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STRATEGI IMC (INTEGRATED MARKETING COMMUNICATION)
PADA REBRANDING NEW PRIMAGAMA POWERED BY ZENIUS

IVAN RAVAUL MAURITZ
ABSTRAK

Bimbel yang menjadi trend yang diminati oleh siswa dan orang tua siswa membuat
semakin banyaknya merek bimbingan belajar yang ada di Indonesia. Dalam rangka
mengikuti persaingan pasar bimbel, Zenius Education mengakuisisi Primagama
dan merebranding menjadi New Primagama powered by Zenius. Strategi
Integrated Marketing Communication merupakan sebuah strategi yang digunakan
oleh setiap perusahaan dalam melakukan kegiatan pemasaran perusahaan.
Penelitian ini bertujuan untuk mengetahui strategi Integrated Marketing
Communication pada Rebranding New Primagama powered by Zenius. Penelitian
ini menggunakan teori Integrated Marketing Communication menurut Belch &
Belch (2018) dan metode studi kasus dengan pendekatan kualitatif melalui
wawancara secara mendalam. Hasil dari penelitian ini New Primagama powered by
Zenius menggunakan pemasaran Above the Line dan Below the Line untuk sales
promotion, dalam personal selling melalui event kunjungan ke sekolah dan melalui
cabang mereka. Dalam advertising beriklan melalui TVC yang disebar di sosial
media dan berisi pesan tentang hybrid learning, Publicity/public relations yang
dilakukan yaitu press release tentang kegiatan akuisisi dan rebranding, media
relations kepada media online yang sudah bekerja sama untuk memberitakan
tentang akuisisi dan rebranding yang dilakukan. Digital/internet marketing yang
digunakan adalah digital ads, social media strategy, kol activities, paid search, dan
SEO. Dan di direct marketing, menggunakan telemarketing dan brosur serta flyer.

Kata Kunci: New Primagama powered by Zenius, rebranding, Integrated

Marketing Communication
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IMC (INTEGRATED MARKETING COMMUNICATION) STRATEGY IN
NEW PRIMAGAMA POWERED BY ZENIUS REBRANDING

IVAN RAVAUL MAURITZ
ABSTRACT

Bimbel, which is becoming a trend that is in demand by students and parents of
students, has resulted in more and more brands of tutoring in Indonesia. In order
to keep up with competition in the tutoring market, Zenius Education acquired
Primagama and rebranded it into New Primagama powered by Zenius. Integrated
Marketing Communication strategy is a strategy used by every company in carrying
out company marketing activities. This study aims to determine the strategy of
Integrated Marketing Communication in New Primagama Rebranding powered by
Zenius. This study uses Integrated Marketing Communication theory according to
Belch & Belch (2018) and a case study method with a qualitative approach through
in-depth interviews. The results of this study New Primagama powered by Zenius
uses Above the Line and Below the Line marketing for sales promotion, in personal
selling through school visits and through their branches. In advertising, advertising
through TVC is distributed on social media and contains messages about hybrid
learning, Publicity/public relations that are carried out, namely press releases
about acquisition and rebranding activities, media relations to online media that
have worked together to report on the acquisition and rebranding that have been
carried out. The digital/internet marketing used are digital ads, social media
strategy, col activities, paid search, and SEO. And in direct marketing, using
telemarketing and brochures and flyers.

Keywords: New Primagama powered by Zenius, rebranding, Integrated Marketing

Communication
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