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BRAND COMMUNITY ENGAGEMENT LIFEPACK WOMAN SEBAGAI
STRATEGI KOMUNIKASI PEMASARAN DIGITAL DALAM UPAYA
MEMBANGUN BRAND AWARENESS

BILQIS FADHILLA RAHMAN

ABSTRAK

Kompetitifnya persaingan pasar dan perkembangan teknologi informasi dan
komunikasi digital, pelaku usaha harus membuat strategi komunikasi
pemasaran. Oleh karena itu, Lifepack sebagai salah satu e-commerce di sektor
kesehatan melakukan strategi komunikasi pemasaran digital. Penelitian ini
bertujuan untuk mengetahui peran brand community engagement Lifepack
woman yang dijadikan strategi komunikasi pemasaran digital dalam upaya
membangun brand awareness-nya. Penelitian ini dikaji menggunakan teori dan
konsep brand community engagement oleh Brian Baldus J (2013) dan brand
awareness oleh Keller, K. L., Parameswaran, M. G., & Jacob. Metode penelitian
yang digunakan penelitian ini adalah metode studi kasus intrinsik dan
pendekatan kualitatif. Hasil dari penelitian ini menunjukkan bahwa brand
community engagement Lifepack woman baru memenuhi tujuh dari sebelas
dimensi pada teori Brian J. Baldus yaitu brand influence, connecting, helping,
seeking assistance, reward dan up-to-date information yang merupakan dimensi
paling kuat. Hal itu dilihat di komunitas merek Lifepack woman beberapa
anggota berperan aktif di dalam komunitas merek. Lifepack sudah memberikan
informasi dan edukasi kesehatan dengan cukup baik dan berperan penting
terutama dimensi up-to-date information. Dalam upaya membangun brand
awareness, Lifepack sudah melakukan dua tahapan yaitu recognition dan recall.
Hal ini merupakan keberhasilan sekaligus tantangan bagi Lifepack, karena
Lifepack perlu memikirkan strategi dan mengelola komunitas mereknya.

Kata kunci: Brand community engagement, Strategi Komunikasi Pemasaran
Digital, Brand Awareness.
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LIFEPACK WOMAN’S BRAND COMMUNITY ENGAGEMENT AS A
DIGITAL MARKETING COMMUNICATION STRATEGY IN EFFORTS
TO BUILD BRAND AWARENESS

BILQIS FADHILLA RAHMAN

ABSTRACT

Competitive business competition and development of digital information and
communication technology, businessmen are obliged to make strategics of
digital marketing communications. Therefore, Lifepack as one of the e-
commerce in the health sector conducts digital marketing communication
strategies. This study aims to determine the role of Lifepack Woman's Brand
Community Engagement which is used as a digital marketing communication
strategy in an effort to build its brand awareness. This study was studied using
the theory and concept of Brand Community Engagement by Brian Baldus J
(2013) and Brand Awareness by Keller, K. L., Parameswaran, M. G., & Jacob.
The research method used by this study is an intrinsic case study method and
a qualitative approach. The results of this study indicate that Lifepack Woman
Brand Community Engagement had seven of the eleven dimensions in Brian J.
Baldus theory: Brand Influence, Connecting, Helping, Seeking Assistance,
Reward and Up-to-date information which is the most powerful dimension. It
was seen in the Lifepack Woman, several members played an active role in the
brand community also Lifepack has provided information and health
education quite well and plays an important role. In an effort to build a brand
awareness, Lifepack has done two stages, namely recognition and recall. This
is a success as well as a challenge for Lifepack, because Lifepack needs to
think about the strategy and manage the brand community.

