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Abstract

Collaboration in creating educational consumer journeys with a focus on creating
meaning has become an increasingly important topic in modern marketing
practice. This approach combines various experiential learning theories with
interactive marketing strategies to produce immersive and meaningful consumer
experiences. This study explores how the integration of these theories not only
increases the relevance of marketing strategies, but also strengthens the
relationship between brands and consumers through a holistic approach. The first
subchapter discusses collaboration theory in marketing and consumer education,
highlighting the importance of cross-disciplinary collaboration between
academics, marketing practitioners, and information technology developers. The
integration of these theories, such as the use of augmented reality (AR) and virtual
reality (VR), allows consumers to interactively explore products or services in
immersive simulated environments. The second subchapter explores the concept
of meaning formation in consumer experience, emphasizing that consumer
decision making is not only based on functional information, but also subjective
interpretations of products or services. Collaboration between academics and
marketing practitioners in guiding consumer experiences can strengthen
understanding of the values and preferences held by consumers. In its conclusion,
this study emphasizes that effective collaboration between academics, marketing
practitioners and information technology developers is the key to increasing the
relevance and effectiveness of marketing strategies in facing an increasingly
dynamic global market. Marketing practitioners need to continue to develop
communication strategies that are sensitive to diverse consumer values and
preferences to build sustainable relationships. The integration of information
technologies, such as AR and VR, drives more interactive and meaningful
consumer experiences, while collaborative approaches to meaning creation deepen
understanding of consumers' emotional and cognitive dynamics. Thus,
collaboration in creating an educational consumer journey not only supports
business growth, but also creates positive values for consumers in understanding
and appreciating the brand more deeply.
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INTRODUCTION
In this modern era, the marketing and education industries face significant

challenges in understanding and influencing consumer behavior. With increasing
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market complexity and consumer behavior dynamics, it is important for marketers
and educators to work together to design educational consumer journeys. This
approach not only focuses on the transaction aspect, but also on creating deep
meaning for consumers. Collaboration between various parties, such as academics,
marketing practitioners and other related parties, is crucial to creating experiences
that are not only interesting but also educational.

The importance of this collaboration lies in the ability to integrate various
perspectives in understanding consumers. The meaning formation perspective
emphasizes how consumers create and construct meaning through their
experiences. This is different from traditional approaches which often focus on
purely functional and commercial aspects. By understanding how consumers
interpret various information and experiences, marketers and educators can design
more effective and relevant strategies.

This collaboration also opens up opportunities for innovation in teaching
and marketing methods. For example, by combining experiential learning theory
with interactive marketing techniques, a more holistic approach can be created.
This not only increases the effectiveness of consumer education but also enriches
the customer experience. The use of digital technology, such as augmented reality
(AR) and virtual reality (VR), can be leveraged to create simulations that allow
consumers to experience products or services in a more immersive context.

In addition, integration between social sciences, psychology and
information technology is key in developing educational consumer journeys.
Social sciences provide an understanding of the social and cultural dynamics that
influence consumer behavior, while psychology helps understand the cognitive
and emotional processes involved in forming consumer decisions. Information
technology, on the other hand, enables in-depth data collection and analysis, as
well as conveying information more effectively and interestingly. Thus,
collaboration in creating an educational consumer journey must cover various
dimensions, from market research, content development, to technology
implementation. Academics can play a role in supplying solid theory and

methodology, while marketing practitioners can provide practical insight and field
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experience. Additionally, technology developers can integrate innovative
solutions that support interactive and engaging learning experiences.

It is important to also pay attention to diversity in this collaboration. Each
group has different backgrounds, expertise and perspectives, which in turn can
enrich the quality and impact of the consumer journey created. Involving
consumers in the design and evaluation process of their journey is also an
important step to ensure that the experiences created are truly relevant and useful
to them.

Additionally, this approach must be flexible and adaptive to changing
consumer needs and preferences. The ever-evolving digital world demands that
marketing strategies and consumer education are always updated and adapted to
the latest trends. This collaboration must be able to respond to these changes
quickly and effectively, so that it remains relevant and able to provide significant
added value for consumers. In order to create an educational consumer journey, it
is important to utilize the various platforms and media available. Social media,
blogs, podcasts and webinars are some examples of platforms that can be used to
convey information and education to consumers. Through engaging and
informative content, consumers can be empowered to make better decisions and
have a deeper understanding of the products or services they choose.

This collaboration must also pay attention to aspects of ethics and social
responsibility. In designing educational experiences, it is important to ensure that
the information conveyed is accurate, not misleading, and useful for consumers.
Honesty, transparency and integrity must be the main principles in every step
taken. In this way, the consumer journey created not only educates but also builds
trust and lasting relationships between consumers and product or service providers.

