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ABSTRAK 

Skripsi ini bertujuan untuk menganalisis strategi komunikasi pemasaran digital yang 

dilakukan oleh PT. Hiip Inovasi Indonesia dalam menjalankan kampanye Blibli. 

Teori-teori yang digunakan meliputi strategi komunikasi pemasaran, strategi 

pemasaran digital, dan kesadaran merek. Metode penelitian yang digunakan adalah 

pendekatan kualitatif dengan mengumpulkan data melalui wawancara dengan 

Campaign Executive dari Hiip Indonesia, Leader KOL Specialist, serta beberapa 

pelanggan Blibli. Analisis data dilakukan dengan mengidentifikasi indikator strategi 

komunikasi pemasaran, seperti segmentation, targeting, differentiation & positioning, 

promosi penjualan, pemasaran digital, dan kampanye di media sosial. Selain itu, juga 

dianalisis indikator kesadaran merek, termasuk ketidaksadaran terhadap merek, 

pengakuan terhadap merek, ingat kembali terhadap merek, dan pikiran utama (top of 

mind). Hasil penelitian menunjukkan bahwa Hiip Indonesia menggunakan strategi 

komunikasi pemasaran digital yang melibatkan influencer dalam kampanye Blibli. 

Melalui media sosial seperti Instagram, TikTok, Twitter, dan YouTube, Hiip 

Indonesia berhasil meningkatkan kesadaran merek Blibli dengan segmentasi yang 

tepat dan promosi penjualan yang efektif. Pelanggan Blibli memberikan tanggapan 

positif terhadap kampanye ini, menunjukkan peningkatan kesadaran merek dan 

keterlibatan dengan konten media sosial Blibli. 

 

Kata kunci: strategi komunikasi pemasaran digital, kampanye Blibli, media sosial, 

kesadaran merek, influencer marketing. 
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ABSTRACT 

 

This thesis aims to analyze the digital marketing communication strategies employed 

by PT. Hiip Inovasi Indonesia in executing the Blibli campaign. The theories utilized 

include marketing communication strategies, digital marketing strategies, and brand 

awareness. The research methodology employed a qualitative approach, collecting 

data through interviews with the Campaign Executive from Hiip Indonesia, the Leader 

KOL Specialist, and several Blibli customers. Data analysis was conducted by 

identifying indicators of marketing communication strategies, such as segmentation, 

targeting, differentiation & positioning, sales promotion, digital marketing, and social 

media campaigns. Additionally, brand awareness indicators were analyzed, including 

brand unawareness, brand recognition, brand recall, and top of mind. The research 

findings demonstrate that Hiip Indonesia utilizes digital marketing communication 

strategies involving influencers in the Blibli campaign. Through social media 

platforms such as Instagram, TikTok, Twitter, and YouTube, Hiip Indonesia has 

successfully increased brand awareness for Blibli through accurate segmentation and 

effective sales promotion. Blibli customers responded positively to this campaign, 

indicating an increase in brand awareness and engagement with Blibli's social media 

content. 

 

 

Keywords: digital marketing communication strategies, Blibli campaign, social 

media, brand awareness, influencer marketing. 
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