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Pengalaman Komunikasi Berasa Penjual  Mobil Listrik BYD   Dalam Personal Sellling 

RAYVENT CHRISTOPHER CHANDRA 

ABSTRAK 
Demi mengurangi penggunaan minyak fosil yang mengakibatkan naiknya pemanasan global, para 

ilmuwan mulai membuat berbagai macam mobil dengan menggunakan aliran listrik sebagai bahan 

bakar kendaaraan. BYD menjadi salah satu produk mobil listrik yang berhasil menjadi mobil listrik 

nomor satu di dunia, hingga menggeser Tesla dalam waktu cepat. Ini tentu menarik perhatian 

peneliti, sehingga melalui penelitian ini yang berjudul “Pengalaman Komunikasi Berasa Penjual  

Mobil Listrik BYD   Dalam Personal Sellling”, peneliti bermaksud mengetahui tingkat awareness 

penjual atau sales terkait mengenai pentingnya menerapkan komunikasi berasa dalam berbagai 

dimensinya saat melakukan personal selling mobil merek BYD. Melalui metode penelitian 

kualitatif dengan pendekatan femonologi, peneliti berhasil menemukan bahwa para sales ternyata 

sering melakukan penjualan dengan mengandalkan strategi komunikasi berasa secara keberasaan 

indrawi, emosional, rasional, relevansional, benefesial dan keberasaan sosial. 

Kata Kunci: Komunikasi Berasa, Personal Selling, Sales Mobil Listrik, BYD  

 

  



 

 

vi 
 

Universitas Bakrie 

 

Communication Experience From BYD Electric Car Salesperson In Personal Selling  

RAYVENT CHRISTOPHER CHANDRA 

ABSTRACT 

In order to reduce the use of fossil fuels that cause global warming, scientists have started making 

various types of cars using electricity as fuel for vehicles. BYD is one of the electric car products 

that has succeeded in becoming the number one electric car in the world, to the point of quickly 

replacing Tesla. This certainly attracts the attention of researchers, so through this study entitled 

"Implementation of Experience Communication in Personal Selling of BYD Electric Cars", the 

researcher intends to find out the level of awareness of sellers or sales regarding the importance 

of implementing experience communication with its various dimensions when applicating personal 

selling of BYD cars. Through a qualitative research method with a phemonology approach, the 

researcher managed to find that sales of BYD brand often make sales by relying on experience 

communication strategies in each dimension, which are sensory, emotional, rational, relevant, 

beneficial and social 

Keywords: Experience Communication, Personal Selling, Electric Car Sales, BYD 
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