
 

 

IMPLEMENTASI STRATEGI KOMUNIKASI PEMASARAN MELALUI 

MULTI-PLATFORM PADA STARTUP DIGITAL  

(ANALISIS SOSTAC PADA DIVISI MARKETING PT CMLABS 

INDONESIA DIGITAL) 

 

  
SKRIPSI 

 

Diajukan kepada Fakultas Ilmu Sosial dan Ilmu Politik 

Universitas Muhammadiyah Malang 

Sebagai Persyaratan Memperoleh Gelar Sarjana (S-1) Ilmu Komunikasi 

 

Disusun oleh: 

Muhammad Areqson Hertin 

202010040311287 

 

  

Dosen Pembimbing 

Isnani Dzuhrina, S.Sos, M.Adv 

  

 

FAKULTAS ILMU SOSIAL DAN ILMU POLITIK 

UNIVERSITAS MUHAMMADIYAH MALANG 

TAHUN 2024



 

i 
  

LEMBAR PENGESAHAN SKRIPSI 
 

 
  



 

ii 
  

 
  



 

iii 
  

LEMBAR PERSETUJUAN SKRIPSI  
 
 

 
 
 
 
 
 
 
 
  



 

iv 
  

SURAT KETERANGAN KARYA ASLI 
 
 
 

  



 

v 
  

SURAT KETERANGAN SIAP DIUJI 
 
 

 

  



 

vi 
  

SURAT KETERANGAN BEBAS KULIAH 
 
 
 

  



 

vii 
  

LEMBAR PERSETUJUAN DETEKSI PLAGIASI 
 
 
 
 

  



 

viii 
  

 
TANDA TERIMA PLAGIASI 

 
 
 
 

  



 

ix 
  

BERITA ACARA BIMBINGAN SKRIPSI 
 

 
 

  



 

x 
  

BERITA ACARA SEMINAR HASIL 
 

 

 
 
 

 
 

 
 

 



 

xi 
  

ABSTRAK 

 
  



 

xii 
  

ABSTRACT 
 
Muhammad Areqson Hertin, 202010040311287, Implementation of Marketing 
Communication Strategy Through Multi-Platform in Digital Startups (SOSTAC 
Analysis in the Marketing Division of PT CMLABS Indonesia Digital) Lecturer 
Supervisor: Isnani Dzuhrina, S.Sos, M.Adv 
 

In today's ever-evolving digital era, marketing communication strategies 
have undergone a fundamental transformation. Many companies are no longer 
relying on traditional media, instead they are spreading their wings to various digital 
platforms, including social media and websites. The ability to communicate 
effectively through multiple platforms has become a critical element in building a 
strong brand, increasing engagement with customers, and maintaining a 
competitive advantage in an increasingly complex and dynamic market.  

This study uses the SOSTAC Model to analyze the implementation of 
marketing communication strategies through multi-platform in digital startups. By 
using a qualitative approach and a type of descriptive research, as well as the basis 
of the research using descriptive analysis, the data collection techniques chosen are 
interview and documentation techniques. 

The results of research in the marketing division, PT CMLABS Indonesia 
Digital are known that the implementation of the marketing communication 
strategy through multi-platform carried out by the company has been running and 
implemented in accordance with the plan carried out. However, of course, there are 
still challenges that need to be overcome in its implementation. For example, PT 
CMLABS Indonesia Digital has planned a strategy to set the objectives to be 
achieved, however, due to challenges such as the lack of human resources owned, 
the implementation of the Actions stage in the SOSTAC framework does not run 
optimally. 

Keyword: Marketing Communication, Multi-Platform Strategy, Digital Startups, 
SOSTAC Model 
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