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ABSTRAK 
 

Nama : Siti Saniyah 
NIM : 193516516517 
Strategi Integrated Marketing Communication (IMC) CV. Urban Beauty 
Dalam Memperkuat Brand Image Produk MS COSMETIC 
 
Kata Kunci 
Strategi, Integrated 
Marketing 
Communication, CV. 
Urban Beauty, MS 
COSMETIC, Brand 
Image 

Industri kecantikan telah mengalami kenaikan yang cukup pesat. 
Tentunya kenaikan tersebut menyebabkan adanya persaingan antar 
perusahaan kosmetik untuk saling berlomba-lomba dalam melakukan 
berbagai upaya menawarkan kualitas produk dan menjaga reputasi 
(citra) perusahaan di mata masyarakat. Melihat antusiasme dan 
maraknya perusahaan kosmetik yang meluas di tengah – tengah 
masyarakat, merek kecantikan MS COSMETIC yang dinaungi oleh 
CV. Urban Beauty juga turut ingin berkontribusi dalam memenuhi 
kebutuhan kaum wanita. Hal ini membuat CV. Urban Beauty 
melakukan upaya “Strategi Integrated Marketing Communication 
(IMC)” dalam memperkuat brand produk MS COSMETIC yang 
positif dan selaras dibenak masyarakat. Penelitian ini bertujuan untuk 
mengetahui dan mendeskripsikan bagaimana CV. Urban Beauty 
memperkuat brand produk MS COSMETIC melalui komunikasi 
strategi IMC meliputi advertising, direct response and interactive 
advertising, place advertising, store signage and point of purchase 
advertising, trade and consumer oriented promotions, event 
marketing and sponsorship, public relations, personal selling, dan 
sales promotion. Dalam penelitian ini, metode penelitian yang 
digunakan adalah pendekatan kualitatif, jenis penelitian deskriptif, 
metode pengumpulan data menggunakan observasi, wawancara dan 
dokumentasi serta menggunakan teknik keabsahan data yang terdiri 
dari triangulasi, perpanjang waktu pengamatan, dan meningkatkan 
observasi penelitian. Hasil penelitian menunjukkan bahwa MS 
COSMETIC menerapkan strategi IMC secara terintegrasi dengan 
satu tujuan yang sama, yaitu mengkomunikasikan kepada audiens 
tentang image MS COSMETIC yang menonjolkan produk riasan 
yang cocok digunakan sehari-hari, khususnya bagi millennials dan 
Gen Z sebagai “Your Best Daily Makeup”. Sebagai kesimpulan 
kegiatan integrated marketing communication secara efektif 
membantu MS COSMETIC dalam meraih kejelasan, konsistensi, 
keselarasan, dan dampak komunikasi maksimal terhadap pelanggan 
guna melakukan komunikasi persuasif dalam mengkomunikasikan 
pesan nya secara tepat dan konsisten. 

Dosen Pembimbing Yayu Sriwartini, S.Sos., M.Si. 
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ABSTRACT 

Name  : Siti Saniyah 
Student ID : 193516516517 
Integrated Marketing Communication (IMC) Strategy of CV. Urban Beauty in 
Strengthening the Brand Image of MS COSMETIC Products 
 
Keywords 

Strategy, Integrated 
Marketing 
Communication, CV. 
Urban Beauty, MS 
COSMETIC, Brand 
Image 

The beauty industry has experienced a rapid increase. Of course, this 
increase causes competition between cosmetic companies to compete 
with each other in making various efforts to offer product quality and 
maintain the company's reputation (image) in the eyes of the public. 
Seeing the enthusiasm and the rise of cosmetic companies that are 
widespread in the midst of society, the beauty brand MS COSMETIC 
which is sheltered by CV. Urban Beauty also wants to contribute in 
meeting the needs of women. This makes CV. Urban Beauty make 
efforts "Integrated Marketing Communication (IMC) Strategy" in 
strengthening the MS COSMETIC product brand that is positive and 
aligned in the minds of the public. This study aims to determine and 
describe how CV Urban Beauty strengthens the MS COSMETIC 
product brand through IMC communication strategies including 
advertising, direct response and interactive advertising, place 
advertising, store signage and point of purchase advertising, trade 
and consumer oriented promotions, event marketing and 
sponsorship, public relations, personal selling, and sales promotion. 
In this research, the research method used is a qualitative approach, 
descriptive research type, data collection methods using observation, 
interviews and documentation and using data validity techniques 
consisting of triangulation, extending observation time, and 
increasing research observation. The results showed that MS 
COSMETIC implemented an integrated IMC strategy with one 
common goal, which is to communicate to the audience about MS 
COSMETIC's image which emphasizes makeup products that are 
suitable for daily use, especially for millennials and Gen Z as "Your 
Best Daily Makeup". In conclusion, integrated marketing 
communication activities effectively help MS COSMETIC in 
achieving clarity, consistency, harmony, and maximum 
communication impact on customers in order to conduct persuasive 
communication in communicating its messages precisely and 
consistently. 

Lecturer Yayu Sriwartini, S.Sos., M.Si. 
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