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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran 
yang diterapkan oleh Dea Modis dalam memperkenalkan brand image batik 
modern. Permasalahan utama yang dikaji adalah bagaimana elemen komunikasi 
pemasaran, termasuk periklanan, promosi penjualan, hubungan masyarakat, 
pemasaran langsung, pemasaran interaktif, dan word of mouth, berkontribusi 
dalam membangun citra merek yang kuat. Pendekatan penelitian menggunakan 
paradigma konstruktivis dengan metode kualitatif deskriptif serta studi kasus. 
Data diperoleh melalui observasi, wawancara, dan analisis dokumen 
menggunakan teknik triangulasi data sumber. Hasil penelitian menunjukkan Dea 
Modis memanfaatkan periklanan digital, untuk meningkatkan brand salience dan 
menjangkau target pasar utama, yakni generasi muda. Strategi promosi penjualan, 
seperti diskon musiman, berhasil meningkatkan minat beli dan brand response 
pelanggan. Partisipasi dalam pameran dan workshop batik berperan membangun 
hubungan emosional dengan konsumen, memperkuat brand meaning. Program 
tanggung jawab sosial perusahaan (CSR) mendukung brand imagery melalui citra 
keberlanjutan dan kepedulian sosial. Pemasaran langsung di butik fisik 
memberikan pengalaman personal bagi pelanggan, sementara pemasaran interaktif 
melalui fitur live shopping memperkuat keterlibatan konsumen. Word of mouth 
yang diperkuat dengan program loyalitas pelanggan turut meningkatkan daya 
saing merek. Penelitian ini memberikan kontribusi dalam pengembangan strategi 
komunikasi pemasaran batik modern dengan mengkaji secara lebih luas delapan 
elemen marketing mix. Rekomendasi praktis mencakup optimalisasi media sosial 
melalui viral marketing, implementasi CRM dan Point Reward, serta 
penyelenggaraan lomba batik jumputan guna memperkuat keterlibatan komunitas. 
Dengan demikian, Dea Modis dapat mempertahankan daya saingnya sebagai 
pelopor batik modern yang menghubungkan tradisi dengan inovasi. 

 

Kata Kunci : Dea Modis; Marketing Communication Mix; Batik Modern; Brand 
Image. 
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ABSTRACT 

 

This study aims to analyze the marketing communication strategy implemented by 
Dea Modis in introducing the brand image of modern batik. The main issue 
examined is how marketing communication elements, including advertising, sales 
promotion, public relations, direct marketing, interactive marketing, and word of 
mouth, contribute to building a strong brand image. The research approach 
adopts a constructivist paradigm using a descriptive qualitative method and a 
case study. Data were obtained through observation, interviews, and document 
analysis using source data triangulation techniques. The findings indicate that 
Dea Modis utilizes digital advertising, particularly social media, to enhance 
brand salience and reach its primary target market, namely young consumers. 
Sales promotion strategies, such as seasonal discounts, successfully increase 
purchase interest and brand response. Participation in fashion exhibitions and 
batik workshops helps build emotional connections with consumers, reinforcing 
brand meaning. Corporate social responsibility (CSR) programs support brand 
imagery through sustainability efforts and social responsibility initiatives. Direct 
marketing in physical boutiques provides a personalized shopping experience for 
customers, while interactive marketing through live shopping features strengthens 
customer engagement. Word of mouth, reinforced by customer loyalty programs, 
also enhances brand competitiveness. This study contributes to the development of 
modern batik marketing communication strategies by examining the eight 
elements of the marketing mix in greater depth. Practical recommendations 
include optimizing social media through viral marketing, implementing CRM and 
a Point Reward system, and organizing batik jumputan competitions to enhance 
community engagement. Thus, Dea Modis can maintain its competitive edge as a 
pioneer of modern batik that bridges tradition and innovation. 

 

Keywords: Dea Modis; Marketing Communication Mix; Modern Batik; Brand 
Image. 
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