Overall, collaboration in creating educational consumer journeys is a very
important strategic step. Through this approach, it is hoped that an ecosystem can
be created that supports the formation of meaning for consumers, increases
consumer literacy, and encourages the creation of a more sustainable and
responsible market. By continually developing and updating this approach, we can
ensure that educational consumer journeys are not only relevant but also have a

positive impact for all parties involved.
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METHOD

To understand in depth about collaboration in creating educational
consumer journeys with a meaning formation perspective, the literature study
method can be used as an effective approach. Literature studies make it possible
to explore various relevant secondary sources, such as scientific journals, books,
research reports, and articles from related experts in the fields of marketing,
education, and consumer psychology. This approach makes it possible to collect
and evaluate a variety of existing views and theories related to the interaction
between consumer education and meaning formation.

First, the literature study will begin by collecting relevant sources
regarding the concept of collaboration in the context of marketing and consumer
education. This includes literature on interdisciplinary collaboration theories, such
as the integration of experiential learning theories with interactive marketing
approaches. Through this approach, we will understand how collaboration
between academics, marketing practitioners and other related parties can enrich
consumer experiences and influence the formation of deep meaning.

Second, this method will explore the literature on meaning formation
theory in the consumer context. This literature will include consumer psychology
approaches that discuss cognitive and emotional processes in consumer decision
making. By understanding how consumers interpret information and experiences
to form meaning, a literature study will reveal the importance of integrating these
aspects in the design of educational consumer journeys.

Third, the literature study will investigate the application of information
technology in creating meaningful consumer experiences. This includes literature
on the use of technologies such as augmented reality (AR) and virtual reality (VR)
in consumer education contexts. Through this technology integration, it will be
explored how collaboration between technology developers, academics and
marketing practitioners can produce innovative solutions that support interactive
and in-depth learning for consumers.

Fourth, the literature study method will evaluate the literature on diversity
in collaboration. This includes an approach to understanding how cross-cultural,

cross-disciplinary and cross-expertise collaboration can enrich the quality of the
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consumer journey that is created. By considering the perspectives of various
groups, the literature study will provide insight into how inclusivity and diversity
can increase the relevance and impact of this collaborative approach.

Fifth, this method will conclude with a synthesis and analysis of the
collected literature, to develop a comprehensive framework on collaboration in
creating educational consumer journeys with a focus on creating meaning. In this
analysis, patterns, trends and practical recommendations will be found that can be
taken to support the development of more effective and relevant marketing and
consumer education strategies in the future.

By using this literature study method, it is hoped that we can expand
understanding of how collaboration can influence the formation of meaning in
educational consumer journeys. Apart from that, this method will also provide a
solid foundation for the development of theory and practice in integrating

consumer education with marketing that is oriented towards creating meaning.

DISCUSSION
Collaboration Theory in Marketing and Consumer Education

Developing an educational consumer journey that focuses on creating
meaning requires close collaboration between various related parties, such as
academics, marketing practitioners and information technology developers. This
collaboration aims to integrate experiential learning theories with interactive
marketing strategies to create deeper and more meaningful consumer experiences.
Collaboration theory emphasizes the importance of combining academic
knowledge with practical insights from industry to produce a holistic and effective
approach to consumer education. Based on the literature, cross-disciplinary
collaboration can produce significant innovation in the development of marketing
strategies that are more focused and oriented towards creating meaning for
consumers. The collaborative approach also enables the utilization of new
technologies such as augmented reality (AR) and virtual reality (VR) to create

immersive and interactive simulations in consumer education.
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Table 1: Examples of Integration of Experience-Based Learning Theory in

Interactive Marketing

Learning Theory Applications in
Interactive

Marketing

Collaboration between | Combining consumer
scientific disciplines psychology theory
with information
technology to create
meaningful
experiences for

consumers.

Use of AR and VR Providing interactive
simulations that allow
consumers to explore
products or services

in a more in-depth

and realistic way.

The results of the integration of these theories indicate that effective
collaboration between academics and marketing practitioners can increase the
relevance and effectiveness of consumer education. In the context of meaning
formation, this collaboration opens up opportunities to explore consumer
perceptions and preferences through a structured and in-depth approach.
Literature studies confirm that collaborative theories in marketing and consumer
education can be implemented effectively to overcome the complexity of
consumer behavior. By understanding how consumers interpret information and
experiences through appropriate collaboration, marketing practitioners can design

more relevant and impactful strategies in consumer education.
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Table 2: Examples of Application of Information Technology in Consumer

Education
Information Benefit
Technology
Augmented Reality Enables consumers to
(AR) view and interact with

products in an
engaging virtual

environment.

Virtual Reality (VR) Provides immersive
and realistic
simulations for a
deeper consumer

experience.

The results of this subchapter show that cross-disciplinary collaboration
and the application of information technology can improve the quality and

effectiveness of educational consumer journeys with a focus on meaning creation.

