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INTISARI

Penelitian ini bertujuan untuk mengetahui dan menganalisis strategi
komunikasi pemasaran yang diterapkan oleh ECC.co.id dalam meningkatkan
jumlah member melalui program ECC Sharing Session. Latar belakang penelitian
ini didasarkan pada tingginya persaingan dalam industri platform karier berbasis
digital serta meningkatnya kecemasan mahasiswa dan fresh graduate terhadap
dunia kerja. Untuk menjawab tantangan tersebut, ECC.co.id menyusun strategi
komunikasi pemasaran berbasis edukasi yang ditujukan kepada komunitas
mahasiswa di Yogyakarta. Penelitian ini menggunakan pendekatan kualitatif
deskriptif dengan paradigma konstruktivisme. Data dikumpulkan melalui
wawancara mendalam dengan pihak internal ECC, peserta program, observasi
lapangan, dan dokumentasi. Analisis data dilakukan menggunakan teori bauran
promosi menurut Kotler & Keller yang meliputi lima elemen utama: advertising,
public relations & publicity, sales promotion, personal selling, serta direct & online
marketing. Hasil penelitian menunjukkan bahwa ECC Sharing Session tidak hanya
berfungsi sebagai media edukasi karier bagi mahasiswa maupun fresh graduate,
tetapi juga menjadi alat komunikasi pemasaran yang efisien dalam meningkatkan
awareness serta konversi member baru ECC. Strategi promosi dilakukan secara
terencana melalui kolaborasi dengan komunitas mahasiswa, penggunaan media
sosial, penawaran benefit eksklusif dan insentif, komunikasi personal via email,
WhatsApp dan zoom serta materi periklanan visual yang profesional. Kedekatan
lokasi geografis ECC di Yogyakarta juga menjadi faktor strategis dalam
membangun kepercayaan dan memudahkan interaksi dengan audiens target.
Kesimpulannya, strategi komunikasi pemasaran yang dilakukan ECC.co.id melalui
program ECC Sharing Session mampu meningkatkan jumlah member serta
awareness platform dengan pendekatan yang berbasis kebutuhan mahasiswa dan
tren komunikasi generasi Z.

Kata Kunci: Strategi Komunikasi Pemasaran, Bauran Promosi, ECC Sharing

Session, Komunitas Mahasiswa
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ABSTRACT

This research aims to identify and analyze the marketing communication
strategy implemented by ECC.co.id in increasing member numbers through the
ECC Sharing Session program. The background of this research is based on the
high competition in the digital career platform industry as well as the increasing
anxiety of students and fresh graduates regarding the job market. To address these
challenges, ECC.co.id has developed an education-based marketing
communication strategy aimed at the student community in Yogyakarta.This
research employs a descriptive qualitative approach with a constructivist
paradigm. Data was collected through in-depth interviews with internal ECC
personnel, program participants, field observations, and documentation. Data
analysis was conducted using the promotion mix theory according to Kotler &
Keller, which includes five main elements: advertising, public relations & publicity,
sales promotion, personal selling, and direct & online marketing. The research
results show that the ECC Sharing Session not only serves as a career education
medium for students and fresh graduates but also becomes an efficient marketing
communication tool in increasing awareness and conversion of new ECC members.
Promotional strategies are carried out systematically through collaboration with
student communities, the use of social media, offering exclusive benefits and
incentives, personal communication via email, WhatsApp, and Zoom, as well as
professional visual advertising materials. The geographical proximity of ECC in
Yogyakarta also proves to be a strategic factor in building trust and facilitating
interaction with the target audience. In conclusion, the marketing communication
strategy implemented by ECC.co.id through the ECC Sharing Session program is
able to increase the number of platform members and awareness with an approach
based on the needs of students and communication trends of Generation Z.

Keywords: Marketing Communication Strategy, Promotion Mix, ECC Sharing

Session, Student Community
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