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ABSTRAK 

 
 

Hingga saat ini perekonomian Indonesia masih di tahap pemulihan akibat imbas 

pandemi. Pemulihan perekonomian Indonesia mempengaruhi penjualan dalam 

industri otomotif. Salah satu merek yang memiliki penjualan terbaik dalam bidang 

otomotif adalah AUTO2000. Untuk terus menjaga keterlibatan dengan konsumen, 

AUTO2000 perlu memadukan beragam kegiatan komunikasi pemasaran yang tepat 

dan konsisten. Keterlibatan konsumen merupakan salah satu hal penting guna 

menjaga hubungan panjang antara perusahaan dengan konsumen. Penelitian ini 

bertujuan untuk mengetahui strategi Integrated Marketing Communications (IMC) 

“Urusan Toyota Lebih Mudah” dalam memelihara Customer Engagement 

AUTO2000. Konsep yang digunakan adalah Integrated Marketing Communication 

(IMC) dengan tahapan-tahapannya, promotion tools for IMC dan Customer 

Engagement. Penelitian ini menggunakan penelitian kualitatif dengan sifat 

penelitian deskriptif dan metode studi kasus. Hasil dari penelitian ini menunjukkan 

bahwa dalam memelihara customer engagement AUTO2000 menjalankan strategi 

IMC yang disusun melalui tahapan-tahapan penyusunan IMC. Promotion tools 

yang dimanfaatkan oleh AUTO2000 untuk strategi IMC adalah advertising, sales 

promotion, public relation & publicity, event & experience, dan direct marketing. 

Kelima elemen promotion tools tersebut diintegrasikan dengan tema “Urusan 

Toyota Lebih Mudah”. Dari aktivitas IMC yang AUTO2000 jalankan mampu 

memelihara customer engagement perusahaan tersebut. 

 

 

 
 

Kata kunci: Integrated Marketing Communication, Customer Engagement, IMC 

Planning, Marketing Communication, Advertising 
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ABSTRACT 

 

Until recently the Indonesian economy is still in the recovery stage due to the impact 

of the pandemic. Indonesia's economic recovery affects sales of the automotive 

industry. One of the best selling brands in the automotive sector is AUTO2000. To 

always maintain engagement with consumers, AUTO2000 needs to integrate a 

variety of appropriate and consistent marketing communication activities. 

Consumer involvement is one of the important things to maintain a long 

relationship between companies and consumers. This study aims to determine the 

Integrated Marketing Communications (IMC) strategy “Toyota Business is Easier” 

in maintaining AUTO2000 Customer Engagement. The concept used is Integrated 

Marketing Communication (IMC) with its stages, promotion tools for IMC and 

Customer Engagement. This research uses qualitative research with descriptive 

research and case study methods. The results of this study indicate that in 

maintaining customer engagement AUTO2000 carries out the IMC strategy which 

is compiled through the stages of IMC preparation. Promotion tools used by 

AUTO2000 for IMC strategy are advertising, sales promotion, public relations & 

publicity, event & experience, and direct marketing. The five elements of the 

promotion tools are integrated with the theme “Toyota Business is Easier”. From 

the IMC activities that AUTO2000 runs, it is able to maintain the company's 

customer engagement. 

 

 
 

Keywords: Integrated Marketing Communication, Customer Engagement, IMC 
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