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ABSTRAK

Anggitha Yunia Rahma, NIM: 04010522007,2025 Strategi
Komunikasi Pemasaran Melalui Co-Branding Dominion Store
Surabaya Dengan SID Merchandise Dalam Membangun Citra
Merek.

Penelitian ini membahas tentang strategi komunikasi
pemasaran melalui co-branding antara Dominion Store Surabaya
dengan SID Merchandise dan bentuk komunikasi pemasaran
Dominion Store Surabaya dan SID Merchandise. Penelitian ini
menggunakan metode kualitatif deskriptif. Pengumpulan data
dilakukan melalui wawancara mendalam dengan pihak Dominion
Store Surabaya dan SID Merchandise; observasi langsung terhadap
aktivitas promosi dan implementasi kolaborasi, serta dokumentasi
berupa arsip visual, materi promosi, dan unggahan media sosial yang
relevan. Data yang diperoleh disusun dan diolah secara sistematis
untuk menggambarkan proses pelaksanaan strategi komunikasi
pemasaran dalam kerja sama secara menyeluruh.

Hasil penelitian menunjukkan bahwa strategi co-branding
yang diterapkan mampu memperkuat citra merek Dominion Store
sebagai gerai ritel yang memiliki identitas kuat dan relevan dengan
segmen pasar penggemar musik. Bentuk komunikasi pemasaran yang
dilakukan meliputi kolaborasi produk eksklusif, promosi melalui
media sosial, serta pemanfaatan basis penggemar SID sebagai saluran
komunikasi merek.

:
Kata Kunci: co-branding, komunikasi pemasaran, Dominion Store,
SID Merchandise.
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ABSTRACT

Anggitha Yunia Rahma, Student 1D: 04010522007,2025. Marketing
Communication Strategy Through Co-Branding Between
Dominion Store Surabaya and SID Merchandise in Building
Brand Image.

This study discusses marketing communication strategies
through co-branding between Dominion Store Surabaya and SID
Merchandise and the forms of marketing communication used by
Dominion Store Surabaya and SID Merchandise. This study uses a
descriptive qualitative method. Data collection was conducted through
in-depth interviews with Dominion Store Surabaya and SID
Merchandise, direct observation of . promotional activities and
collaboration implementation, as well as documentation in the form of
visual archives, promotional materials, and relevant social media
posts. The data obtained was systematically organized and processed
to describe the < implementation process of the marketing
communication strategy in the collaboration as a whole.

The results of the study show that the co-branding strategy
implemented was able to strengthen the brand image of Dominion
Store as a retail outlet with a strong identity that is relevant to the
music fan market segment. The forms of marketing communication
carried out included exclusive product collaborations, promotions
through social media, and the utilization of SID's fan base as a brand
communication channel.

:
Keywords: co-branding, marketing communication, Dominion Store,
SID Merchandise.
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