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ANALISIS PENERAPAN STRATEGI DIGITAL MARKETING  

Studi Kasus E-commerce Bengkel BOS 

 

Yoga Pradiptya Kusuma Manggala 

ABSTRAK  

 

Penelitian ini bertujuan untuk menganalisis strategi digital marketing yang 

digunakan oleh Bengkel BOS untuk membantu penjualan digital melalui e-

commerce. Penelitian ini menggunakan wawancara mendalam (indepth interview) 

terhadap narasumber. Narasumber dari penelitian ini merupakan karyawan 

Bengkel BOS sendiri dengan jabatan yang berbeda-beda. Selain itu, ada 

narasumber dari segi konsumen untuk memastikan bahwa strategi digital 

marketing yang dilakukan Bengkel BOS tepat sasaran. Terdapat 11 teknik digital 

marketing yang dikaji secara umum, teknik ini terdiri dari SEO, SEM, Content 

Creation, Social Media Marketing, Digital Display Advertising, Mobile 

Marketing, Interactive Marketing, Viral Marketing, E-mail Marketing, Online 

Public Relation, dan Affiliate Marketing. Penulis mengasumsikan Interactive 

Marketing dan Online Public Relation tidak termasuk kedalam framework yang 

akan diteliti karena kedua teknik tersebut tidak memiliki karakteristik yang sama 

dengan model bisnis B2C yang diambil dari sudut pandang e-commerce. 

Penelitian ini menghasilkan pernyataan bahwa 8 teknik digital marketing yang 

meliputi SEO, SEM, Content Creation, Social Media Marketing, Mobile 

Marketing, Viral Marketing, E-mail Marketing, dan Affiliate Marketing telah 

dilakukan oleh Bengkel BOS dan beberapa dari teknik tersebut membutuhkan 

peningkatan performa implementasinya. Sedangkan teknik Digital Display 

Advertising yang diasumsikan telah dilakukan oleh Bengkel BOS, ternyata belum 

dilakukan karena terkait beberapa faktor yang menjadi hambatan implementasi 

teknik tersebut. Peneliti juga memberikan saran terkait hasil penelitian, salah 

satunya adalah melakukan optimalisasi SEO dan SEM agar terdaftar menjadi 

urutan pertama di internet dan memiliki daya tarik bagi konsumen. 

 

Kata kunci: strategi, teknik, digital marketing, e-commerce, B2C 
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ANALYSIS OF THE DIGITAL MARKETING IMPLEMENTATION  

Case Study: E-commerce of Bengkel BOS 

 

Yoga Pradiptya Kusuma Manggala 

ABSTRACT 
 

This research aims to analyze the digital marketing strategy that Bengkel BOS 

uses to help increase digital selling through e-commerce. This study uses in-depth 

interview to acquire information from relevant interviewees. The interviewees are 

employees of Bengkel BOS from different roles and position. Besides that, an 

interviewee from the consumer's side is also featured to ensure that Bengkel 

BOS's digital marketing strategies are spot on. There are 11 digital marketing 

techniques that are generally studied, namely SEO, SEM, Content Creation, 

Social Media Marketing, Digital Display Advertising, Mobile Marketing, 

Interactive Media Marketing, Viral Marketing, E-mail Marketing, Online Public 

Relation, dan Affiliate Marketing. Author assumes that Interactive Marketing 

and Online Public Relation aren't included in the research framework because 

both of these techniques do not have the similar characteristics with the B2C 

model which are taken from the e-commerce's point of view.  

The result of this study is the statement that eight digital marketing techniques 

namely SEO, SEM, Content Creation, Social Media Marketing, Mobile 

Marketing, Viral Marketing, E-mail Marketing, dan Affiliate Marketing have been 

implemented by Bengkel BOS and some of these need to be improved. On the 

other hand, the digital display advertising technique which was assumed to had 

been implemented by Bengkel Bos, apparently had not been implemented due to 

several obstacles along the way. Author also recommends a few things, including 

the optimalization of SEO and SEM so that the company is the top result on the 

search engine, thus attract more consumers. 

 

Keywords: strategy, techniques, digital marketing, e-commerce, B2C 
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