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RINGKASAN 

 

Fathur Ridho Kholish Nur Amien, 2026, STRATEGI KOMUNIKASI 

PEMASARAN ILMIKO MOM AND BABY CARE DALAM MEMBANGUN 

BRAND AWARENESS MELALUI PROGRAM PRENATAL YOGA DI 

MAGETAN 

Penelitian ini bertujuan menganalisis strategi komunikasi pemasaran Ilmiko 

Mom and Baby Care dalam membangun brand awareness program prenatal yoga di 

Kabupaten Magetan. Latar belakang penelitian adalah rendahnya kesadaran 

masyarakat Magetan terhadap manfaat prenatal yoga meskipun Ilmiko telah 

beroperasi aktif. Penelitian menggunakan pendekatan kualitatif deskriptif dengan 

teori Integrated Marketing Communication (IMC) yang dikemukakan oleh Belch dan 

Belch (2021), melalui wawancara mendalam dengan dua informan internal: pemilik 

Ilmiko (Bidan Ilmi Khairun Nisa, S.Tr.Keb.) dan tim marketing (Astia Wulandari), 

serta dua informan eksternal dari kalangan konsumen (Nadia dan Ibu Anisa 

Rahmawati) sebagai triangulasi sumber. Hasil penelitian menunjukkan Ilmiko 

menerapkan keenam elemen IMC secara terpadu: (1) Periklanan (Advertising), 

pengemasan konten Instagram yang menarik, informatif, dan berbasis bukti ilmiah 

dengan pencantuman gelar kebidanan pemilik sebagai diferensiasi layanan; (2) 

Pemasaran Langsung (Direct Marketing), komunikasi dua arah melalui Instagram 

dan WhatsApp yang responsif menggunakan bahasa awam; (3) Promosi Penjualan 

(Sales Promotion), penyajian konten relevan dengan kebutuhan ibu hamil disertai 

pemanfaatan momentum Hari Valentine dan mudik Lebaran; (4) Penjualan Personal 

(Personal Selling), penyesuaian komunikasi secara personal melalui konsultasi ringan, 

follow-up WhatsApp, dan penggunaan pin nama peserta; serta (5) Hubungan 

masyarakat, munculnya rekomendasi organik dari peserta kepada calon konsumen 

lain. Strategi terpadu ini terbukti berhasil membangun brand awareness Ilmiko, 

dibuktikan dengan pertumbuhan peserta dari 2–3 orang menjadi rata-rata 12 peserta 

per kelas. Pesan inti “prenatal yoga yang kredibel secara medis dan dekat secara 

personal” menjadi kunci keberhasilan strategi komunikasi pemasaran Ilmiko di pasar 

lokal Magetan. 

 

Kata kunci: strategi komunikasi pemasaran, brand awareness, Integrated 

Marketing Communication (IMC), prenatal yoga, Instagram. 
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SUMMARY 

 

Fathur Ridho Kholish Nur Amien, 2026, MARKETING COMMUNICATION 

STRATEGY OF ILMIKO MOM AND BABY CARE IN BUILDING BRAND 

AWARENESS THROUGH THE PRENATAL YOGA PROGRAM IN MAGETAN  

This study aims to analyze the marketing communication strategy of Ilmiko 

Mom and Baby Care in building brand awareness through its prenatal yoga program 

in Magetan Regency. The background concerns the low public awareness of prenatal 

yoga benefits in Magetan despite Ilmiko’s active operations. This study employs a 

descriptive qualitative approach grounded in Integrated Marketing Communication 

(IMC) theory proposed by Belch & Belch (2021), with in-depth interviews with two 

internal informants: the founder (Bidan Ilmi Khairun Nisa, S.Tr.Keb.) and the 

marketing team member (Astia Wulandari), and two external consumer informants 

(Nadia and Ibu Anisa Rahmawati) for source triangulation. The findings show that 

Ilmiko applies all six IMC elements in an integrated manner: (1) Advertising, through 

engaging, informative, and evidence-based Instagram content featuring the owner’s 

midwifery credentials as a service differentiator; (2) Direct Marketing, through 

responsive two-way communication via Instagram and WhatsApp using accessible 

language; (3) Sales Promotion, through relevant promotional content leveraging 

moments such as Valentine’s Day and the Eid homecoming season; (4) Personal 

Selling, through personalized communication including consultations, WhatsApp 

follow-ups, and participant name pins; (5) Public Relations, through organic 

participant recommendations that naturally expand brand recognition; and (6) 

Digital/Interactive Marketing, through consistent Instagram content that builds 

ongoing brand awareness. This integrated strategy successfully built Ilmiko’s brand 

awareness, evidenced by participant growth from 2–3 people to an average of 12 per 

class. The consistent core message of “medically credible prenatal yoga with a 

personal touch” proved to be the key driver of Ilmiko’s marketing communication 

success in the local Magetan market. 

 

Keywords: marketing communication strategy, brand awareness, Integrated 

Marketing Communication (IMC), prenatal yoga, Instagram. 
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