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ABSTRAK 

 

Nama : Dewi Kusumaningrum 

Program Studi : Ilmu Komunikasi 

Judul : STRATEGI KOMUNIKASI BRANDING THE 

PANTURAS DALAM MEMBANGUN IDENTITAS 

MUSIK MELALUI TREN KAOS BAND DI 

KALANGAN GEN Z 

Fenomena kaos band di era budaya populer menunjukkan pergeseran fungsi 

merchandise dari sekadar atribut fandom menjadi bagian dari gaya hidup dan media 

ekspresi identitas, khususnya di kalangan Generasi Z. Penelitian ini menganalisis 

strategi komunikasi branding band The Panturas dalam membangun identitas musik 

melalui tren kaos band pada audiens Gen Z. Penelitian menggunakan pendekatan 

kualitatif deskriptif dengan metode studi kasus. Data diperoleh melalui wawancara 

mendalam, observasi konten digital (Instagram, TikTok, dan marketplace), 

dokumentasi, serta studi literatur; informan dipilih secara purposive dari pihak 

manajemen, tim merchandise/kreatif, dan penggemar Gen Z. Analisis data 

dilakukan dengan model interaktif Miles dan Huberman.Hasil penelitian 

menunjukkan bahwa branding The Panturas dijalankan secara terintegrasi melalui 

musik, visual, dan gaya hidup. Kaos band diposisikan sebagai media visual utama 

untuk menerjemahkan identitas musik ke bentuk yang dapat dipakai dan dimaknai 

audiens, dengan konsistensi konsep desain yang merepresentasikan nilai 

kebebasan, keceriaan, nuansa pesisir, dan semangat retro. Identitas brand juga 

terlihat melalui dimensi Aaker (brand as product, organization, person, dan 

symbol). Selain itu, proses komunikasi branding bersifat dua arah: band 

menyampaikan identitas melalui desain merchandise, sementara Gen Z 

menafsirkan dan mengekspresikannya kembali lewat pemakaian kaos dalam 

keseharian dan media sosial. Kesimpulannya, kaos band The Panturas berfungsi 
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bukan hanya sebagai promosi, tetapi sebagai media komunikasi simbolik yang 

menguatkan identitas musik band di kalangan Generasi Z. 

 

Kata kunci: strategi komunikasi branding, The Panturas, kaos band, identitas 

musik, Generasi Z, merchandise. 
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ABSTRACT 

 

 

Name : Dewi Kusumaningrum 

Study Program : Communications Studies 

Title : THE PANTURAS BRANDING COMMUNICATION 

STRATEGY IN BUILDING A MUSICAL IDENTITY 

THROUGH THE BAND T-SHIRT TREND AMONG 

GEN Z 

 

Band T-shirts in contemporary popular culture reflect a shift in the role of 

merchandise from a simple marker of fandom to a lifestyle element and a medium 

for identity expression, particularly among Generation Z. This study analyzes The 

Panturas’ branding communication strategy in shaping their musical identity 

through the band T-shirt trend among Gen Z audiences. Using a descriptive 

qualitative approach with a case study method, data were collected through in- 

depth interviews, digital content observation (Instagram, TikTok, and 

marketplaces), documentation, and a literature review. Informants were 

purposively selected from the band’s management, the merchandise/creative team, 

and Gen Z fans. Data were analyzed using Miles and Huberman’s interactive 

model.The findings show that The Panturas’ branding is carried out in an 

integrated way across music, visuals, and lifestyle. Band T-shirts are positioned as 

a key visual medium to translate musical identity into a wearable form that 

audiences can interpret, supported by a consistent design concept representing 

freedom, cheerful energy, coastal nuances, and a retro spirit. The band’s identity 

is also reflected through Aaker’s brand identity dimensions (brand as product, 

organization, person, and symbol). In addition, branding communication operates 

as a two-way process: the band communicates its identity through merchandise 

design, while Gen Z audiences reinterpret and re-express it through daily wear and 

social media. In conclusion, The Panturas’ band T-shirts function not only as 

promotional items but as symbolic communication media that reinforce the band’s 

musical identity among Generation Z. 

Keywords: branding communication strategy, The Panturas, band T-shirts, 

musical identity, Generation Z, merchandise. 
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