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ABSTRAK 

 

Citra merek menjadi salah satu unsur penting dalam membangun merek atau 

perusahaan. Selain itu, pemasaran pada dunia digital seperti media sosial sama 

pentingnya bagi perusahaan. Hal tersebut juga berlaku pada industri kecantikan 

yang semakin berkembang mengikuti permintaan masyarakat dan perkembangan 

zaman. Maraknya produk tanpa memperhatikan bahan yang digunakan akan 

berdampak pada lingkungan. Unsur alam berpotensi hancur dalam produk 

kecantikan adalah hewan sebagai eksperimen. Cruelty free adalah proses produksi 

yang tidak menggunakan hewan dan membantu menjaga lingkungan. Tentunya 

pendekatan konten komunikasi pemasaran pada  kampanye cruelty free akan 

berbeda dengan produk atau merek yang tidak cruelty free. Maka dari itu 

penelitian ini bertujuan untuk mengetahui bagaimana analisis konten komunikasi 

pemasaran akun Instagram @aerisbeaute pada kampanye cruelty free dalam 

membangun brand image Aeris Beaute melalui kampanye cruelty free pada 

Instagram Aeris Beaute. Penelitian ini menggunakan metode pendekatan kualitatif 

dengan teknik deskriptif. Teknik pengumpulan data menggunakan in-depth 

interviews dengan dua informan pihak Aeris Beaute serta tiga informan tambahan 

yaitu followers Instagram Aeris Beaute. Hasil penelitian menyatakan brand image 

yang ditunjukkan Aeris Beaute melalui kampanye cruelty free ini, ingin 

memposisikan sebagai perusahaan kosmetik yang turut memperhatikan 

lingkungan. Berdasarkan hasil penelitian dapat disimpulkan kampanye cruelty 

free dapat membangun citra positif dan menyampaikan pesan baik.  
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CONTENT @AERISBEAUTE ON CRUELTY FREE CAMPAIGN IN 

BUILDING BRAND IMAGE AERIS BEAUTE 

 

Jeanita Nur Kusumaningsih 

 

 

ABSTRACT 

 

Brand image becomes one of the important elements in building a brand or 

company. In addition, marketing in the digital world such as social media is just 

as important for companies. This also applies to the beauty industry that is 

growing following the demands of society and the development of the times. The 

rise of products regardless of the materials used will have an impact on the 

environment. The element of nature potentially destroyed in beauty products is 

animals as an experiment. Cruelty free is a production process that does not use 

animals and helps to protect the environment. Surely the approach of marketing 

communication content on cruelty free campaigns will be different from products 

or brands that are not cruelty free. Therefore, this research aims to find out how 

the analysis of marketing communication content of Instagram accounts 

@aerisbeaute on cruelty free campaign in building Aeris Beaute brand image 

through cruelty free campaign on Instagram Aeris Beaute. This research uses 

qualitative approach method with descriptive technique. Data collection 

techniques using in-depth interviews with two informants Aeris Beaute and three 

additional informants, namely Instagram followers Aeris Beaute. The results of 

the study stated the brand image shown by Aeris Beaute through this cruelty free 

campaign, wanting to position as a cosmetic company that also pays attention to 

the environment. Based on the results of the study can be concluded cruelty free 

campaign can build a positive image and convey a good message. 

 

 

 

Keywords: content marketing, Instagram, marketing campaigns, cruelty free, 

brand image 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

 

 ix 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ................................................ ii 

HALAMAN PENGESAHAN .............................................................................. iii 

KATA PENGANTAR .......................................................................................... iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI......................... vi 

ABSTRAK ........................................................................................................... vii 

ABSTRACT ........................................................................................................ viii 

DAFTAR ISI ......................................................................................................... ix 

DAFTAR TABEL ................................................................................................ xi 

DAFTAR GAMBAR ........................................................................................... xii 

BAB I PENDAHULUAN ...................................................................................... 1 
1.1 Latar Belakang ................................................................................................... 1 
1.2 Rumusan Masalah .............................................................................................. 8 
1.3 Tujuan Penelitian ............................................................................................... 8 
1.4 Manfaat Penelitian ............................................................................................. 8 

1.4.1. Manfaat Teoritis ............................................................................................ 8 
1.4.2. Manfaat Praktis ............................................................................................. 8 

BAB II KERANGKA PEMIKIRAN ................................................................... 9 
2.1 Tinjauan Pustaka Terkait dengan Penelitian Sebelumnya............................. 9 
2.2 Tinjauan Pustaka Berdasarkan Kerangka Pemikiran.................................. 18 

2.2.1. Komunikasi Pemasaran Digital .................................................................. 18 
2.2.2. Pemasaran Interaktif ................................................................................... 18 
2.2.3. Social Marketing Campaign ....................................................................... 19 
2.2.4. Media Sosial ............................................................................................... 21 
2.2.5. Pemasaran Media Sosial ............................................................................. 23 
2.2.6. Konten Komunikasi Pemasaran .................................................................. 23 
2.2.7. Citra Merek ................................................................................................. 24 

