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IMPLEMENTASI INTEGRATED MARKETING COMMUNICATION (IMC) 

TITIPKU TERHADAP PEDAGANG PASAR TRADISIONAL 

 

Kevin Wilbert Aurelio Wijaya 

ABSTRAK 

 

Kemajuan teknologi digital mendorong transformasi signifikan dalam 

berbagai sektor, termasuk perdagangan di pasar tradisional. Titipku hadir 

sebagai platform digital yang bertujuan untuk memfasilitasi proses 

digitalisasi bagi pelaku UMKM di lingkungan pasar tradisional. Penelitian ini 

bertujuan untuk menganalisis strategi komunikasi pemasaran terintegrasi 

(Integrated Marketing Communication/IMC) yang diterapkan oleh Titipku 

dalam menjangkau dan membina hubungan dengan para pedagang pasar. 

Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan metode 

studi kasus. Data dikumpulkan melalui wawancara mendalam dengan tim 

internal Titipku serta pedagang yang menjadi mitra platform. Temuan 

penelitian menunjukkan bahwa Titipku mengimplementasikan strategi IMC 

melalui berbagai saluran, termasuk pemasaran langsung, promosi penjualan, 

hubungan masyarakat, komunikasi interpersonal, serta pemanfaatan media 

digital. Pendekatan komunikasi ini berpotensi mampu membangun 

kepercayaan, meningkatkan literasi digital, serta mendorong adopsi teknologi 

di kalangan pedagang. Kesimpulannya, strategi IMC yang dijalankan oleh 

Titipku dapat mendukung pemberdayaan UMKM pasar tradisional melalui 

proses transformasi digital yang terstruktur dan berkelanjutan. 

 

Kata kunci: Digitalisasi UMKM, IMC, Pasar Tradisional, Strategi 

Komunikasi Pemasaran, Titipku 
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THE IMPLEMENTATION OF INTEGRATED MARKETING COMMUNICATION (IMC) BY 

TITIPKU TOWARDS TRADITIONAL MARKET VENDORS 
Kevin Wilbert Aurelio Wijaya 

 

ABSTRACT 

 

The rapid development of digital technology has significantly influenced the 

trade sector, including traditional markets. Titipku emerges as a platform that 

facilitates the digital transformation of traditional markets, specifically 

targeting micro, small, and medium enterprises (MSMEs). This study aims to 

analyze the Integrated Marketing Communication (IMC) strategy 

implemented by Titipku in approaching traditional market vendors. This 

research uses a descriptive qualitative approach with a case study method. 

Data were collected through in-depth interviews with internal Titipku 

representatives and market vendors. The findings show that Titipku applies 

IMC through a combination of direct marketing, sales promotions, public 

relations, interpersonal communication, and the use of digital media. These 

strategies prove to be effective in building trust, increasing digital literacy 

among vendors, and encouraging platform adoption. In conclusion, Titipku’s 

IMC approach not only strengthens brand positioning but also plays an active 

role in empowering traditional market MSMEs through inclusive digital 

transformation. 

 

Keywords: IMC, Marketing Communication Strategy, MSME 

Digitalization,Titipku, Traditional Markets, 
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