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STRATEGI MARKETING COMMUNICATIONS MIX 

WEARINASIA DALAM MENINGKATKAN BRAND 

ENGAGEMENT PELANGGAN 
 

ABSTRAK 

 

Oleh: Reindra Zain Perwira 

 

Indonesia telah memasuki era digital dengan 212 juta pengguna internet (74% dari 

total penduduk) pada Januari 2025 dan perkembangan e-commerce yang meningkat 

11% dari 2024 ke 2025. WearInAsia sebagai e-commerce yang fokus pada active 

lifestyle, traveling, dan content creation memiliki keunikan dengan memiliki toko 

fisik berbeda dengan e-commerce lainnya. Perusahaan perlu menerapkan strategi 

marketing communications mix untuk meningkatkan brand engagement pelanggan. 

Penelitian ini menggunakan konsep marketing communications mix dengan 8 

elemen: advertising, sales promotion, public relations and publicity, personal 

selling, direct and database marketing, online and social media marketing, mobile 

marketing, dan events and experiences. Konsep brand engagement sebagai usaha 

merek menciptakan interaksi berkelanjutan dengan konsumen. Metode penelitian 

menggunakan pendekatan kualitatif dengan studi kasus Robert K. Yin 

berparadigma post-positivisme. Teknik pengumpulan data melalui wawancara 

mendalam, observasi langsung, dan dokumentasi. Informan terdiri dari CMO 

WearInAsia, anggota tim marketing, dan ahli komunikasi pemasaran. Hasil 

penelitian menunjukkan WearInAsia menerapkan 6 dari 8 elemen marketing 

communications mix: advertising melalui digital platform (Meta Ads, TikTok Ads), 

sales promotion (bonus, bundling, potongan harga), public relations terbatas pada 

community outreach, online and social media marketing aktif di 

Instagram/TikTok/YouTube, direct marketing menggunakan Meta Pixel, dan 

events and experiences melalui "ONEMORE RUN" dan toko fisik bernamakan 

WearInAsia Experience Store. Personal selling tidak dilakukan karena berbasis 

platform digital, mobile marketing dihentikan karena kurang efektif. Simpulan 

penelitian menunjukkan strategi marketing communications mix WearInAsia dapat 

meningkatkan brand engagement pelanggan melalui optimalisasi media digital 

yang sesuai target audiens. Perusahaan berhasil membangun keterlibatan emosional 

dan perilaku konsumen melalui pengalaman merek. 

Kata kunci: Marketing Communications Mix, Brand Engagement, WearInAsia, E-

commerce, Studi Kasus. 
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MARKETING COMMUNICATIONS MIX STRATEGY OF 

WEARINASIA IN INCREASING CUSTOMER                       

BRAND ENGAGEMENT 

ABSTRACT 

 

By: Reindra Zain Perwira 

 

Indonesia has entered the digital era with 212 million internet users (74% of the 

total population) in January 2025 and e-commerce development increased by 11% 

from 2024 to 2025. WearInAsia as an e-commerce platform focusing on active 

lifestyle, traveling, and content creation has uniqueness by having physical stores 

different from other e-commerce platforms. The company needs to implement 

marketing communications mix strategies to enhance customer brand engagement. 

This research uses the Marketing Communications Mix concept with 8 elements: 

advertising, sales promotion, public relations and publicity, personal selling, direct 

and database marketing, online and social media marketing, mobile marketing, and 

events and experiences. Brand Engagement concept as brand efforts to create 

continuous interaction with consumers. The research method uses qualitative 

approach with Robert K. Yin's case study under post-positivism paradigm. Data 

collection techniques through in-depth interviews, direct observation, and 

documentation. Informants consist of WearInAsia's CMO, marketing team 

members, and marketing communication experts. Research results show 

WearInAsia implements 6 out of 8 marketing communications mix elements: 

advertising through digital platforms (Meta Ads, TikTok Ads), sales promotion 

(bonuses, bundling, discounts), limited public relations on community outreach, 

active online and social media marketing on Instagram/TikTok/YouTube, direct 

marketing using Meta Pixel, and events and experiences through "ONEMORE 

RUN" and by having an experience store. Personal selling is not conducted due to 

digital platform basis, mobile marketing was discontinued due to lack of 

effectiveness. Research conclusions indicate WearInAsia's marketing 

communications mix strategy can enhance customer brand engagement through 

digital media optimization suitable for target audiences. The company successfully 

builds emotional and behavioral consumer involvement through consistent brand 

experiences. 

Keywords: Brand Engagement, Case Study, E-commerce, Marketing 

Communications Mix, WearInAsia. 