2.3 Kerangka Pemikiran ........................................................................................ 25 

BAB III METODOLOGI PENELITIAN ......................................................... 27 
3.1 Metode Penelitian ............................................................................................. 27 
3.2 Objek dan Subjek Penelitian ........................................................................... 28 
3.3 Sumber Data dan Teknik Pengumpulan Data ............................................... 29 

3.3.1 Sumber Data ................................................................................................ 29 
3.3.2 Teknik Pengumpulan Data .......................................................................... 30 
3.3.3 Definisi Konseptual ..................................................................................... 31 
3.3.4 Teknik Analisis Data ................................................................................... 34 
3.3.5 Teknik Pengujian Keabsahan Data .............................................................. 35 
3.3.6 Batasan Penelitian ........................................................................................ 35 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ................................... 37 
4.1 Gambaran Umum Objek dan Subjek Penelitian ........................................... 37 

4.1.1 Gambaran Umum Aeris Beaute ................................................................... 37 
4.1.2 Gambaran Objek Penelitian ......................................................................... 42 
4.1.3 Gambaran Subjek Penelitian........................................................................ 43 

4.2 Hasil Penelitian ................................................................................................. 46 



Universitas Bakrie 

 

 x 

4.2.1 Media Sosial Aeris Beaute........................................................................... 46 
4.2.2 Social Marketing Campaign Aeris Beaute .................................................. 47 
4.2.3 Konten Pemasaran Aeris Beaute ................................................................. 58 
4.2.4 Citra Merek .................................................................................................. 78 

4.3 Pembahasan ...................................................................................................... 93 
4.3.1 Analisis Social Marketing Campaign Aeris Beaute .................................... 93 
4.3.2 Analisis Konten Komunikasi Pemasaran Aeris Beaute ............................... 98 
4.3.3 Analisis Citra Merek Aeris Beaute ............................................................ 106 

BAB V KESIMPULAN DAN SARAN ............................................................ 112 
5.1 Kesimpulan ..................................................................................................... 112 
5.2 Saran ................................................................................................................ 114 

5.2.1 Saran Teoritis ............................................................................................. 114 
5.2.2 Saran Praktis .............................................................................................. 115 

DAFTAR PUSTAKA ........................................................................................ 116 

LAMPIRAN ....................................................................................................... 122 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 

 

 

 



Universitas Bakrie 

 

 xi 

DAFTAR TABEL 

 

Tabel 1.2 Penelitian Sebelumnya .......................................................................... 13 

Tabel 2.2 Bagan Kerangka Penelitian ................................................................... 26 

Tabel 3.3 Definisi Konseptual............................................................................... 32 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

 

 xii 

DAFTAR GAMBAR 

 

Gambar 1.1 Data Penggunaan Hewan di Slovakia ................................................. 1 

Gambar 2.1 Website Resmi The Body Shop Indonesia .......................................... 2 

Gambar 3.1 Instagram Resmi The Body Shop Indonesia ....................................... 3 

Gambar 4.1 Website Resmi Aeris Beaute ............................................................... 7 

Gambar 5.2 Instagram Resmi Aeris Beaute .......................................................... 28 

Gambar 6.4 Logo Aeris Beaute ............................................................................. 37 

Gambar 7.4 Produk Aeris Beaute ......................................................................... 39 

Gambar 8.4 Produk Aeris Beaute ......................................................................... 40 

Gambar 9.4 Media Sosial Aeris Beaute ................................................................ 41 

Gambar 10.4 Konten Cruelty free Instagram Aeris Beaute .................................. 42 

Gambar 11.4 Rachmadanti (Social Media Team Aeris Beaute) ........................... 43 

Gambar 12.4 Eka Novianti Pratiwi (Social Media Team Aeris Beaute) .............. 43 

Gambar 13.4 Adityasari Octa Ramadani (Followers Instagram Aeris Beaute) .... 44 

Gambar 14.4 Shinta Paramiswari (Followers Instagram Aeris Beaute) ............... 44 

Gambar 15.4 Shinta Kartikasari (Followers Instagram Aeris Beaute) ................. 45 

Gambar 16.4 Fahmi Anwar (Triangulator) ........................................................... 45 

Gambar 17.4 Konten Informative Aeris Beaute ................................................... 60 

Gambar 18.4 Konten Intellegence Aeris Beaute ................................................... 64 

Gambar 19.4 Konten Value Aeris Beaute ............................................................. 67 

Gambar 20.4 Konten Reliability Aeris Beaute ..................................................... 74 

Gambar 21.4 Konten Emotional Aeris Beaute ...................................................... 77 

Gambar 22.4 Konten Pelayanan Aeris Beaute ...................................................... 88 

Gambar 23.4 Konten Informative Aeris Beaute ................................................. 100 

Gambar 24.4 Konten Informative Aeris Beaute ................................................. 107 

Gambar 25.4 Konten Pelayanan Aeris Beaute .................................................... 110 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


	HALAMAN PERNYATAAN ORISINALITAS
	HALAMAN PENGESAHAN
	KATA PENGANTAR
	HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI
	ABSTRAK
	ABSTRACT
	DAFTAR ISI
	DAFTAR TABEL
	DAFTAR GAMBAR