Keywords: Brand Community Engagement, Digital Marketing

Communication Strategy, Brand Awareness.

viii



Universitas Bakrie

DAFTAR ISl
Halaman
HALAMAN PERNYATAAN ORISINALITAS ... I
HALAMAN PENGESAHAN. ... i
UNGKAPAN TERIMA KASIH ..ot iv
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI.....vii
ABSTRAK e viil
ABSTRACT ..t nee e iv
DAFTAR ISt X
DAFTAR GAMBAR ...ttt Xiii
DAFTAR TABEL ...ttt XV
DAFTAR BAGAN. ... .ottt XVi
BAB |t 1
PENDAHULUAN......ootiiettcee e 1
1.1 Latar Belakang Masalah.............ccccoooiiiiiiiiie 1
1.2 Rumusan Masalah ..........cccoovevviiiiieieie e 12
1.3 Tujuan Penelitian ..........ccccoveviiiieiiee e 13
1.4 Manfaat Penelitian ...........ccooceieieieiiiineeeese e 13
1.4.1 Manfaat TEOIIS ......c.eieeiieie e 13
1.4.2 Manfaat PraktiS ..........cocovveiiiieiieie e 14
BAB T oo 15
TINJAUAN PUSTAKA ..ot 15
2.1 Tinjauan Pustaka Terkait dengan Penelitian Sebelumnya............ 15
2.2 Tinjauan Pustaka Terkait dengan Kerangka Pemikiran............... 32
2.2.1 Komunikasi Pemasaran Digital............ccccoeeveniiininiiiicen, 32
2.2.2 Brand COMMUNILY ....c.cooiiiiiiieiie e 33
2.2.2.1 Brand Community Engagement ...........ccccoovveviieiieeiiesiieesinnn 35
2.2.3  Brand AWArENESS .........cccvverierieieeieaieseesie e seeseeseeseaeeesnes 38
2.3 Kerangka PemiKiran..........cccocveveiiiieeie e 39
BAB L. 42
METODOLOGI PENELITIAN ...oooiii e 42



3.1 Metode Penelitian.........ccoccvvveieeieiie e 42
3.2 Objek Penelitian ..........ccooeiiiiiiiiieeee 43
3.3 Sumber Data dan Teknik Pengumpulan Data..............c..ccccveneee. 43
3.3.1 SUMDET Dat@.....cccviieiieiieieie e 43
3.3.2 Teknik Pengumpulan Data.............ccoovreeiieneneieneneseseeeens 44
3.4 Definisi KONSEPLUAL..........cceiveiiriiiiicieeeee e 47
3.4.1 Definisi Konseptual..........c.ccoveveiieiieiicic e 47
3.5 Teknik ANalisiS Data........cccoeervereiirinieieierie e 52
3.6 Teknik Pengujian Keabsahan Data ...........cccooeveieneninininienn 53
3.7 Batasan Penelitian ..........cccoovviieieiiniiese e e 55
BAB TV ... 56
HASIL PENELITIAN DAN PEMBAHASAN .......ccccooiiiiiinnn, 56
4.1 Gambaran Umum Objek Penelitian ..........cccocooiiiiiiinininenn 56
4.1.1 Profil PT Indopasifik Teknologi Medika Indonesia (ITMI) .....56
4.1.2 Brand Lifepack.........ccccocoviiiieiiieiccece e 57
4.1.3 Profil INfOrman.........ccooeveiiiiieiceee s 60
4.1.4 Brand Community Lifepack Woman ...........cccccoeevvninininienenn 64
4.2 Hasil PENelitian ........c.oooveviieiiee e 68
4.2.1 Brand Community Engagement sebagai Strategi Komunikasi

Pemasaran Lifepack ..........ccccovoiiiiiiicie e 69
4.2.1.1 Brand Community Engagement di Lifepack Woman............. 69
4.2.2 Upaya Memabangun Brand Awareness di Lifepack................. 79

4.2.2.1 Brand Awareness Lifepack pada Anggota Lifepack Woman 80
4.3 PemMbaNasan.........cccooiiiiiiiieee e 85
4.3.1 Brand Community Engagement sebagai Strategi Komunikasi
Pemasaran LITEPack .........cccoueiiiriiiiniiinesinieee e 85
4.3.2 Upaya Membangun Brand Awareness Melalui Brand