Meaning Formation in Consumer Experiences

The formation of meaning in consumer experiences involves the process
of interpreting and utilizing information by consumers to form perceptions of
certain products or services. Meaning formation theory emphasizes that
consumers not only make decisions based on functional information, but also
based on their interpretation and subjective experience of the product or service.
Through the right collaboration between academics and marketing practitioners,
we can understand how consumer experiences can be guided to create deeper and
more significant meaning. The results of the literature study show that the
integration of meaning formation theory in marketing strategy can improve the
quality of the relationship between consumers and brands.

This approach also allows marketing practitioners to better understand the

emotional and cognitive dynamics that influence consumer purchasing decisions.
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Collaboration between academics and marketing practitioners in the formation of
meaning can also produce more effective and authentic communication strategies,
which respect the uniqueness and diversity of consumer perceptions. By
understanding the process of meaning formation by consumers, marketing
strategies can be designed to be more responsive to consumers' preferences and
values. Overall, this subchapter emphasizes that collaboration in creating
educational consumer journeys with a focus on creating meaning can improve the
quality and relevance of marketing strategies in facing an increasingly dynamic

market.

Integration of Information Technology in Consumer Education

The integration of information technology, such as augmented reality (AR)
and virtual reality (VR), plays an important role in creating more immersive and
interactive consumer experiences. AR technology allows consumers to view and
interact with products or services in an engaging and realistic virtual environment.
Meanwhile, VR provides an immersive simulation experience and allows
consumers to experience products or services directly in a controlled context. The
results of using this technology show an increase in the level of consumer
engagement and understanding of the products or services offered.

Collaboration between technology developers, academics, and marketing
practitioners enables the development of innovative solutions that support more
interactive and meaningful consumer education. Literature studies show that the
use of information technology in consumer education can reduce the gap between
the information received and consumers' practical experience of products or
services. By utilizing this information technology, marketing practitioners can
create more interesting and relevant experiences for consumers, which in turn
increases consumer satisfaction and loyalty. Thus, this subchapter highlights that
the integration of information technologies, such as AR and VR, can increase the

effectiveness of consumer education in the context of meaning formation.
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Diversity and Inclusivity in Consumer Education Collaboration

Collaboration in creating educational consumer journeys must also pay
attention to diversity and inclusivity in the approach taken. Diversity in
collaboration includes the different perspectives, backgrounds and experiences of
the parties involved, including consumers themselves. By considering this
diversity, collaboration can produce more holistic and relevant solutions that meet
consumers' diverse needs and preferences.

Literature studies show that inclusivity in collaboration can increase trust
and quality of relationships between brands and consumers, because it takes into
account the values valued by each individual. Inclusive collaboration also makes
it possible to build stronger consumer trust and loyalty, because consumers feel
valued and represented in the process of shaping the consumer experience.
Integrating diversity in collaboration also creates opportunities to understand
more deeply the social and cultural dynamics that influence consumer behavior in
various contexts.

By understanding and appreciating this diversity, marketing practitioners
can design communications strategies that are more sensitive and responsive to
the different needs and values of consumers. Cross-disciplinary and cross-cultural
collaboration can also broaden the scope of research and development in
consumer education, thereby covering a wider and more diverse range of market
segments. The results of inclusive collaboration demonstrate an increase in
acceptance and adoption of more sustainable and responsible marketing strategies
in an increasingly connected global marketplace. Thus, this subchapter
emphasizes that collaboration in creating educational consumer journeys must
consider and strengthen diversity and inclusivity as key components to achieve
long-term success. The conclusion of this subchapter is that integrating diversity
in collaboration is not only important to increase the relevance and effectiveness
of consumer education, but also to build a strong foundation in creating

sustainable relationships between brands and consumers.

Kisa Institute, Volume 1, No. 8, July, 2024 www.Kisainstitute.com 9



http://www.kisainstitute.com/

KISA

CONCLUSION

Based on the results and discussion that have been described, collaboration
in creating an educational consumer journey with a focus on creating meaning is a
crucial approach in strengthening the relationship between brands and consumers.
The integration of experience-based learning theory, interactive marketing
strategies, and information technology such as augmented reality (AR) and virtual
reality (VR) makes a significant contribution to improving the quality of
consumer experiences. Collaboration across disciplines and inclusivity in
approach also play an important role in accommodating the diversity of consumer
values and preferences. As a suggestion, marketing practitioners need to continue
to develop cross-sector collaboration to provide a more holistic and responsive
approach to increasingly complex market dynamics. Strengthening understanding
of consumer meaning formation through a collaborative approach is also expected
to produce more effective and profitable communication strategies, which will

ultimately increase consumer satisfaction and loyalty on an ongoing basis.
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