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ABSTRAK 

SRI UTAMI, ANALISIS STRATEGI INTEGRATED MARKETING 

COMMUNICATION (IMC) DALAM MENINGKATKAN MARKET SHARE: 

CASE STUDY PRODUK LITERASI SELINGKAR YOGYAKARTA 

Penelitian ini bertujuan untuk memberikan panduan berharga bagi praktisi pemasaran dan 

pengembang produk dalam mengembangkan strategi IMC yang tepat dan efektif. Sehingga 

penelitian ini dapat mendorong peningkatan kesadaran, penerimaan, dan adopsi produk 

pendidikan literasi di Selingkar. Dalam penelitian ini, teknik pengumpulan data kualitatif 

deskriptif digunakan, serta proses pengumpulan data melalui observasi, interview, dan 

dokumentasi. Sumber penelitian ini adalah pendiri dari Selingkar dan marketing officer 

Selingkar. Hasil penelitian menunjukkan bahwa Selingkar telah menerapkan strategi IMC 

yang terintegrasi, termasuk periklanan, pemasaran langsung, sales promotion, Sales 

personal, sponsorship, word of mouth, public relations, dan marketing sosial media yang 

berdampak pada Market share. Namun, penerapan IMC yang dilakukan masih terbatas pada 

teknologi. Selain itu, integrasi ini membantu mengelola anggaran pemasaran dengan lebih 

efektif dan memungkinkan pengukuran hasil kampanye yang lebih akurat.  

Kata Kunci : Integrated Marketing Communication, Market share, Strategi Pemasaran. 
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ABSTRAK 

SRI UTAMI, ANALYSIS OF INTEGRATED MARKETING COMMUNICATION 

(IMC) STRATEGY IN INCREASING MARKET SHARE: CASE STUDY OF 

SELINGKAR YOGYAKARTA 

This research aims to provide valuable guidance for marketing practitioners and 

product developers in developing appropriate and effective IMC strategies. So this 

research can encourage increased awareness, acceptance and adoption of literacy 

education products in Selingkar. In this research, descriptive qualitative data 

collection techniques were used, as well as the data collection process through 

observation, interviews and documentation. The source of this research is the founder 

of Selingkar and marketing officer of Selingkar. The research results show that 

Selingkar has implemented an integrated IMC strategy, including advertising, direct 

marketing, sales promotion, personal sales, sponsorship, word of mouth, public 

relations and social media marketing which have an impact on Market share . 

However, the application of IMC is still limited to technology. Additionally, this 

integration helps manage marketing budgets more effectively and allows for more 

accurate measurement of campaign results. 

Keywords: Integrated Marketing Communication, Market share, Marketing Strategy 

 

 

 

 

  