 

 



 

 

ix 
Strategi Marketing Communications Mix…, Reindra Zain Perwira, Universitas Multimedia 

Nusantara 

 

DAFTAR ISI 

 

HALAMAN PERNYATAAN TIDAK PLAGIAT ............................................. ii 

HALAMAN PENGESAHAN .............................................................................. iii 

HALAMAN PERSETUJUAN PUBLIKASI KARYA ILMIAH ..................... iv 

KATA PENGANTAR ........................................................................................... v 

ABSTRAK ........................................................................................................... vii 

ABSTRACT ........................................................................................................ viii 

DAFTAR ISI ......................................................................................................... ix 

DAFTAR GAMBAR ............................................................................................ xi 

DAFTAR TABEL .............................................................................................. xiii 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1. Latar Belakang Penelitian .................................................................... 1 

1.2. Rumusan Masalah ................................................................................. 5 

1.3. Pertanyaan Penelitian ........................................................................... 5 

1.4. Tujuan Penelitian .................................................................................. 6 

1.5. Kegunaan Penelitian ............................................................................. 6 

1.5.1. Kegunaan Akademis ..................................................................... 6 

1.5.2. Kegunaan Praktis .......................................................................... 6 

BAB II  KERANGKA PEMIKIRAN .................................................................. 7 

 Penelitian Terdahulu ............................................................................ 7 

 Konsep .................................................................................................... 9 

 Alur Penelitian ..................................................................................... 26 

BAB III METODOLOGI PENELITIAN ......................................................... 27 

3.1 Paradigma Penelitian .......................................................................... 27 

3.2 Jenis dan Sifat Penelitian ................................................................... 29 

3.3 Metode Penelitian ................................................................................ 29 

3.4 Pemilihan Informan ............................................................................ 31 

3.5 Teknik Pengumpulan Data ................................................................ 31 

3.6 Keabsahan Data .................................................................................. 34 

3.7 Teknik Analisis Data ........................................................................... 36 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ................................... 38 



 

 

x 
Strategi Marketing Communications Mix…, Reindra Zain Perwira, Universitas Multimedia 

Nusantara 

 

4.1 Subjek dan Objek Penelitian ............................................................. 38 

4.1.1 Subjek Penelitian ................................................................................. 38 

4.1.2 Objek Penelitian .................................................................................. 39 

4.2. Hasil Penelitian .................................................................................... 39 

4.2.1. Strategi komunikasi pemasaran yang dilakukan oleh WearInAsia 

beserta baurannya. ......................................................................................... 40 

4.2.2. WearInAsia dalam membangun keterlibatan atau brand 

engagement dengan konsumennya. ............................................................... 64 

4.2.3. Strategi komunikasi pemasaran yang telah dilakukan WearInAsia 

menurut ahli. .................................................................................................. 65 

4.3 Pembahasan ......................................................................................... 70 

4.3.1 Pembahasan mengenai strategi marketing communications mix yang 

dilakukan WearInAsia. .................................................................................. 70 

4.3.2 Pembahasan mengenai strategi marketing communications mix yang 

dilakukan WearInAsia dalam meningkatkan brand engagement. ................. 92 

BAB V  KESIMPULAN DAN SARAN ............................................................. 96 

5.1 Kesimpulan ................................................................................................ 96 

5.2 Saran ........................................................................................................... 97 

5.2.1 Saran Akademis .................................................................................. 97 

5.2.2 Saran Praktis ....................................................................................... 97 

DAFTAR PUSTAKA .......................................................................................... 98 

Lampiran A Surat Permohonan Izin Liputan & Wawancara ..................... 100 

Lampiran B Surat Permohonan Izin Liputan & Wawancara ...................... 101 

Lampiran C Bukti Wawancara ....................................................................... 102 

Lampiran D Lembar Persetujuan (Consent Form) ....................................... 104 

Lampiran E Transkrip Wawancara ............................................................... 107 

Lampiran E Hasil Coding ................................................................................ 146 

Lampiran F Hasil Turnitin .............................................................................. 158 

 

 

 

 



 

 

xi 
Strategi Marketing Communications Mix…, Reindra Zain Perwira, Universitas Multimedia 

Nusantara 

 

DAFTAR GAMBAR 

Gambar 1. 1 Data penggunaan internet di Indonesia Sumber: DataReportal ......... 1 
Gambar 1. 2 Data penggunaan media di Indonesia Sumber: DataReportal ............ 2 
Gambar 1. 3 Proyeksi jumlah pengguna e-commerce di Indonesia Sumber: Situs 

databooks ................................................................................................................ 3  

Gambar 4. 1 Struktur kerja perusahaan WearInAsia Sumber: (Pihak WearInAsia, 

2025) ..................................................................................................................... 39 
Gambar 4. 2 Contoh iklan WearInAsia di Instagram Sumber: Iklan di Instagram 43 
Gambar 4. 3 Contoh iklan yang menggunakan link pada iklan Sumber: Iklan di 

Instagram ............................................................................................................... 44 
Gambar 4. 4 Contoh halaman yang akan muncul jika konsumen click link pada 

iklan Sumber: Iklan di Instagram .......................................................................... 44 
Gambar 4. 5 Contoh bonus yang diberikan oleh WearInAsia Sumber: Halaman 

WearInAsia ........................................................................................................... 46 
Gambar 4. 6 Contoh bundling yang dilakukan oleh WearInAsia Sumber: Halaman 

WearInAsia ........................................................................................................... 46 
Gambar 4. 7 Contoh pelaksanaan pemberian voucher WearInAsia Sumber: Akun 

