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ANALISIS PESAN KOMUNIKASI PEMASARAN PADA 

MAPEMALL.COM DALAM MEMBANGUN BRAND POSITIONING 

Okti Ambar Fadila
1
 

 

ABSTRAK 

Fenomena e-commerce fashion dan lifestyle saat ini, bersaing menawarkan produk 

melalui pengemasan content marketing yang bervariasi dalam membangun brand 

positioning yang mengesankan dibenak konsumen. Dalam penelitian ini, peneliti 

melakukan analisis content marketing dalam membangun brand positioning pada 

website e-commerce Mapemall.com. Tujuan penelitian ini untuk mengetahui 

penerapam kelima dimensi content marketing yang dikemukakan oleh Douglas 

Karr dalam membangun brand positioning. Penelitian ini merupakan penelitian 

kualitatif dengan jenis penelitian deskriptif dan pendekatan studi kasus. Peneliti 

melakukan pengumpulan data dengan observasi secara langsung dalam website 

dan juga wawancara kepada pihak internal Mapemall.com. Hasil penelitian ini 

menunjukkan bahwa, konten komunikasi pemasaran utama yang dimiliki oleh 

Mapemall.com adalah fashion lifestyle original branded, dan kelima dimensi 

content marketing telah diupayakan oleh Mapemall.com seluruhnya. Dalam 

kaitannya dengan positioning, ada tiga dimensi content marketing yang memiliki 

peran cukup berpengaruh dalam membangun positioning yaitu pada dimensi 

reader cognition, sharing motivation, dan life factors. Sedangkan dua dimensi 

lainnya yaitu persuasion dan decision making, dianggap kurang memiliki peran 

yang signifikan terhadap upaya membangun positioning Mapemall.com. Adapun 

dimensi content marketing yang berpotensi mengubah positioning Mapemall.com, 

yaitu pada dimensi persuasion spesifikasi dalam kategori promotion campaign 

pay day. 
 

Kata Kunci: Content marketing, Brand Positioning, Website, E-commerce. 
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ANALYSIS OF MARKETING COMMUNICATION MESSAGES 

ON MAPEMALL.COM IN BUILDING BRAND POSITIONING 

Okti Ambar Fadila
1
 

 

ABSTRACT 

 

The phenomenon of today's e-commerce fashion and lifestyle competes offers 

products through a varied packaging of content marketing to build brand 

positioning that impresses consumers. In this study, researchers conducted a 

content marketing analysis to build brand positioning on Mapemall.com e-

commerce website. The purpose of this research is to find out the fifth-

dimensional content marketing set by Douglas Karr in building brand positioning. 

This research is a qualitative study with a type of descriptive research and case 

study approach. Researchers do data collection with observations directly in the 

website and also interviews to internal Mapemall.com. The results of this 

research show that, the main marketing communication content owned by 

Mapemall is the original fashion lifestyle branded product, and the fifth 

dimension of content marketing has been sought by Mapemall.com entirely. In 

relation to positioning, there are three dimensions of content marketing that has a 

role quite influential in building a positioning that is in the dimension reader 

cognition, sharing motivation, and life factors. While the other two dimensions 

are persuasion and decision making, it is considered lacking a significant role in 

the effort to build Mapemall.com positioning. The content marketing dimension is 

potentially changing the positioning of Mapemall.com, namely on the persuasion 

dimension of specification in the category of promotion campaign pay day.  

Key Words: Content marketing, Brand Positioning, Website, E-commerce. 
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