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Analisis Strategi Promosi Marketing Dengan Menggunakan
Media Instagram PT Barberbox Putranza Indonesia di Jakarta

Selatan

Saddam Ramadhan

ABSTRAK

Barberbox adalah sebuah brand dari barbershop yang mengutamakan
mens 'grooming untuk sebagian pria yang memperhatikan penampilannya dan
malu untuk pergi ke salon. Barbebrox memanfaatkan Instagram sebagai strategi
promosi marketing untuk mengenalkan dan memasarkan servis dan treatmentnya.
Barberbox menginginkan konsumennya mengetahui value dan ingin mengedukasi
konsumennya lewat Instagram. Penelitian ini bertujuan untuk mengetahui apa
yang menjadi strategi promosi marketing Barberbox melalui media Instagram.
Peneliti memilih metode kualitatif dengan teknik wawancara mendalam yang
bertujuan untuk menjelaskan bagaimana strategi promosi marketing dari
Barberbox menggunakan media Instagram. Berdasarkan hasil penelitian ini
menunjukkan bahwa strateginya dengan adanya elemen Purchase Decision,
Komunikasi, Promosi, dan Instagram’s Insight. Barberbox melakukannya dengan
konsep yang kaku, dan diubah menjadi konsep yang youthful, playful, dan

colorful, sehingga dapat meraih segmen milenial.

Kata Kunci: Barberbox, Instagram, Instagram Insight, Marketing, Media, Promosi

Marketing, Sosial Media, Services Management, Strategi Promosi
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Analisis Strategi Promosi Marketing Dengan Menggunakan
Media Instagram PT Barberbox Putranza Indonesia di Jakarta

Selatan

Saddam Ramadhan

ABSTRACT

Barberbox is a brand of barbershop that prioritizes mensingrooming for some
men who pay attention to their appearance and are embarrassed to go to the
salon. Barbebrox uses Instagram as a marketing promotion strategy to introduce
and market its services and treatments. Barberbox wants its customers to know
the value and want to educate their consumers through Instagram. This study
aims to find out what is Barberbox's marketing promotion strategy through
Instagram media. The researcher chose a qualitative method with an in-depth
interview technique that aimed to explain how the marketing promotion strategy
of Barberbox used Instagram media. Based on the results of this study, the
strategy shows that there are Purchase Decision, Communication, Promotion,
and Instagram's Insight elements. Barberbox does it with a rigid concept, and is
transformed into a concept that is youthful, playful, and colorful, so that it can

reach the millennial segment.

Keywords: Barberbox, Instagram, Instagram Insight, Marketing, Media, Marketing

Promotion, Social Media, Services Management , Promotion Strategy

Vi



Universitas Bakrie

DAFTAR ISl
HALAMAN PERNYATAAN ORISINALITAS ... [
HALAMAN PENGESAHAN ... s I
UNGKAPAN TERIMA KASIH ..ot ii

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI..Error! Bookmark

not defined.

ABSTRAK e Vi
ABSTRACT .t een e nnnas vii
DAFTAR IST ..o viii
BAB 1 PENDAHULUAN ..ot 1
1.1 Latar Belakang Masalah..............cccooveiiiiiiiiece e 1
1.2 RUMUSAN MaSAIAN ..o 4
1.3 TUJUAN PENEIITIAN......ccuieiiiiic e 5
1.4 Manfaat Penelitian.............coooiiiiiiiieee s 5
141 Manfaal TEOMTIS ...c.evveiviiiiiiiieiee e 5
142 Manfaal Prakiis .........ccoiiiiiiiiie e 5
BAB 2 TINJAUAN PUSTAKA DAN KERANGKA PEMIKIRAN........ccccceieee 6
2.1 Definisi Konsep dan Pendekatan TeOI .........ccccoovrereninieiienene e 6
2.1.1  ServiceS Marketing........c.cooveeririeieneie s 6
2.1.1.1 Bauran Pemasaran (Marketing MiX) .........ccccovviviiiciiieieiicseenn 7