Tiktok WearInAsia ................................................................................................ 48 
Gambar 4. 8 Media yang pernah meliput WearInAsia Sumber: Halaman website 

kompas.com .......................................................................................................... 50 
Gambar 4. 9 Media yang pernah meliput WearInAsia Sumber: Akun Instagram 

About Tangerang ................................................................................................... 50 
Gambar 4. 10 Media sosial Tiktok WearInAsia Sumber: Halaman Tiktok 

WearInAsia, @wearinsasiaofficial ....................................................................... 53 
Gambar 4. 11 Tampilan media sosial Youtube WearInAsia Sumber: Halaman 

Youtube WearInAsia, @WIAOFFICIAL ............................................................. 53 
Gambar 4. 12 Tampilan Youtube Short WearInAsia Sumber: Halaman Youtube 

WearInAsia ........................................................................................................... 54 
Gambar 4. 13 Tampilan media sosial Instagram WearInAsia Sumber: Halaman 

akun Instagram WearInAsia .................................................................................. 54 
Gambar 4. 14 Tampilan website WearInAsia Sumber: Halaman Website 

WearInAsia ........................................................................................................... 57 
Gambar 4. 15 Tampilan ketika WearInAsia meminta e-mail konsumen Sumber: 

Halaman website WearInAsia ............................................................................... 59 
Gambar 4. 16 Poster kerjasama Telkomsel POIN dengan WearInAsia Sumber: 

Halaman Facebook Telkomsel .............................................................................. 59 
Gambar 4. 17 Poster acara ONEMORE RUN "NGABUBURUN", bekerja sama 

dengan Shokz Sumber: Halaman Instagram WearInAsia ..................................... 61 
Gambar 4. 18 Tangkapan layar Instagram WearInAsia mengenai ONEMORE 

RUN Sumber: Halaman Instagram WearInAsia ................................................... 62 

 



 

 

xii 
Strategi Marketing Communications Mix…, Reindra Zain Perwira, Universitas Multimedia 

Nusantara 

 

Gambar 4. 19 Tangkapan layar acara ONEMORE RUN Sumber: Halaman 

Instagram WearInAsia .......................................................................................... 63 
Gambar 4. 20 Foto toko WearInAsia Experience Store Sumber: Penulis ............ 64 
Gambar 4. 21 Tangkapan layar contoh iklan WearInAsia Sumber: Instagram Ads 

dari WearInAsia .................................................................................................... 75 
Gambar 4. 22 Tangkapan layar kompetitor WearInAsia di Tokopedia Sumber: 

Halaman tokopedia.com ........................................................................................ 76 
Gambar 4. 23 Tangkapan layar produk WearInAsia yang sama dijual oleh 

kompetitor Sumber: Halaman situs WearInAsia .................................................. 77 
Gambar 4. 24 Media-media yang pernah meliput WearInAsia Sumber: 

@abouttng, yangcaggih.com, kompas.com .......................................................... 79 
Gambar 4. 25 Jarak waktu unggahan konten ke konten lain WearInAsia di 

Instagram Sumber: Halaman Instagram WearInAsia ........................................... 82 
Gambar 4. 26 Jarak waktu unggahan konten di media sosial Tiktok WearInAsia 

Sumber: Halaman media sosial ............................................................................. 82 
Gambar 4. 27 Playlist yang dibuat oleh WearInAsia Sumber: Halaman Youtube 83 
Gambar 4. 28 List playlist Youtube yang dibuat WearInAsia Sumber: Halaman 

Youtube WearInAsia ............................................................................................. 83 
Gambar 4. 29 Halaman utama website WearInAsia Sumber: Website WearInAsia

 ............................................................................................................................... 85 
Gambar 4. 30 Halaman utama website WearInAsia Sumber: Website WearInAsia

 ............................................................................................................................... 85 
Gambar 4. 31 Produk yang terakhir dilihat Sumber: Website WearInAsia .......... 86 
Gambar 4. 32 Tampilan link Google Maps Sumber: Website WearInAsia .......... 86 
Gambar 4. 33 Tampilan paling bawah halaman utama website WearInAsia 

Sumber: Website WearInAsia ............................................................................... 87 
Gambar 4. 34 Poster kerjasama Telkomsel POIN dengan WearInAsia Sumber: 

Unggahaan............................................................................................................. 89 
Gambar 4. 35 Contoh tagged account @wearinasiaofficial di Instagram Sumber: 

Instagram WearInAsia (@wearinasiaofficial), 2025 ............................................ 93 
Gambar 4. 36 Keikutsertaan target audiens WearInAsia Sumber: 

@wearinasiaofficial, 2025 .................................................................................... 95 
  

 

 

 

 

 

 



 

 

xiii 
Strategi Marketing Communications Mix…, Reindra Zain Perwira, Universitas Multimedia 

Nusantara 

 

DAFTAR TABEL 

Tabel 2. 1 Penelitian terdahulu................................................................................ 7 
Tabel 2. 2 Penelitian terdahulu................................................................................ 8 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


