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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. WearlnAsia 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
WearlnAsia, 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
WearlnAsia Experience Store. Personal selling tidak dilakukan karena berbasis
platform digital, mobile marketing dihentikan karena kurang efektif. Simpulan
penelitian menunjukkan strategi marketing communications mix WearlnAsia 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, WearlnAsia, 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. WearlnAsia 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 WearlnAsia'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 =~ WearlnAsia'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 FEngagement, Case Study, E-commerce, Marketing
Communications Mix, WearlnAsia.
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