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(Studi Fenomenologi Konsumen Di Akun X "@discountfess") 

 

Reaisya Triandana 

 

ABSTRAK 

 

Diskon menjadi salah satu daya tarik utama untuk menarik minat konsumen untuk 

berbelanja. Hal ini dapat mempengaruhi keputusan konsumen untuk mengambil 

keputusan dan melakukan pembelian produk. Berita dan informasi tentang diskon 

dapat secara mudah ditemukan melalui media sosial atau komunitas online. 

Penelitian ini berfokus pada pengalaman dan makna pengalaman pengejar diskon 

melalui media sosial X khususnya pada pengikut akun @discountfess. 

Menggunakan metode penelitian kualitatif dengan pendekatan fenomenologi 

terhadap informan, penelitian ini menemukan pengalaman sensorik, emosional, dan 

sosial konsumen berkaitan dengan kegiatan berburu diskon di toko daring. 

Penelitian ini juga membahas tentang bagaimana narasumber mengintepretasikan 

pengalaman yang dibagikan melalui media sosial. Penelitian ini berkontribusi 

terhadap pengembangan teori Customer Experience dalam konteks pengalaman 

berburu diskon guna memperkaya pengetahuan baru khususnya  tentang tipe-tipe 

konsumen. Penelitian ini juga diharapkan dapat berkontribusi dalam membahas 

teori tentang pengalaman khususnya mengenai promo dan toko daring atau online 

shop. 

 

Kata Kunci : Diskon, Customer Experience, Online Marketplace, Pengejar Diskon 

Online, @discountfess 
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TEXTURAL AND STRUCTURAL EXPERIENCE OF DISCOUNT CHASING 

CONSUMER EXPERIENCES DISCLOSURE ON SOCIAL MEDIA 

(Consumer Phenomenological Study on X Account "@discountfess") 

 

Reaisya Triandana 

 

ABSTRACT 

 

Discounts are one of the main attractions to attract consumers to shop. This can 

influence consumers' decisions to make decisions and purchase products. News and 

information about discounts can be easily found via social media or online 

communities. This research focuses on the experiences and meaning of discount 

chasers through social media X, especially followers of the @discountfess account. 

Using qualitative research methods with a phenomenological approach to 

informants, this research found consumers' sensory, emotional and social 

experiences related to discount hunting activities in online stores. This research 

also discusses how sources interpret experiences shared via social media. This 

research contributes to the development of Customer Experience theory in the 

context of discount hunting experiences in order to enrich new knowledge, 

especially about consumer types. It is also hoped that this research can contribute 

to discussing theories about experience, especially regarding promos and online 

shops. 

Keywords : Discount, Customer Experience, Online Marketplace, Online Discount 

Chasers, @discountfe
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