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ABSTRAK 

 
Integrated marketing communication merupakan salah satu strategi 

pemasaran yang baik dilakukan pemasar untuk menarik minat khalayak dengan 
produk yang ditawarkannya. Dalam penelitian ini, peneliti meneliti aktivitas 
integrated marketing communication yang dilakukan PT. REYD Putera Andalan 
terhadap REYD Muslimah Sportwear. REYD Muslimah Sportwear adalah merek 
hijab olahraga dalam negeri yang hadir sebagai solusi dari permasalahan wanita 
muslimah berhijab yang ingin berolahraga dengan nyaman.  

Dalam penelitian ini, peneliti meneliti aktivitas integrated marketing 

communication yang REYD Muslimah Sportwear lakukan di tahun 2019. Teori 
yang digunakan mengacu pada Integrated Marketing Communication dari 
Terrence A. Shimp yang mengintegrasikan beberapa media pemasaran. 
Implementasinya ditentukan berdasarkan analisis situasi (SWOT), segmentation, 
targeting, positioning (STP) yang dimiliki REYD Muslimah Sportwear. 

Penelitian ini menggunakan pendekatan kualitatif dengan metode 
penelitian studi kasus. Teknik pengumpulan data yang digunakan dalam studi 
kasus ini adalah melalui wawancara mendalam dengan narasumber terkait, studi 
kepustakaan dan dokumentasi, serta observasi. 

Hasil penelitian menunjukan bahwa PT. REYD Putera Andalan 
menjalankan seluruh tahapan integrated marketing communication. Serta 
melakukan kegiatan integrated marketing communication melalui advertising, 

direct marketing, sales promotion, personal selling, public relation, interactive 

marketing, dan event marketing. Dalam hal ini, perusahaan mengintegrasikan 
seluruh aktivitas integrated marketing communication dengan baik yang menjadi 
kunci utama dalam pencapaian tujuan komunikasi di tahun 2019 
 
Kata kunci : Integrated marketing communication, REYD Muslimah Sportwea 
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ABSTRACT 

Integrated marketing communication is a good marketing strategy for marketers 

to attract audiences with the products it offers. In this study, researchers 

examined integrated marketing communication activities carried out by PT. 

REYD Putera Andalan for REYD Muslimah Sportwear. REYD Muslimah 

Sportwear is a domestic sports hijab brand that is present as a solution to the 

problems of muslim women that wear hijab who want to exercise comfortably. In 

this study, researchers examined integrated marketing communication activities 

that REYD Muslimah Sportwear did in 2019. The theory used refers to Terrence 

A. Shimp's Integrated Marketing Communication which integrates several 

marketing media. The implementation is determined based on the situation 

analysis (SWOT), segmentation, targeting, positioning (STP) owned by REYD 

Muslimah Sportwear. This study uses a qualitative approach with a case study 

research method. The data collection technique used in this case study is through 

in-depth interviews with relevant sources, literature and documentation studies, 

also observation. The results showed that PT. REYD Putera Andalan carries out 

all stages of integrated marketing communication. As well as carrying out 

integrated marketing communication activities through advertising, direct 

marketing, sales promotion, personal selling, public relations, interactive 

marketing, and event marketing. In this case, the company integrates all 

integrated marketing communication activities well, which is the main key in 

achieving marketing communication goals in 2019. 
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