dolega et al., 2021; Saura, 2021). The service 

team’s exposure to industry can inform future lessons about interpreting such metrics. Future 
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educational follow-up can connect this professional exposure with practical exercises in 

selecting and interpreting appropriate measures. 

The rapid development of artificial intelligence creates another follow-up need for 

educators. Marketing studies discuss strategic uses of artificial intelligence, consumer 

experience, and generative systems (Grewal et al., 2025; Huang & Rust, 2021; Puntoni et al., 

2021). Education guidance emphasizes responsible use (Miao & Holmes, 2023).  

These sources support a recommendation to extend future professional development to 

critical evaluation of such tools. This is a future development priority extending beyond the 

topics delivered during the Karangkraf session. 

 

Institutional Outputs and Continuing Cooperation 

The program established initial communication between the academic team and the 

industry partner. Discussion addressed possible international guest lectures, student 

internships, joint research, and an industry-informed curriculum. The activity also generated 

publication materials and curriculum recommendations. These are immediate service outputs: 

a professional exchange took place and possible avenues for continuation were identified. Their 

completion as later programs requires separate agreements, scheduling, and implementation. 

 

 
Figure 2. Presentation of community service documents by the academic team and Karangkraf  

Source: Photograph reproduced from the Karangkraf community service report. 
 

The photograph records the community service document interaction described in the 

earlier report as document signing. It supports the account of institutional engagement. The 

institutional result was initial cooperation and communication. Academic engagement 

literature supports treating the relationship as a continuing process involving the exchange of 

knowledge and the coordination of expectations (Perkmann et al., 2021). 

The curriculum recommendation is to connect digital marketing teaching with authentic 

publishing processes. This can help academics explain how content, design, production, and 

distribution relate to communication with audiences. Studies on employability and work-

integrated learning provide reasons to continue such connections over time (Jackson & 

Bridgstock, 2021; Zegwaard & Pretti, 2023). Guest lectures and internships were identified as 

opportunities for subsequent implementation. 

Regional developments make continuing exchange relevant. The ASEAN digital agenda 

and Malaysian statistics on enterprise use of information technology and e-commerce supply a 

wider policy and business context (ASEAN Secretariat, 2021; Department of Statistics 

Malaysia, 2026). They support the relevance of continuing professional updating. Within 

higher education, digital education policy also emphasizes the need for coherent educational 

ecosystems rather than the isolated introduction of technology (OECD, 2023). 
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Reflective Evaluation and Community Service Value 

Reflective discussion and participant feedback formed the program’s evaluation 

approach. The implementation report identifies broader industry insight, knowledge transfer, 

and opportunities for cooperation as its qualitative results. No verbatim feedback, respondent 

distribution, or numerical rating is available for presentation. The defensible conclusion is that 

the activity provided direct professional interaction and industry exposure and generated 

educational follow-up ideas. The magnitude and durability of individual competency change 

remain unmeasured. 

The community served directly comprised the participating academics and industry 

practitioners. The service contribution was reciprocal access to knowledge: academics 

contributed marketing and educational perspectives, and practitioners shared industry 

experience. Service-learning literature places attention on reciprocity and institutional 

continuity (Aláez et al., 2022; Cruz Gutierrez, 2026). In this program, those concerns point 

toward maintaining the professional relationship and checking that any later academic activity 

also responds to the partner’s interests. 

The international setting added an opportunity to encounter professional practice across 

national contexts. Research on intercultural collaboration and internationalization for society 

provides a rationale for connecting international engagement with educational and community 

purposes (de Wit & Altbach, 2021; Guillén-Yparrea & Ramírez-Montoya, 2023; Jones et al., 

2021). The activity supported cross-border contact and professional exchange. Its public value 

should therefore be expressed through the actual exchange and the educational work it can 

subsequently inform. 

The distinctive contribution of the program was the connection of digital marketing 

discussion with direct exposure to the publishing workflow and initial institutional cooperation. 

This combination gave the academic team a concrete industry reference for professional 

learning and curriculum recommendations. Continuing it requires partner participation, 

accessible learning opportunities, and assessment appropriate to any future teaching program. 

The broader educational purpose is consistent with the emphasis on cooperation and shared 

knowledge in the Futures of Education report (International Commission on the Futures of 

Education, 2021). 

 

CONCLUSION AND RECOMMENDATIONS 

Conclusion 

The Karangkraf community service program carried out academic–industry discussion, 

observation of publishing and printing operations, interactive knowledge sharing, and initial 

cooperation development. These activities connected digital marketing concepts with editorial, 

design, production, and distribution practices. The immediate contribution was qualitative 

professional learning, publication material, and recommendations for industry-informed 

education. The program thus addressed its objectives through direct engagement with the 

partner and identified practical opportunities to continue the relationship. 

 

Limitations 

The short activity did not measure individual competencies before and after participation 

or track later teaching, business performance, or student outcomes. The exact implementation 

date and attendance details require confirmation. The results concern the participants and 

setting of this program and cannot establish a causal effect on digital marketing performance. 

 

Recommendations 

The team and partner should translate the identified cooperation opportunities into a 

jointly agreed follow-up plan. Future activities should retain direct practitioner interaction, 
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introduce a small applied learning task where appropriate, and assess its completion with a 

clear rubric. Attendance, session materials, consent for photographs, and follow-up actions 

should be recorded so that later competency and institutional outcomes can be reported 

accurately. 
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