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DIGITAL CONTENT IDEATION 

 
 

1. INTRODUCTION 

 
As we progress into digitization, the market has also been changing tremendously in 

the advertising world. The advent of Internet and social media has shifted the brand 

communication landscape, where everything and everyone has become online, from 

acquiring information to buying products or services via e-commerce sites or social 

media platforms. This purchasing trend has led to the importance of social media 

marketing and advertising in the online realm, especially, due to our current condition 

of the Covid-19 pandemic, where people need to be socially distanced and stay at 

home. Thus, entrepreneurs need to overcome this competitive business environment 

by planning and executing the right, differentiated and wanted digital creative 

strategies for their content and messages. 

 

 

2. OBJECTIVES 

 
The objective of this course is to expose and nurture participants on the principles 

and strategies of digital content ideation that are creative and effective in attracting 

and attaining customers, as well as in achieving the marketing communication 

objective. This course aims to develop participants who are all-rounded in terms of 

thinking analytically, critically and creatively to build effective creative strategies for a 

certain organization or brand.  

 

 

3. CONTENTS 

 
Participants will first learn the key principles and strategies in developing creative 

content for digital platforms in this module. Students will then begin with the Big Idea 

to craft content for cross-channel media tailored to specific target audiences in 

engaging conversations and fostering purchasing behaviour. Students will then 

analyse the various creative approaches in communicating with the targeted 

audience. Among the social media platforms that will be used are Facebook and 

Instagram. 
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4. METHODOLOGY 

 
Interactive lecture, hands-on exercise, discussion  

 

 

5. SUITABLE FOR 

 
Working professionals, entrepreneurs, students, academics or any individuals who 

have interests in making their brands or products differentiated and wanted in the 

market. 

 

 

6. DURATION 

 
2 days / 8 hours 
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7. TRAINERS’ PROFILE 

 
DR. NUR ATIKAH A RAHMAN 

 
 Dr. Nur Atikah A Rahman is a senior lecturer at the School 

of Communication, Universiti Sains Malaysia. She has 

obtained her Ph.D. in Mass Communication from Universiti 

Putra Malaysia and received a Bachelor of Communication 

(Persuasive Communication) and Master of Arts in 

Communication (Advertising Strategy) from Universiti 

Sains Malaysia. She has been teaching on subjects such 

as Promotional Writing, Message Design in Integrated Marketing Communication, 

Persuasive Communication Final Year Project, Communication Theory, Writing for 

the English Media and other communication subjects. In June 2020, she has also 

attained the Foundation Certificate from the Institute of Practitioners in Advertising 

(IPA), Incorporated by Royal Charter, UK in association with 4As Malaysia. 

 

Professionally, she has previously worked as a Copywriter at several private 

advertising and branding agencies before pursuing her studies for the academia 

world. Having acquiring vast experiences in advertising for prominent local and 

international brands, she is passionate in offering her expertise and knowledge to 

students. Currently at USM, she is also actively involved in internal communication 

and rebranding effort projects. She has also received internal grant in pursuing 

research works. 

 

Her research interests lie in advertising, branding, research trends and social media. 

Her Ph.D. research was on the theoretical analysis of social media research in 

Malaysia, looking into the research trends and status. The focus of her current 

research explores on the role of social media influencers in purchase intentions and 

brand loyalty; self-branding in social media realm as well as creative message 

strategies in social media. 

 

She has presented her research works at various international conferences and 

received a number of best paper and presentation awards. Moreover, she has also 

published in various journals such as Malaysian Journal of Communication, 

SEARCH Journal of Media and Communication Research, Global Business and 

Management Research: An International Journal, International Journal of Academic 

Research in Business and Social Sciences, Pertanika Journal of Social Sciences & 

Humanities, Forum Komunikasi, Human Communication Journal and others. 

 


