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 Kezya Carla Hartono 

 

ABSTRAK 

Persaingan dalam dunia industri ritel Indonesia sangat ketat di pasar domestik dan 

luar domestik, namun reputasi perusahaan yang adaptif terhadap tren industri 

sehingga memberikan peluang bagi mahasiswa untuk mengembangkan 

kemampuan praktis di bidang komunikasi strategis. Tujuan utama dari pelaksanaan 

magang adalah untuk memahami aktivitas, proses kerja, serta tanggung jawab divisi 

Komunikasi Pemasaran, khususnya dalam mengimplementasikan strategi 

komunikasi pemasaran pada merek Wrangler. Selama periode magang, penulis 

menempati posisi sebagai Marketing Communications Intern dengan lingkup 

pekerjaan meliputi aktivitas pemasaran, strategi pengelolaan konten di media sosial, 

koordinasi kampanye pemasaran, serta kolaborasi dengan Key Opinion Leader 

(KOL) dan influencer. Dalam pelaksanaan tugas, penulis menerapkan konsep-

konsep Effective Persuasive Communication, Interdisciplinary Communication 

Foundations, Integrated Brand Campaign, Social Media and Mobile Marketing 

Strategy, yang telah dipelajari di bangku kuliah. Kendala utama yang dihadapi 

selama magang adalah keterbatasan sumber daya manusia di divisi Komunikasi 

Pemasaran dan waktu pengerjaan yang singkat, sehingga menuntut kemampuan 

multitasking dan adaptasi yang tinggi. Secara keseluruhan, pengalaman magang ini 

memberikan wawasan praktis mengenai pentingnya komunikasi pemasaran dalam 

industri fesyen, sekaligus menjadi sarana untuk mengaplikasikan teori komunikasi 

ke dalam dunia kerja nyata serta mengembangkan kompetensi profesional di bidang 

komunikasi strategis. 

 

Kata kunci: Komunikasi pemasaran, Industri fesyen, Kampanye 
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MARKETING COMMUNICATIONS ACTIVITIES AT  

PT DELAMIBRANDS KHARISMA BUSANA 

Kezya Carla Hartono 

ABSTRACT 

Competition within Indonesia’s retail industry is highly intense both in domestic 

and international markets. However, the company’s reputation for being adaptive 

to industry trends provides valuable opportunities for students to develop practical 

skills in strategic communications. The primary objective of this internship is to 

gain a comprehensive understanding of the activities, workflows, and 

responsibilities within the Marketing Communications division, particularly in 

implementing marketing communications strategies for the Wrangler brand. 

Throughout the internship period, the author held the position of Marketing 

Communications Intern, with duties encompassing marketing activities, content 

management strategies on social media, marketing campaign coordination, and 

collaboration with Key Opinion Leaders (KOLs) and influencers. In executing these 

tasks, the author applied concepts learned in university courses such as Effective 

Persuasive Communication, Interdisciplinary Communication Foundations, 

Integrated Brand Campaign, and Social Media and Mobile Marketing Strategy. 

The main challenges encountered during the internship included limited human 

resources within the Marketing Communication division and tight deadlines, which 

required strong multitasking abilities and adaptability. Overall, this internship 

experience provided practical insights into the significance of marketing 

communication within the fashion industry, serving as a platform to apply 

communication theories in real-world professional settings and to enhance 

competencies in strategic communications. 
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