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Muhammad Ziddan Attariq Hafiz

STRATEGI KOMUNIKASI PEMASARAN BERBASIS PENGALAMAN
DALAM MEMBANGUN PLACE BRANDING (STUDI TERHADAP

SEKTOR MICE DI KOTA TANGERANG SELATAN)
Muhammad Ziddan Attariq Hafiz

ABSTRAK

Kota Tangerang Selatan sebagai daerah penyangga Daerah Khusus Jakarta
memiliki potensi besar dalam pengembangan sektor pariwisata, khususnya melalui
penyelenggaraan event MICE (Meetings, Incentives, Conferences, and
Exhibitions). Penelitian ini bertujuan untuk menganalisis implementasi experiential
marketing dalam membentuk place branding daerah, dengan studi kasus pada dua
event MICE, yaitu Tangsel Marathon dan LDE BRIN. Menggunakan pendekatan
kualitatif studi kasus, data dikumpulkan melalui wawancara mendalam,
dokumentasi, arsip, dan observasi non-partisipan, lalu dianalisis menggunakan
teknik open coding dan axial coding. Hasil penelitian menunjukkan bahwa kelima
dimensi experiential marketing, yaitu sense, feel, think, act, dan relate telah
diimplementasikan dalam kedua event tersebut untuk menciptakan pengalaman
emosional, visual, intelektual, perilaku, dan sosial bagi peserta. Strategi ini
berkontribusi pada konstruksi place branding dengan elemen seperti branding,
media relations, publikasi internal, dan penciptaan daya tarik visual serta
lingkungan buatan. Penelitian ini menyimpulkan bahwa experiential marketing
sebagai salah satu alat untuk memperkuat place branding sebagai tujuan akhirnya
pada MICE di Kota Tangerang Selatan.

Kata Kunci: Pemasaran Berbasis Pengalaman, Citra Tempat (Place Branding),
MICE, Kota Tangerang Selatan, Pariwisata

vi
Strategi Komunikasi Pemasaran..., Muhammad Ziddan Attariq Hafiz, Universitas Multimedia

Nusantara



EXPERIENTIAL MARKETING COMMUNICATION
STRATEGY IN BUILDING PLACE BRANDING (A STUDY
CASE ON THE MICE SECTOR IN SOUTH TANGERANG

CITY)
Muhammad Ziddan Attariq Hafiz

ABSTRACT

South Tangerang City, as a satellite area of the Special Capital Region of Jakarta,
holds significant potential in developing its tourism sector, particularly through the
organization of MICE (Meetings, Incentives, Conferences, and Exhibitions) events.
This study aims to analyze the implementation of experiential marketing in shaping
the city’s place branding, using two MICE events—Tangsel Marathon and LDE
BRIN—as case studies. Employing a qualitative case study approach, data were
collected through in-depth interviews, documentation, archival records, and non-
participant observation, then analyzed using open coding and axial coding
techniques. The results reveal that the five dimensions of experiential marketing—
sense, feel, think, act, and relate—have been applied in both events to create
emotional, visual, intellectual, behavioral, and social experiences for participants.
These strategies contribute to the construction of place branding through elements
such as branding, media relations, internal publications, aesthetic appeal, and the
development of built environments. This research concludes that experiential
marketing serves as an effective tool to strengthen place branding as the ultimate
goal of MICE development in South Tangerang City.

Keywords: Experiential Marketing, Place Branding, MICE, Integrated Marketing
Communication, South Tangerang, Tourism
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