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ABSTRAK 
 

Disrupsi industri media buku menuntut penerbit dan toko untuk 
menyesuaikan model bisnis. Meskipun demikian, survei internal 
menunjukkan bahwa sebagian besar konsumen masih menyukai buku fisik 
jika didukung pengalaman (experience) yang menyenangkan. Gramedia 
mengembangkan event “Semesta Buku” sebagai strategi komunikasi 
pemasaran berbasis pengalaman (experiential marketing) untuk menjaga 
pertumbuhan bisnis buku serta meningkatkan keterlibatan pelanggan. 
Penelitian ini dilakukan dengan pendekatan kualitatif, mengadopsi paradigma 
postpositivisme, dan metode studi kasus. Data dikumpulkan melalui 
wawancara mendalam dengan enam aktor kunci di Gramedia, analisis 
dokumen internal, serta observasi langsung. Sebelum penelitian dilakukan, 
dilakukan survei pra-riset terhadap 516 responden yang pernah mengikuti 
“Semesta Buku.” Hasil survei menunjukkan 94,4% responden merasakan 
peningkatan keterlibatan mereka terhadap buku setelah mengikuti event. 
Penelitian mengacu pada konsep pemasaran eksperiensial dengan lima 
modul—Sense, Feel, Think, Act, Relate—dan konsep keterlibatan pelanggan 
yang mencakup dimensi kognitif, emosional, dan perilaku. Hasil penelitian 
menunjukkan bahwa “Semesta Buku” berhasil memaksimalkan dampak 
modul Sense, Feel, Act, dan Relate. Modul Think kurang berdampak 
maksimal. Penelitian ini menegaskan pentingnya pendekatan pemasaran 
berbasis pengalaman dalam industri buku. Gramedia berhasil meningkatkan 
penjualan serta membangun keterlibatan pelanggan. Keberhasilan “Semesta 
Buku” menjadi bukti bahwa pelanggan di era digital tidak hanya termotivasi 
oleh manfaat fungsional (harga), tetapi juga oleh pengalaman. Saran 
akademis mencakup pendalaman modul Think agar didapat hasil maksimal, 
mengingat buku adalah produk intelektual. Secara praktis, Gramedia 
disarankan untuk terus melakukan inovasi di setiap penyelenggaraan, 
memperluas kolaborasi dengan komunitas lokal, memaksimalkan penjualan 
hibrida (offline-online), dan mengadopsi pemasaran eksperiensial di toko-
toko yang mereka miliki.  
 

Kata kunci: pemasaran eksperiensial, keterlibatan pelanggan, disrupsi 
media, industri perbukuan 
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EXPERIENTIAL MARKETING COMMUNICATION 
STRATEGY TO BUILD CUSTOMER ENGAGEMENT:  
A CASE STUDY OF THE SEMESTA BUKU EVENT BY 

GRAMEDIA 

 BAGUS MUHAMAD ADAM 

 

ABSTRACT (English) 
 

The disruption of the book industry requires publishers and bookstores to 
adapt their business models. Nevertheless, internal surveys indicate that most 
consumers still prefer physical books when these are supported by a positive 
experience. Gramedia developed the “Semesta Buku” event as an 
experiential marketing communication strategy to maintain book sales 
growth and enhance customer engagement. This study employed a qualitative 
approach, adopting a postpositivist paradigm, by using case study method. 
Data were collected through in-depth interviews with six key actors at 
Gramedia, analysis of internal documents, and direct observation. Prior to 
the main study, a preliminary survey was conducted involving 516 
respondents who had attended “Semesta Buku.” The survey results revealed 
that 94.4% of respondents reported increased engagement with books after 
attending the event. This study draws on the concept of experiential 
marketing—which comprises the Sense, Feel, Think, Act, and Relate 
modules—and the concept of customer engagement, encompassing cognitive, 
emotional, and behavioral dimensions. The findings indicate that “Semesta 
Buku” successfully maximized the Sense, Feel, Act, and Relate modules, 
although the Think module was not utilized to its fullest potential. These 
results underscore the importance of an experiential marketing approach 
within the book industry. Gramedia successfully boosted sales and 
strengthened customer engagement. The success of “Semesta Buku” 
demonstrates that customers in the digital era are driven not only by 
functional benefits (e.g., price) but also by their overall experience. From an 
academic perspective, this study recommends further development of the 
Think module to optimize outcomes, considering books are inherently 
intellectual products. In practical terms, Gramedia is advised to continue 
innovating in every iteration of the event, broaden collaborations with local 
communities, maximize hybrid (offline–online) sales, and adopt experiential 
marketing in its physical stores. 
 
Keywords: experiential marketing, customer engagement, media disruption, 
book industry 
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