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STRATEGI ONLINE ADVERTISING DAN ONLINE SALES PROMOTIONS
ZALORA INDONESIA DALAM UPAYA MEMBENTUK
CUSTOMER ENGAGEMENT MELALUI INSTAGRAM

Irna Laudza

ABSTRAK

Penelitian ini dilakukan untuk mengetahui strategi online advertising dan online
sales promotions Zalora Indonesia yang dilakukan di media sosial Instagram
dalam upaya membentuk customer engagement. Tujuan dari penelitian ini untuk
mendeskripsikan strategi online advertising dan online sales promotions Zalora
Indonesia dalam membentuk customer engagement melalui Instagram. Penelitian
ini merupakan penelitian kualitatif dengan pendekatan deskriptif kualitatif.
Sumber data pada penelitian ini diperoleh melalui pengamatan langsung
Instagram Zalora selama periode Ramadhan 2019 yaitu bulan Maret, April dan
Mei dan data sekunder diperoleh melalui wawancara serta didukung dengan buku,
jurnal maupun literatur-literatur yang berhubungan dengan judul penelitian ini.
Hasil dari penelitian ini menyatakan bahwa Zalora Indonesia di Instagramnya
pada periode Ramadhan 2019 telah menerapkan kedua indikator online
advertising dan ketiga indikator online sales promotions dari teori Smith dan
Zook. Dari hasil penelitian semua indikator strategi online advertising dan online
sales promotions kecuali joint promotions dapat membentuk customer
engagement.

Kata Kunci: Online advertising, Online Sales Promotions, Customer Engagement.
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ZALORA INDONESIA’S ONLINE ADVERTISING AND ONLINE SALES
PROMOTIONS STRATEGY IN EFFORT TO FORM CUSTOMER
ENGAGEMENT THROUGH INSTAGRAM

Irna Laudza

ABSTRACT

This research was conducted to determine Zalora Indonesia's online advertising
and online sales promotion strategies conducted on Instagram social media in an
effort to form customer engagement. The purpose of this study is to describe
Zalora Indonesia's online advertising and online sales promotion strategies to
form customer engagement through Instagram. This research is a qualitative
research with a qualitative descriptive approach. The data source in this study
was obtained through direct observation of Zalora Instagram during the 2019
Ramadhan period namely March, April and May and secondary data obtained
through interviews and supported by books, journal and literature relating to the
title of this study. The results of this study state that Zalora Indonesia on
Instagram in the 2019 Ramadhan period has implemented both online advertising
indicators and three online sales promotion indicators from Smith and Zook's
theories. From the results of the study all indicators of online advertising
strategies and online sales promotions except joint promotions can form customer
engagement.

Keywords: Online advertising, Online Sales Promotions, Customer Engagement.
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