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Abstrak 

Penelitian ini dilatarbelakangi oleh ketertarikan peneliti terhadap mulai maraknya 

pendidikan anak sejak usia dini bahkan sejak usia bayi. Kindy Cloud merupakan salah 

satu inovator yang menyediakan jasa program kelas bayi di wilayah Jabodetabek. 

Program kelas bayi Kindy Cloud bertujuan untuk mengedukasi orangtua dalam 

menciptakan aktivitas alternative yang mampu merangsang multisensory sejak usia 

bayi. Dalam menyampaikan pesan promosi program baby classnya terhadap orangtua, 

Kindy Cloud aktif menggunakan media instagram. Penelitian ini memiliki tujuan 

untuk menganalisis resepsi orangtua terhadap pesan promosi program Baby Class 

yang disampaikan melalui akun instagram @kindycloud. Menggunakan pendekatan 

studi resepsi dengan teknik pengumpulan data melaui wawancara mendalam dengan 

beberapa orangtua dan observasi partisipasi yang dilakukan oleh peneliti. Consumen 

Experience juga memberikan pengaruh bagi orang tua dalam menerima pesan 

promosi program baby class yang disampaikan. Dalam hal ini, peneliti menemukan 

antusias orangtua yang aktif berinteraksi dan mempromosikan akun @kindycloud di 

instagram sebagai dominant code, yaitu bentuk penerimaan pesan secara penuh dan 

bersifat positif.  

 

Kata kunci: Studi Resepsi, Consumen Experience, Promotion, Instagram 
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Abstract 

This research is motivated by the interest of researchers towards the beginning of the 

rise of children's education from an early age even from the age of the baby. Kindy 

Cloud is one of the innovators who provide baby class program services in the 

Jabodetabek area. Kindy Cloud baby class program aims to educate parents in creating 

alternative activities that can stimulate multisensory since the baby's age. In delivering 

a promotion message for the baby class program to parents, Kindy Cloud actively uses 

Instagram media. This study aims to analyze parental receptions for promotional 

messages for the Baby Class program that are delivered via @ indycloud's Instagram 

account. Using a reception study approach with data collection techniques through in-

depth interviews with several parents and participant observation conducted by 

researchers. The Consumen Experience also influences parents to receive the baby 

class program promotion messages delivered. In this case, the researcher found 

enthusiastic parents who actively interacted and promoted the @ cindycloud account 

on Instagram as a dominant code, which was the form of receiving the message in full 

and positive. 

 

 

Keywords: Reception Studies, Consumen Experience, Promotion, Instagram 

 

 

 

 

 

 

 



ix 
 

DAFTAR ISI 

HALAMAN JUDUL…………………………………………………………….. i 

HALAMAN PENGESAHAN.............................................................................. ii 

HALAMAN PERNYATAAN ORISINALITAS .............................................  iii 

KATA PENGANTAR.........................................................................................  iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI………………. v 

ABSTRAK ........................................................................................................... vi 

ABSTRACT......................................................................................................... vii 

DAFTAR ISI ..................................................................................................... viii 

