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PRAKTIK KULTURAL PENGGUNAAN APLIKASI DIGITAL ‘SAYURBOX’ 

DALAM KONSUMSI SEHARI-HARI 

Reza Pratama Aziz 

ABSTRAK 

 

Perkembangan aplikasi digital merambah pemasaran produk-produk agrikultural dan 

berimplikasi pada perkembangan digital agricultural branding. Salah satu contohnya 

adalah platform aplikasi digital Sayurbox yang semakin populer di kalangan 

konsumen. Namun demikian, penggunaan aplikasi tidak jarang menimbulkan masalah 

dan tantangan karena melibatkan perubahan budaya konsumsi. Menggunakan 

pendekatan konsep dan metode Appsnografi oleh Wijaya, penelitian ini mewawancarai 

dan mengobservasi secara digital dan langsung praktik kultural konsumen Sayurbox 

dalam penggunaan aplikasi untuk konsumsi sehari-hari. Berbagai aspek Appsnografi 

menjadi alat analisis, yakni tekno-fisikal, tekno-diskursivitas, tekno-sosiokultural, 

tekno-komunikasi, dan tekno-medialitas. Hasil menunjukkan kecenderungan 

konsumen menggunakan aplikasi dikarenakan kenyamanan layanan layaknya pasar 

modern dan pengalaman buruk di pasar tradisional. Setiap konsumen juga memiliki 

ritual sendiri dalam konsumsi aplikasi digital Sayurbox termasuk kebiasaan-kebiasaan 

khas, fitur favorit, dan proses pembayaran barang belanjaan. Konsumen juga terhubung 

komunitas konsumen dan media sosial Sayurbox. Bahasa dan komunikasi merek dan 

penjualan Sayurbox menggunakan simbol-simbol khas pertanian, nutrisi, dan estetika 

visual yang kuat. Penelitian ini dapat menginspirasi penelitian-penelitian berikutnya 

terkait agricultural branding yang masih jarang. Juga menjadi insights penuh makna 

bagi industri dalam mempraktikkan agricultural branding secara digital serta 

penggunaan Appsnografi dalam riset konsumen.  

Kata Kunci: Appsnografi, Agricultural Branding, e-Commerce, Komunikasi 

Pemasaran, Aplikasi Digital
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CULTURAL PRACTICES USING DIGITAL APPLICATION ‘SAYURBOX’ IN 

DAILY CONSUMPTION 

Reza Pratama Aziz 

ABSTRACT 

 

The development of digital applications has penetrated the marketing of agricultural 

products and has implications for the development of digital agricultural branding. 

One example is the digital application platform Sayurbox, which is increasingly 

popular among consumers. However, the use of applications often creates problems 

and challenges because it involves changes in consumption culture. Using the concept 

approach and Appsnography method by Wijaya, this study interviewed and digitally 

and directly observed the cultural practices of Sayurbox consumers in using the 

application for daily consumption. Various aspects of Wijaya's Appsnography serve as 

analytical tools, namely techno-physical, techno-discursivity, techno-sociocultural, 

techno-communicative, and techno-mediality. The results show that consumers tend to 

use applications due to the convenience of services like modern markets and bad 

experiences in traditional markets. Each consumer also has their own rituals in 

consuming the SayurBox digital application, including typical habits, favorite features, 

and the process of paying for groceries. Consumers are also connected to the Sayurbox 

consumer community and social media. The language and communication of the 

Sayurbox brand and sales uses distinctive symbols of agriculture, nutrition, and a 

strong visual aesthetic. This research can inspire further research related to 

agricultural branding which is still rare. It is also a meaningful insight for the industry 

in practicing digital agricultural branding and the use of Appsnography in consumer 

research. 

Keywords: Appsnography, Agricultural Branding, e-Commerce, Marketing 

Communication, Digital Application   
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