Lo PrOOUCT.....oiiiiecc e 8

2. PIICE s 8

3. PrOMOION. ....ciiiiicice s 8

A, PIACE......oiiiiii e 8

D PROPIE..c e ———— 9

viii



Universitas Bakrie

6. PIOCESS ...ttt 9

7. Physical EVIJENCE .......ccoiiiiiiiiccee s 9
2.1.1.2 Karakteristik Services Marketing.........ccccceoeveienenciencnineen, 10
2.1.1.3 Strategi Services Marketing .........c.ccocvvvvriiinieienene e 10
2.1.2  PIOMOSH ittt 12
2.1.2.1  TUJUAN PIOMOSH ...vevieieciiciteeie e se et see st 13
2.1.2.2  Media PrOMOSH ....cveueiiiieiciiiieieeese et 13
2.1.2.3  Bauran PromMOSH ......cccuierieiiinieisesieee st 13
2.1.3  KOMUNIKEST ... 14
2.1.3.1 Komunikasi di InStagram ...........ccccecceevieiieie i 14
2.1.3.1.1 Comment (KOMENLAr).........cccevverieiieieee e esie e 15
2.1.3.1.2 Direct Message (Pesan Langsung).......ccccccevververveseervesnenn 15
2.1.3.1.3 INSEASTONY ..ot 15

2.1.4  SOSIAl MEAIA......cviieiiieiii e 15
2.1.5  INSEAGIAM ...t 16
0 I 00 0 ST 17
2.1.5.1.1 Fitur Pengguna Dasar/BasiC USErsS .........ccccoererenirieninninninns 17
2.1.5.1.2 Fitur Bisnis/Business Profile..........c.ccccooiiiiiiiniiiinns 18

2.1.6  PUrchase DECISION ........ccceiiiiiiiiiie e 18
2.1.6.1 Peranan Konsumen Dalam Keputusan Pembelian ...................... 18
2.1.7  Penelitian Terdahulu ...........ccooiiiiiiiiieeeese e 19
2.1.7.1  Zahrotul Umami .........cceeiiiiiriiineicseeseseeee e 20
2.1.7.2 SIinggih NUrgiyantoro ..........ccccveveeiieeiiie e 21

2.2 Kerangka PemiKiran .........ccccoviiiiiiie i 22
BAB 3 METODE PENELITIAN. ..o 23
3.1 Pendekatan PeNIITIAN. .........coeiiiiiiiiiiieeeee e 23



Universitas Bakrie

3.2 TP PENEIITIAN ....cviiiiie e 23
3.3 Metode Penelitian........c.coveieiiiieiiiciesi e 24
3.4 Lokasi Penelitian ...........ccoieiiiiiiiieeeeee e 24
35 INTOIMAN L. 24
3.6 Sumber Data dan Teknik Pengumpulan Data ............ccoceoveieienenincnnnen 25
3.6.1  SUMDEN DALA......c.civieiieiiiieieisie e 25
3.6.2  Teknik Pengumpulan Data...........cccccveveiiieiieniecie e 25
3.7 Teknik ANaliSiS Data ........ccceiveiiiiieiiiresieesi e 25
3.8 Penguji Keabsahan Data............cccccvevieiiiieiice e 26
BAB 4 TEMUAN PENELITIAN DAN PEMBAHASAN.......ccooiiiiiiiieeeee, 28
4.1 Gambaran Umum Objek Penelitian ..........ccccceovvieieeie i 28
4.1.1  Profil PErusaaan .........c.ccoccoiiieieiiiiieieisiee e 28
4.1.1.1 Sejarah Perusanaan ..........ccoceoeiereneneniniisieeeene e 28
4.1.1.2 Bidang UsaNa .......cccooeiiiiiiiieieece e 30
4.1.1.3  SPESIAIITAS ....cuviiiiiierie e 30
4.1.2  ViSTAAN ST ..ottt 30
4.1.3  Struktur Organisasi Perusanaan .............ccoceovererineenenencnesenenens 31
414 BARBERBOX ..ottt 32
4.1.4.1 Marketing MiX......oocooiiiiiiiiieeiee e 32
4.1.4.0.0 ProdUCE.......cceiiiiieieieie e 32
A.14.1.2 PrICR .cuiiiiii ettt ettt sttt 36
4.1.4.1.3 PromOtION ....ccoiiiiiieieieiese e 36
A.1A.14 PIACE .ottt 38
4.1.4.1.5 PEOPIE .o 40
A.1.4.1.6 PrOCESS.....ccviiiiiiiieiiiiee ittt 40
4.1.4.1.7 Physical EVIAENCE .......c.covriiiiiiiiiiceeeee e 41



Universitas Bakrie

415 Instagram @theboXteam_ ........cccooviieiiiii i 42
4.1.6  Gambaran Subyek Penelitian ..........ccccoecviiiiiiiniiieninseee e 44
4.1.6.1 Profil Subyek Utama ..........ccoocviiiiiiiiiie e 45
4.1.6.2 Profile TrinQUIALOr ..........ccoviiiiiieiiee e 48

