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STRATEGI KOMUNIKASI PEMASARAN MUSIK DIGITAL
PADA TIKTOK DALAM MENINGKATKAN PROMOSI ALBUM
MALIQ & D’ESSENTIAL “CAN MACHINES FALL IN LOVE?”
Tsamarah Mumtaz Santoso

ABSTRAK

Integrated Marketing Communication (IMC) sebagai strategi komunikasi
pemasaran modern untuk menyampaikan pesan yang konsisten sekaligus
membangun keterikatan emosional dengan audiens. Metode penelitian yang
digunakan adalah kualitatif dengan pendekatan studi kasus, serta data diperoleh
melalui observasi konten TikTok, wawancara mendalam dengan pihak internal,
tanggapan audiens, dan validasi triangulator. Penelitian ini bertujuan untuk
menganalisis penerapan strategi IMC dalam promosi album "Can Machines Fall in
Love?" oleh Maliq & D’Essentials serta menilai efektivitas TikTok sebagai media
promosi digital. Hasil penelitian menunjukkan bahwa Maliq & D’Essentials
menerapkan IMC (Kotler & Keller, 2016) secara konsisten melalui integrasi
advertising, sales promotion, events & experiences, public relations & publicity,
online & social media marketing, direct & databased marketing, dan personal
selling. Temuan ini menegaskan bahwa penerapan IMC melalui TikTok yang
terintegrasi dengan storytelling terbukti efektif meningkatkan awareness, loyalitas,
partisipasi audiens, serta membangun hubungan jangka panjang dengan audiens.

Kata Kunci: [Integrated Marketing Communication, Media Sosial TikTok,
Komunikasi Pemasaran, Musik Digital
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DIGITAL MUSIC MARKETING COMMUNICATION STRATEGY
ON TIKTOK IN PROMOTING MALIQ & D’ESSENTIALS
ALBUM “CAN MACHINE FALL IN LOVE?”

Tsamarah Mumtaz Santoso

ABSTRACT

Integrated Marketing Communication (IMC) serves as a modern marketing
communication strategy to deliver consistent messages while fostering emotional
engagement with the audience. This study employs a qualitative method with a case
study approach, collecting data through the observation of TikTok content, in-depth
interviews with internal stakeholders, audience responses, and triangulation
validation. The study aims to analyze the implementation of IMC in promoting the
album Can Machines Fall in Love? by Maliq & D Essentials and to evaluate the
effectiveness of TikTok as a digital promotion platform. The findings indicate that
Maliq & D’Essentials consistently apply IMC (Kotler & Keller, 2016) through the
integration of advertising, sales promotion, events and experiences, public
relations and publicity, online and social media marketing, direct and database
marketing, and personal selling. Furthermore, the implementation of IMC on
TikTok, combined with storytelling, effectively enhances awareness, audience
loyalty, participation, and builds long-term relationships with the audience.

Keywords: Integrated ~ Marketing ~ Communication,  TikTok, = Marketing
Communication, Digital Music
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