DAFTAR GAMBAR..........................................................................................   ix  

DAFTAR TABEL...............................................................................................  x 

DAFTAR LAMPIRAN....................................................................................... xi 

BAB I PENDAHULUAN 

1.1 Latar Belakang ...............................................................................................1 

1.2 Rumusan Masalah .........................................................................................8 

1.3 Tujuan Penelitian .......................................................................................... 8 

1.4 Manfaat Penelitian ........................................................................................ 8 

1.4.1 Manfaat Akademis .............................................................................. 8 

1.4.2 Manfaat Praktis ................................................................................... 9 

BAB II KERANGKA PEMIKIRAN  

2.1 Tinjauan Pustaka Terkait Penelitian Sebelumnya .......................................10 

2.2 Tinjauan Pustaka Terkait dengan Kerangka Pemikiran ..............................18 

2.2.1  Analisis Resepsi Khalayak ........................................................ 18 

2.2.2  Media Sosial Instagram ............................................................. 21 

2.2.3  Customer Experience ................................................................. 22 

    2.3 Kerangka Pemikiran ................................................................................... 24 

BAB III METODOLOGI PENELITIAN  

   3.1 Metode Penelitian ........................................................................................26 

   3.2 Subjek Penelitian ..........................................................................................28 



x 
 

   3.3 Sumber Data dan Teknik Pengumpulan Data ..............................................28 

      3.3.1 Sumber Data .............................................................................. 28 

      3.3.2 Teknik Pengumpulan Data ........................................................ 29 

   3.4 Definisi Konseptual dan Operasionalisasi Konsep ..................................... 31 

      3.4.1 Definisi Konseptual .................................................................... 31 

      3.4.2 Operasionalisasi Konsep ............................................................. 32 

   3.5 Teknik Analisis Data ................................................................................... 34 

   3.6 Teknik Pengujian Keabsahan Data ............................................................. 35 

BAB IV PEMBAHASAN 

4.1 Gambaran Umum Objek dan Subjek Penelitian………………………….. 37 

 4.1.1 Objek Penelitian………………………...................................... 37 

 4.1.2 Subjek Penelitian………………………………………………  39 

4.2 Hasil Penelitian…………………………………………………………… 40 

4.2.1 Resepsi Orangtua terhadap Pesan Promosi Baby Class………… 40  

4.2.2 Pengalaman Resepsi…………………………………………….  42 

4.2.3 Customer Experience…………………………………………… 45 

4.3 Pembahasan……………………………………………………………….  46 

4.3.1 Resepsi Orangtua terhadap Pesan Promosi Baby Class………… 46  

4.3.2 Dominant Code…………………………………………………..47 

4.3.3 Negotiated Code………………………………………………… 52 

4.3.4 Oppositional Code………………………………………………. 53 

4.3.5 Customer Experience…………………………………………… 55 

BAB V KESIMPULAN 

5.1 Kesimpulan……………………………………………………………….. 57 

5.2 Keterbatasan Penelitian…………………………………………………… 58 

5.3 Saran………………………………………………………………………. 58 

5.3.1 Saran Akademis………………………………………………….. 58 

5.3.2 Saran Praktis………………………………………………………59 



xi 
 

DAFTAR PUSTAKA ......................................................................................... 60 

LAMPIRAN........................................................................................................  62 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xii 
 

DAFTAR TABEL 

Tabel 2.1 Referensi Penelitian Terdahulu ..................................................... 13 

Tabel 3.1 Definisi dan Operasionalisasi Konsep............................................52 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



xiii 
 

DAFTAR GAMBAR 

Gambar 1.1 Aktivitas Program Baby Class....................................................... 4 

Gambar 1.2 Tampilan Website Rumah Dandelion............................................ 6 

Gambar 1.3 Instagram Rumah Dandelion.......................................................... 6 

Gambar 1.4 Respon orangtua terhadap Pesan Promosi baby class.................... 8  

Gambar 2.1  Model Komunikasi Stuart Hall..................................................... 19 

Gambar 2.2 Logo Instagram.............................................................................. 21  

Gambar 2.3 Kerangka Pemikiran Peneliti......................................................... 25 

Gambar 4.1 Edukator sedang melakukan story telling...................................... 38  

Gambar 4.2 Pesan Promosi Kindy Cloud.......................................................... 42  

Gambar 4.3 Public Figure mencoba baby class................................................. 45  

Gambar 4.4 Respon positif terhadap pesan promosi baby class........................ 49 

Gambar 4.5 Postingan Orangtua yang memeberi tag pada instagram Kindy… 50 

Gambar 4.6 Review Orangtua melalui fitur instagram story............................. 51 

Gambar 4.7 Parents Story dan Testimoni.......................................................... 51 

Gambar 4.8 Komentar Negatif Audiens............................................................ 53 

Gambar 4.9 Komentar Negatif Audiens............................................................ 54 

Gambar 4.10 Customer Experience program baby class Kindy Cloud............. 56  

 

 

 

 

 

 

 

 

 



xiv 
 

DAFTAR LAMPIRAN 

Lampiran 1 Transkrip Wawancara  Supervisor Kindy Cloud........................... 62 

Lampiran 2 Transkrip Wawancara Orangtua.................................................... 64 

Lampiran 3 Transkrip Wawancara Triangulator………………………….......   68 

Lampiran 4 Dokumentasi ................................................................................. 