Community ENQagement ........c.cocvviieiie i 102
BAB V..o 107
KESIMPULAN DAN SARAN ...t 107
5.1 KeSIMPUIAN ... 107
5.2 SAFAN ...ttt 112

Universitas Bakrie



Universitas Bakrie

5.2.1 SaraN TEOMTIS ..c.vveveeiviesieeie et 112
5.2.2 Saran PrakLis .......ccoiieiiiiiiie e 113
DAFTAR PUSTAKA ..ot 115
LAMPIRAN ..ottt 119

Xi



Universitas Bakrie

DAFTAR GAMBAR

Gambar 1.1 Website Resmi Halodoc ............ccocvvieiiienciiiie, 4
Gambar 1.2 Akun Instagram Resmi Halodoc Akhir September 2020.5
Gambar 1.3 The Stages of The Customer Lifecycle.........c.cccceevrnnen. 6
Gambar 1.4 Website Resmi Lifepack ..........ccccceveiiiininiiiiiiiiicene, 10
Gambar 1.5 Media Sosial Resmi Lifepack Akhir September 2020...10
Gambar 4.1 Logo Lifepack ........cccccvvieieeiiie e 57
Gambar 4.2 Fitur Aplikasi Lifepack ..........cccoocovvviviiiiieiieie e 59
Gambar 4.3 Kerjasama Lifepack dengan Kemenkes............ccccevnee. 59
Gambar 4.4 Fitur Aplikasi Lifepack ..........ccccoevininnniniiiiicen, 60
Gambar 4.5 Produk Lifepack ..........ccccoevveieiiciieiiccseee e 60
Gambar 4.6 Novie Sasmira Meutia, 40 tahun...........cccccoovvvviiiieinnn, 61
Gambar 4.7 Listrya Satyavitri, 51 tahun ..., 62
Gambar 4.8 Elda Dewiyanti, 42 tahun...........cccocevveienieeiese e 62
Gambar 4.9 Fiki Maulani Kursidi, community specialist .................. 63
Gambar 4.10 Dr. Irma Lidia.......ccccoooveierinieieiene e 63
Gambar 4.11 Benedictus Avianto Nugroho, Praktisi dan Dosen....... 64
Gambar 4.12 Tampilan group Whatsapp Lifepack Woman............... 65
Gambar 4.13 Tampilan brand community Lifepack ..........ccccooveenee. 66
Gambar 4.14 Tampilan informasi promo LifepacK..............cccovenene. 66

Gambar 4.15 Tampilan kuliah Whatsapp di Lifepack Woman........... 67
Gambar 4.16 Tampilan edukasi di Lifepack Woman............cccceeueuee. 68
Gambar 4.17 Tampilan daily activity di Lifepack Woman................. 72
Gambar 4.18 Tampilan informasi dan edukasi di Lifepack Woman..75

Gambar 4.19 Tampilan diskusi dokter dengan anggota Lifepack

WOMAN . 94
Gambar 4.20 The rewards efficacy continuum ............ccoceevvivnieinnn, 96
Gambar 4.21 Tampilan aktivitas anggota di Lifepack Woman.......... 98
Gambar 4.22 Tampilan penggunaan logo di komunitas merek

I =T - Vo RS 104
Gambar 4.23 Tampilan sapaan Lifepack kepada para anggota

Lifepack WOMAN ........ooiiiiieiieeee e 105

xii



Universitas Bakrie

DAFTAR TABEL
Tabel 2.1 Penelitian Sebelumnya.........cccccovvviiiiniiiinic e, 19
Tabel 3.1 Data INfOrman ..o 47
Tabel 3.2 Definisi Konseptual.............cccovveviiiiiieiece e, 48

Xiv



Universitas Bakrie

DAFTAR BAGAN

Bagan 2.1 Kerangka Pemikiran.............ccoocooiiiiiiinniincseee, 43



