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Nama             : Evelyn Friscilla Christy 

NIM             : 55224110032 

Program Studi            : Magister Ilmu Komunikasi 

Judul Tesis              : Analisis Strategi Influencer Marketing O’Sweet Singapore 

Dalam Kerangka Integrated Marketing (IMC) Untuk 

Meningkatkan Brand Awareness (Studi Kasus Pada 

Influencer Chitra YN). 

Pembimbing : Dr. Ira Purwitasari, M.I.Kom 

 

 

Penelitian ini dilatarbelakangi oleh kondisi brand awareness O’Sweet 

Singapore yang masih rendah di tengah persaingan industri perawatan rambut yang 

semakin kompetitif. Penelitian ini bertujuan untuk menganalisis strategi influencer 

marketing yang dilakukan O’Sweet Singapore melalui influencer Chitra YN dalam 

kerangka Integrated Marketing Communication (IMC) untuk meningkatkan brand 

awareness. Penelitian ini menggunakan teori Komunikasi Pemasaran, Integrated 

Marketing Communication (IMC), Influencer Marketing dan Brand Awareness. 

Paradigma yang digunakan adalah konstruktivisme dengan pendekatan kualitatif 

deskriptif melalui metode studi kasus. Data diperoleh melalui wawancara 

mendalam, observasi, dan dokumentasi terhadap aktivitas komunikasi pemasaran 

O’Sweet Singapore. Informan penelitian terdiri dari dua informan internal, yaitu 

Brand Manager dan KOL Specialist O’Sweet Singapore, satu influencer yaitu 

Chitra YN, serta dua konsumen O’Sweet Singapore. Analisis data dilakukan 

dengan model Miles dan Huberman melalui tahapan reduksi data, penyajian data, 

dan penarikan kesimpulan. Untuk memastikan keabsahan data penelitian ini 

menggunakan triangulasi teknik dan triangulasi sumber.  

Hasil penelitian menunjukkan bahwa strategi influencer marketing O’Sweet 

Singapore dilakukan melalui tahapan perencanaan, pelaksanaan, dan integrasi 

dalam kerangka IMC. Pada tahap pelaksanaan, influencer berperan tidak hanya 

sebagai penyampai pesan, tetapi juga sebagai penerjemah pesan merek melalui 

storytelling dan pengalaman personal yang disesuaikan dengan karakteristik 

audiens. Strategi tersebut terintegrasi dengan beberapa elemen IMC, yaitu 

advertising, sales promotion, electronic word of mouth (eWOM), interactive 

marketing, direct marketing, serta events and experiences. Strategi influencer 

marketing berkontribusi terhadap pembentukan brand awareness melalui brand 

recognition dan brand recall yang didukung oleh relevansi pesan serta repetisi 

paparan konten. Temuan penelitian menunjukkan bahwa efektivitas influencer 

marketing dalam kerangka IMC tidak hanya bergantung pada konten influencer, 

tetapi juga pada konsistensi integrasi pesan melalui berbagai touchpoint 

komunikasi. 

 

Kata kunci: Influencer Marketing, Integrated Marketing Communication, Brand 

Awareness, O’Sweet Singapore 
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Strategy  Within The Integrated Marketing Communication 

(IMC) Framework To Increase Brand Awareness (A Case 
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This study is motivated by the relatively low level of brand awareness of 

O’Sweet Singapore amid increasingly competitive competition in the hair care 

industry. This study aims to analyze the influencer marketing strategy implemented 

by O’Sweet Singapore through influencer Chitra YN within the framework of 

Integrated Marketing Communication (IMC) to increase brand awareness. This 

study employs Marketing Communication Theory, Integrated Marketing 

Communication (IMC), Influencer Marketing, and Brand Awareness theories. A 

constructivist paradigm was employed with a descriptive qualitative approach 

using a case study method. Data were collected through in-depth interviews, 

observation, and documentation of O’Sweet Singapore’s marketing communication 

activities. The research informants consisted of two internal informants, namely the 

Brand Manager and KOL Specialist of O’Sweet Singapore, one influencer, Chitra 

YN, and two O’Sweet Singapore consumers. Data were analyzed using the Miles 

and Huberman model through the stages of data reduction, data display, and 

conclusion drawing. To ensure data validity, this study employed technique 

triangulation and source triangulation. 

The findings show that O’Sweet Singapore’s influencer marketing strategy is 

implemented through the stages of planning, execution, and integration within the 

IMC framework. During the execution stage, influencers function not only as 

message communicators but also as brand message translators through storytelling 

and personal experiences tailored to audience characteristics. The strategy is 

integrated with several IMC elements, namely advertising, sales promotion, 

electronic word of mouth (eWOM), interactive marketing, direct marketing, and 

events and experiences. The influencer marketing strategy contributes to the 

development of brand awareness through brand recognition and brand recall, 

supported by message relevance and repeated content exposure. The findings 

indicate that the effectiveness of influencer marketing within the IMC framework 

depends not only on influencer-generated content but also on the consistency of 

message integration across various communication touchpoints. 

 

Keywords: Influencer Marketing, Integrated Marketing Communication, Brand 

Awareness, Key Opinion Leader, O’Sweet Singapore. 
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