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PERANCANGAN PROMOSI KAMANIJIVA 

RETAIL STORE 

 (Amadeaus Dmitrij Russell) 

ABSTRAK 

 

Batik TOYA, sebuah UMKM di Tangerang yang berdiri sejak 2005 strategi promosi 

berbasis Integrated Marketing Communication (IMC) guna meningkatkan brand 

awareness. Berdasarkan wawancara, observasi, dan analisis media sosial, ditemukan bahwa 

kendala utama terletak pada kurangnya kemampuan Kamanijiva dalam memproduksi 

konten promosi yang konsisten dan menarik. Masalah desain, seperti identitas visual yang 

lemah, warna latar yang tidak seragam, dan keterbatasan elemen grafis, menghambat 

efektivitas promosi. Penelitian ini menggunakan metode Design Thinking yang meliputi 

lima tahap: Empathize, Define, Ideate, Prototype, dan Test. D, bertransformasi pada tahun 

2021 menjadi Kamanijiva, merek baru yang berfokus pada penjualan ritel (B2C) akibat 

penurunan penjualan selama pandemi COVID-19. Kamanijiva menawarkan kebaya 

modern dan gaun pesta yang dipromosikan melalui platform digital seperti Instagram dan 

Shopee. Namun, meskipun telah menggunakan media digital, brand awareness dan 

penjualan Kamanijiva stagnan. Penelitian ini bertujuan untuk merancang ata yang 

diperoleh menunjukkan bahwa desain dan model pakaian menjadi faktor utama dalam 

keputusan pembelian, dengan Instagram dan TikTok sebagai platform promosi dominan. 

Strategi promosi yang diusulkan mencakup pembuatan konten visual yang menarik, 

konsisten, dan sesuai tren, serta pengoptimalan kanal online dan offline untuk menjangkau 

target audiens lebih luas. Implementasi strategi ini diharapkan dapat meningkatkan brand 

awareness dan mendukung pertumbuhan Kamanijiva di era digital. 

 

 

Kata kunci: Kamanijiva, UMKM, Brand Awareness, Promosi, Integrated 

Marketing Communication (IMC) 
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KAMANIJIVA RETAIL STORE  

PROMOTION DESIGN 

 (Amadeaus Dmitrij Russell) 

 

ABSTRACT (English) 

 

Batik TOYA, an MSME established in Tangerang in 2005, transformed in 2021 into 

Kamanijiva, a new brand focusing on retail sales (B2C) in response to declining sales 

during the COVID-19 pandemic. Kamanijiva offers modern kebaya and evening gowns, 

promoted through digital platforms such as Instagram and Shopee. However, despite 

utilizing digital media, Kamanijiva's brand awareness and sales have stagnated. This study 

aims to design a promotional strategy based on Integrated Marketing Communication 

(IMC) to enhance brand awareness. Based on interviews, observations, and social media 

analysis, the primary challenge was identified as Kamanijiva's lack of ability to produce 

consistent and appealing promotional content. Design issues, such as weak visual identity, 

inconsistent background colors, and limited graphic elements, hinder promotional 

effectiveness. The study employs the Design Thinking method, which comprises five stages: 

Empathize, Define, Ideate, Prototype, and Test. Data revealed that clothing design and 

style are the main factors influencing purchasing decisions, with Instagram and TikTok 

serving as dominant promotional platforms. The proposed promotional strategy includes 

creating visually appealing, consistent, and trend-aligned content, as well as optimizing 

online and offline channels to reach a broader audience. Implementing this strategy is 

expected to improve brand awareness and support Kamanijiva's growth in the digital era. 

 

 

Keywords: Kamanijiva, MSMEs, Brand Awareness, Promotion, Integrated 

Marketing Communication (IMC) 
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