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ABSTRAK 

Agung RizkyaAlvionita, 201410415004. Strategi Komunikasi Pemasaran 

PT. Matahari Departemnt Store Tbk Melalui Matahari Rewards ′OVO′ Pada 

Konsumen Di Era Online Shop. 

 PT. Matahari Departement Store Tbk menghadirkan kartu member 

terbarunya yaitu Matahari Rewards ′OVO′. Dalam memperkenalkan member 

barunya kepada konsumen pihak Matahari melakukannya melalui karyawan.  

Penelitian ini bertujuan untuk mengetahui bagaimana PT. Matahari Departement 

Store Tbk mempromosikan Matahari Rewards ′OVO′ sebagai member barunya 

kepada konsumen di era online shop saat ini. Metode yang digunakan dalam 

penelitian ini yaitu deskriptif. Hasil penelitian ini menunjukan bahwa strategi 

komunikasi pemasaran PT. Matahari Departement Store Tbk melalui Matahari 

Rewards ′OVO′ menggunakan Integrated Marketing Communication (IMC) yang 

didalamnya terdapat bauran komunikasi promosi yaitu promosi penjualan dan 

penjualan personal. Pada hasilnya dari kedua bauran komunikasi tersebut 

dikatakan berhasil dalam strategi komunikasi pemasaran melalui Matahari 

Rewards ′OVO′. 

Kata kunci: Strategi Komunikasi Pemasaran, Integrated Marketing 

Communication, bauran komunikasi promosi, promosi penjualan, penjualan 

personal. 
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ABSTRACT 

Agung RizkyaAlvionita, 201410415004. The communications strategy 

marketing PT. Matahari Departemnt Store Tbk announced Matahari Rewards 

′OVO′ on the consumer in the Online Shop now. 

 PT. Matahari Departement Store Tbk His latest data card is present 

Matahari Rewards ′OVO′. In introducing the new member to consumers. 

employees do it through Matahari. This study aims to to see how PT. Matahari 

Departement Store Tbk promote Matahari Rewards ′OVO′ As a member new to 

consumers in the online shop now. Methods used in research this is the 

descriptive. The result of this research suggests that strategy of marketing 

communicationsPT. Matahari Departement Store Tbk through Matahari Rewards 

′OVO′ used Integrated Marketing Communication (IMC) Containing hotchpotch 

communication sales promotions and sales promotion that is personal .On the 

outcome of the two hotchpotch communication will be said been successful in 

marketing via the communications strategy Matahari Rewards ′OVO′. 

Key words: Marketing Communications Strategy Integrated Marketing 

Communication, Hotchpotch Communication, Promotion , Sales Promotions 

Sales Of Personal. 
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