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STRATEGI INTEGRATED MARKETING COMMUNICATION (IMC) 

BRAND AZARINE MELALUI TIKTOK SHOP DALAM MENARIK 

MINAT KONSUMEN GEN Z DI PALEMBANG 

Selly Audy Abellita 

 

 

ABSTRAK 

Industri kecantikan di Indonesia mengalami pertumbuhan pesat seiring 

meningkatnya kesadaran masyarakat terhadap perawatan kulit, terutama di 

kalangan Generasi Z. Perubahan perilaku konsumen dan pesatnya 

perkembangan media sosial turut memengaruhi strategi komunikasi yang 

dilakukan oleh berbagai brand lokal, termasuk Azarine. Platform TikTok, 

dengan fitur interaktif seperti TikTok Shop dan live shopping, membuka 

peluang baru dalam penerapan strategi komunikasi pemasaran terintegrasi 

atau Integrated Marketing Communication (IMC). Penelitian ini bertujuan 

untuk menganalisis strategi IMC yang diterapkan oleh brand Azarine melalui 

TikTok Shop dalam menarik minat konsumen Gen Z di Palembang. Metode 

penelitian yang digunakan adalah deskriptif kualitatif dengan pendekatan 

studi kasus. Data dikumpulkan melalui wawancara mendalam, observasi 

konten, dan dokumentasi aktivitas promosi Azarine di TikTok Shop. Hasil 

penelitian menunjukkan bahwa strategi komunikasi Azarine mencakup enam 

elemen utama IMC, yaitu advertising, influencer marketing, content 

marketing, personal selling melalui live shopping, direct marketing, dan 

green marketing. Keenam elemen tersebut dijalankan secara konsisten dan 

saling mendukung dalam membangun brand engagement dan meningkatkan 

kepercayaan konsumen. Elemen yang paling berpengaruh terhadap minat beli 

Gen Z adalah kolaborasi dengan micro-influencer dan kegiatan live shopping 

karena menciptakan rasa kedekatan dan autentisitas tinggi. Selain itu, hasil 

penelitian juga menunjukkan bahwa Gen Z menghargai kejujuran, 

konsistensi, dan nilai sosial dalam komunikasi brand. Pesan eco-friendly yang 

disisipkan Azarine turut memperkuat citra positif, meskipun faktor harga dan 

kualitas tetap menjadi pertimbangan utama dalam keputusan pembelian. 

Secara keseluruhan, penerapan IMC melalui TikTok Shop terbukti efektif 

dalam meningkatkan brand awareness, menciptakan interaksi dua arah, serta 

memperkuat loyalitas konsumen di kalangan Gen Z. 

 

Kata kunci: Integrated Marketing Communication, TikTok Shop, Generasi 

Z, Strategi Komunikasi, Azarine 
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The Integrated Marketing Communication (IMC) Strategy of 

Azarine Brand through TikTok Shop to Attract Gen Z Consumers 

in Palembang 

Selly Audy Abellita 

 

 

 

ABSTRACT 

 

The beauty industry in Indonesia has experienced rapid growth alongside the 

rising awareness of skincare, particularly among Generation Z. Changes in 

consumer behavior and the expansion of social media platforms have 

reshaped marketing communication strategies for many local brands, 

including Azarine. TikTok, with its interactive features such as TikTok Shop 

and live shopping, provides a new opportunity to implement an Integrated 

Marketing Communication (IMC) strategy effectively. This study aims to 

analyze the IMC strategy implemented by the Azarine brand through TikTok 

Shop in attracting Generation Z consumers in South Sumatera. The research 

adopts a qualitative descriptive approach with a case study method. Data 

were collected through in-depth interviews, content observation, and 

documentation of Azarine’s promotional activities on TikTok Shop. The 

findings indicate that Azarine’s IMC strategy consists of six main elements: 

advertising, influencer marketing, content marketing, personal selling via live 

shopping, direct marketing, and green marketing. These elements work 

cohesively and consistently to build brand engagement and enhance 

consumer trust. The most effective elements influencing Gen Z’s purchase 

intention are collaborations with micro-influencers and live shopping 

sessions, as they foster authenticity and emotional closeness. Moreover, the 

results reveal that Gen Z values honesty, consistency, and social 

responsibility in brand communication. Azarine’s eco-friendly messages 

contribute to its positive brand image, even though price and product quality 

remain the main determinants of purchasing decisions. Overall, the 

implementation of IMC through TikTok Shop has proven effective in 

increasing brand awareness, facilitating two-way interaction, and 

strengthening consumer loyalty among Generation Z. 

 

Keywords: Integrated Marketing Communication, TikTok Shop, Generation 

Z, Communication Strategy, Azarine 
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