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ABSTRACT 

The focus of this research is the Integrated Marketing Communication 

(IMC) strategy related to brand awareness among the millennial generation in 

Erajaya company, especially in Erafone. The research approach is qualitative and 

the case study method and the research paradigm is constructivism. 

The results showed that the IMC Erajaya strategy related to Erafonebrand 

awareness among the millennial generation followed the behavior of millennial 

generation consumers. Erajaya applies the six IMC components in marketing 

activities through retail and online as well as applies the AIDDA message 

processing model. The communication pattern of the millennial generation in 

processing messages from Erajaya's IMC strategy regarding Erafone brand 

awareness occurs in digital and conventional spaces. The interesting components 

of IMC are sales promotion, personal selling and publicity. 

The constraints in implementing Erajaya's IMC strategy from the producer 

side are that millennial generation consumers prefer online shopping and have 

difficulty accessing smartphone credit services. Meanwhile, from the consumer 

side, constraints occur in the application of personal selling and advertising which 

is not optimal. 

Keywords: Millenial Generations, Integrated Marketing Communication, Brand 

Awareness and Erajaya. 
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ABSTRAK 

Fokus penelitian ini mengenai strategi Integrated Marketing 

Communication (IMC) terkait brand awareness di kalangan generasi milenial di 
perusahaan Erajaya khususnya pada Erafone. Pendekatan penelitian adalah 
kualitatif dan metode studi kasus serta paradigma penelitian yaitukonstruktivisme. 

Hasil penelitian menunjukan bahwa strategi IMC Erajaya terkait brand 

awareness Erafone di kalangan generasi milenial mengikuti prilaku konsumen 
generasi milenial. Erajaya menerapkan keenam komponen IMC di kegiatan 
pemasaran melalui retail dan online serta menerapkan model pengolahan pesan 
AIDDA. Pola komunikasi generasi milenial dalam mengolah pesan dari strategi 
IMC Erajaya terkait brand awareness Erafone terjadi di ruang digital dan 
konvensional. Komponen IMC yang menarik yaitu sales promotion, personal 

selling dan publicity. Kendala dalam penerapan strategi IMC Erajaya dari sisi 
produsen adalah konsumen generasi milenial lebih menyukai belanja online dan 
kesulitan untuk mengakses layanan kredit smartphone. Sedangkan dari sisi 
konsumen kendala terjadi pada penerapan personal selling dan advertising yang 
kurang maksimal. 

Kata Kunci: Generasi Milenial, Integrated Marketing Communication, 

Brand Awareness dan Erajaya 

http://mercubuana.ac.id/



viii  

 

 

DAFTAR ISI 

LEMBAR PERSETUJUAN SIDANG TESIS .......................................................... i 
LEMBAR PENGESAHAN TESIS ......................................................................... ii 
PERNYATAAN SIMILARITY CHECK .............................................................. iii 
PERNYATAAN ......................................................................................................iv 
KATA PENGANTAR ............................................................................................. v 
ABSTRACT ............................................................................................................. vi 
ABSTRAK… ........................................................................................................ vii 
DAFTAR ISI ........................................................................................................ viii 
DAFTAR TABEL .................................................................................................... x 
DAFTAR GAMBAR ..............................................................................................xi 

BAB I PENDAHULUAN ........................................................................................ 1 
1.1 Latar Belakang Masalah ........................................................................ 1 
1.2 Fokus Penelitian .................................................................................... 5 
1.3 Identifikasi Masalah .............................................................................. 7 
1.4 Tujuan Penelitian................................................................................... 8 
1.5 Kegunaan Penelitian .............................................................................. 8 

BAB II KAJIAN PUSTAKA DAN KERANGKA PEMIKIRAN ........................... 9 
2.1 Penelitian Terdahulu .............................................................................. 9 
2.2 Komunikasi Pemasaran ........................................................................ 31 
2.3 Branding ............................................................................................... 39 
2.4 Model Pengolahan Pesan ..................................................................... 46 
2.5 Kerangka Pemikiran ............................................................................. 48 

BAB III METODOLOGI PENELITIAN ............................................................... 49 
3.1 Objek Penelitian ................................................................................... 49 
3.2 Paradigma Penelitian ............................................................................ 49 
3.3 Metode Penelitian................................................................................. 50 
3.4 Key Informan ....................................................................................... 50 
3.5 Teknik Pengumpulan Data ................................................................... 51 
3.6 Teknik Analisis Data ............................................................................ 52 
3.7 Teknik Keabsahan Data ....................................................................... 53 

BAB IV HASIL PENELITIAN ............................................................................. 54 
4.1 Strategi Komunikasi Pemasaran Erajaya untuk Generasi Milenial ..... 54 
4.2 Strategi IMC Erajaya Terkait Generasi Milenial ................................. 58 
4.3 Pembahasan .......................................................................................... 70 

BAB V KESIMPULAN ......................................................................................... 76 
5.1 Kesimpulan .......................................................................................... 76 
5.2 Saran ..................................................................................................... 78 

DAFTAR PUSTAKA ............................................................................................ 79 
LAMPIRAN PERTANYAAN ............................................................................... 83 
TRANSKIP WAWANCARA ................................................................................ 84                                                                                 
LAMPIRAN JURNAL ........................................................................................... 85 

http://mercubuana.ac.id/



ix  

DAFTAR RIWAYAT HIDUP ............................................................................. 113 

http://mercubuana.ac.id/



x   

 
 

DAFTAR TABEL 

 

 
Tabel 2.1 Matrik Kajian Terdahulu ........................................................................ 24 

Tabel 4.1 Pola Komunikasi Generasi Milenial ...................................................... 72 

http://mercubuana.ac.id/



 
xi 
 

  

 
 

DAFTAR GAMBAR 

Gambar 1.1 Penjualan Neto Erajaya Tahun 2015 Sampai Tahun 2018 ................ 3 

Gambar 1.2 Presentase Penduduk Indonesia yang Menggunakan Telepon Seluler 
(HP)/Nirkabel Menurut Generasi dan Daerah Tempat Tinggal Tahun 
2017 .................................................................................................... 6 

Gambar 2.1 Kerangka Pemikiran ......................................................................... 48 

http://mercubuana.ac.id/