4.2 HaSil PENEIITIAN. ......coiiiiiiieee e 48
421 INSTAGIAM ...ceiiiiie et 50
422 KONEN ...ooiiiiii i 50
4.2.3  KONSEP . itieiiiiieitiie ettt 54
4.2.4  Audience dan FOIOWETS..........ccooiiiiiiiiiiiieeceeese e 57
4.2.5  Brand Ambassador, KOL, dan Infuencer...........cccooeoeivnciennnnnenn. 59
B.2.8  FERAS ..o s 65
4.2.7 INSEGram STOTY ..oiiiiiii i 68
A.2.8  ALS ot 71
4.2.9  HaSH REAUKSI .....cueiiiiiiiiiiescee e 76
4.3 PEMDANGSAN ...ttt 88
4.3.1  KOMUNIKAST ..o 89
A4.3.1.1 INSEASTONY ... 89
4.3.1.2  COMIMENT ..ottt 90
4.3.1.3 DIreCt MESSAQE .....cveieitiiiiiiieiieieie ettt 91
4,32 PIOMOST .ottt s 92
4.3.2.1  DISCOUNT.....coeiiiitiieiiiiiiteiee sttt 92
4.3.2.2  GIVEAWAY ...ccvvveiiie ettt sttt 93
4.3.3  Instagram’s InSight........ccccooiiiiiiiiiiiiii 95
4.3.4  PUIchase DECISION ........cccciiiiiiiiiieieie s 96
BAB 5 SIMPULAN DAN SARAN ... 98
5.1 KESIMPUIAN ..ot 98

Xi



Universitas Bakrie

5.2 SAIAN ...ttt 99
521  Saran AKaemIS ......ccoiviiiiiiiiiciee e 99
5.2.2  SAran PrakLis ........cccooiiiiiiiiicce s 100

DAFTAR PUSTAKA ettt IX
DAFTAR TABEL
Tabel 1: Penelitian Zahrotul Umami.........ccoooiiiiiiiiiiice e 20
Tabel 2: Penelitian Singgih NUrgiyantoro ............cccoovirinininienesee e 21
Tabel 3: Daftar Harga Service dan Treatment di BarberboX ..............cccoovevnennen. 36
Tabel 4: Profile Subjek Utama.........ccccceiiiiiiiiciiccecc e 48
Tabel 5: Tabel Audience Instagram @theboXteam_..........ccccvvvvevieerviinvieeneennn 58
Tabel 6: Tabel Hasil REAUKSI ..........cccoiiiiiiiiic s 76

Bagan 1: Bagan HIPOTESIS ........couiiieiieie ettt 22
Bagan 2: Struktur Organisasi PT Barberbox Putranza Indonesia.............c........... 31
DAFTAR GAMBAR
Gambar 1: Logo Barberbox PUtin...........c.ccoeiiiiiiiic e 30
Gambar 2: Logo Barberbox Hitam ... 30
Gambar 3: Service yang dilakukan saat konsumen melakukan Barberbox Package
............................................................................................................................... 32
Gambar 4: BIOCK COIOFING ...ccuviiiiiiiiccic et 34
Gambar 5: BIock Coloring PiNK..........ccoceiiiiiiiineiiseeeeee e 35
Gambar 6: Barberbox ikut serta dalam event USS Arcade x Moja Museum........ 37

Gambar 7: Gambaran Instalasi Barberbox di event USS Arcade x Moja Museum

Gambar 8: Instalasi Barberbox di event USS Arcade x Moja Museum................ 38

xii


file:///D:/SKRIPSHIT!/SKRIPSI%20SADDAM%20RAMADHAN%201151001008%20(NEW%204)%20Repaired%20(Repaired).docx%23_Toc17219009
file:///D:/SKRIPSHIT!/SKRIPSI%20SADDAM%20RAMADHAN%201151001008%20(NEW%204)%20Repaired%20(Repaired).docx%23_Toc17219010
file:///D:/SKRIPSHIT!/SKRIPSI%20SADDAM%20RAMADHAN%201151001008%20(NEW%204)%20Repaired%20(Repaired).docx%23_Toc17220351
file:///D:/SKRIPSHIT!/SKRIPSI%20SADDAM%20RAMADHAN%201151001008%20(NEW%204)%20Repaired%20(Repaired).docx%23_Toc17220352

Universitas Bakrie

Gambar 9: Kondisi Outlet BarberboxX Bekasi ............c.ccoovviriiiiiciiiiniicsciene 39
Gambar 10: Outlet Barberbox di Lotte Shopping AVENUE ..........cccccoeviiiiinnnnnns 39
Gambar 11: Logo BarberboX yang Lama...........ccccveveiieiieie i 41
Gambar 12: Logo BarberboX yang Baru..........ccccccveveiieiecieic e 41
Gambar 13: Posting-an Barberbox untuk Ucapan Hari Raya Imlek.................... 42
Gambar 14: Posting-an Video Ambience Barberbox Terogong di Instagram

(@ gLt 0T =T Ly o USSR 43
Gambar 15: Informan 1 (Tri Putra Salman Salim)..........cccccocevveviviicicceececee, 45
Gambar 16: Informan 2 (Nicole Prasna Tumbelaka) ..........ccccooevvnviinneiininne. 46
Gambar 17: Informan 3 (Puty Sjahrul MUNir) ... 47
Gambar 18: Konten ambience yang standar ............ccccoovevveveiievieene e 51
Gambar 19: Konten ucapan hari raya besar yang standar............c.cccccocevvevennnnen. 51
Gambar 20: Konten terbaru tentang OOTD ........ccccoiiiiiiiinieeee s 52
Gambar 21: Konten terbaru tenatng MUSIST ..........ccooiiiiiiiiniiee s 52
Gambar 22: Konten terbaru tentang Kapster ..........cccovveveeieiieeveene e 53
Gambar 23: Konten terbaru tentang Film ..., 53
Gambar 24: Konsep yang awal Barberbox dengan Konten hasil potong ............. 55
Gambar 25: Konsep yang baru Barberbox dengan Konten hasil potong.............. 56
Gambar 26: Profil Instagram @theboXteam_ ........ccccovvveveereniereere e 57
Gambar 27: Artis dan Influencer @Kevinjulio.............cccooveviiiiiiccc i, 59
Gambar 28: Ben Sihombing di BarberboX...........cccccoviveiiiiiicieee e 60
Gambar 29: Profil @bensinombing ........cccccvevviiiiieie e 61
Gambar 30: Postingan kerja sama Barberbox dengan Ben Sihombing ................ 61
Gambar 31: Elephant Kind akan menjadi Brand Ambassador selanjutnya
BarDEIDOX ...t e 62
Gambar 32: Instastory yang dibagikan oleh @onlyramdan............ccccccovcvervrnnee. 63
Gambar 33: Instastory @abduldul dari Instagram @theboxteam_....................... 63
Gambar 34: @travelb saat sedang merasakan treatment Dark Mask.................... 64
Gambar 35: Instastory @benoid_rynol2 sedang potong di Barberbox................ 64
Gambar 36: Feeds Instagram @theboxteam_ yang lama ... 66
Gambar 37: Feeds Instagram @theboxteam_ yang baru dan lebih fresh ............. 67
Gambar 38: Contoh InstaStory lama BarberboX...........cccceveiviiiiiiiiciccicc, 69

Xiii



Universitas Bakrie

Gambar 39: Contoh interaksi @theboxteam_ dengan followersnya .................... 71
Gambar 40: Clue/Interest untuk iklan oleh BarberboxX...........ccccooeviieniiiiinnnns 72
Gambar 41: Tampilan iklan Barberbox saat di feeds dan InstaStorye.................. 73
Gambar 42: Konten yang tidak dilakukan iklan ...........ccccccoocvieiiiiiiieceececee, 74
Gambar 43: Konten yang sudah dilakukan iklan .............cccoeiiiiiiniinns 74
Gambar 44: Iklan dmelalui INSaSTIOrY .......cccooviiiiiiieseee e 75
Gambar 45: Contoh interaksi melalui InstaStory terhadap followers................... 90

Gambar 46: Contoh komentar yang dibubuhkan followers dan dibalas oleh

(@i gT=] oT0) g =T o PSPPSR 91
Gambar 47: Direct Message di Instagram @theboxteam_.........ccecevvvvvivervrnnnne. 92
Gambar 48: Contoh Promo diskon BarberboX............cccuvvveninneneiesinesesennens 93
Gambar 49: Giveaway di FEEAS .........ccceiveiiiieiicce e 94
Gambar 50: Giveaway di INStASTOrY ........cccveiiiiiiiiiirieeee e 94
Gambar 51: Insight Performa dari profil @theboxteam_ ........c.ccccevvvvviveivinnnen. 95
Gambar 52: Grafik penjualan Barberbox selama 11 bulan.............cccccoeveeinnnnne. 96

Xiv



	UNGKAPAN TERIMA KASIH
	ABSTRAK
	ABSTRACT
	DAFTAR ISI

