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ABSTRAK 

 

Kampanye #MurahnyaTerdengarSampaiLangit yang dilakukan oleh PT Klik 

Logistics Indonesia memanfaatkan media sosial Instagram untuk membangun 

brand awareness dengan cara yang kreatif dan efektif. Mengingat peningkatan 

penggunaan media sosial dalam pemasaran digital, perusahaan harus mampu 

beradaptasi dengan strategi yang dapat menjangkau audiens secara lebih luas. 

Penelitian ini menggunakan metode deskriptif kualitatif dengan pendekatan studi 

kasus terhadap akun Instagram @kliklogistics. Data diperoleh melalui wawancara 

mendalam dengan pengelola akun, pengikut, dan pakar komunikasi, serta analisis 

konten kampanye di Instagram. Hasil penelitian menunjukkan bahwa kampanye ini 

memanfaatkan berbagai fitur Instagram seperti reels, stories, dan user-generated 

content (UGC) dengan baik. Penggunaan tagar yang menarik, visual yang 

konsisten, serta interaksi aktif dengan audiens terbukti efektif dalam meningkatkan 

brand recognition dan brand recall. Kampanye ini juga berhasil membangun 

koneksi emosional dengan audiens melalui narasi layanan logistik yang terjangkau 

namun berkualitas. Partisipasi audiens dalam UGC dan kolaborasi dengan 

influencer turut memperluas jangkauan kampanye secara organik. Kesimpulannya, 

media sosial Instagram memainkan peran penting dalam membentuk brand 

awareness PT Klik Logistics Indonesia melalui kampanye 

#MurahnyaTerdengarSampaiLangit. Penelitian ini memberikan kontribusi pada 

literatur pemasaran digital di sektor logistik dan dapat menjadi referensi bagi 

perusahaan dalam merancang strategi media sosial yang efektif.  

Kata Kunci: Media Sosial Instagram, Kesadaran Merek, dan Kampanye Digital. 
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ABSTRACT 

 

#MurahnyaTerdengarSampaiLangit campaign by PT Klik Logistics Indonesia 

utilizes Instagram as a platform to effectively and creatively build brand awareness. 

With the increasing use of social media in digital marketing, companies must adapt 

to strategies that can reach a wider audience. This study employs a descriptive 

qualitative method with a case study approach to the @kliklogistics Instagram 

account. Data was gathered through in-depth interviews with account managers, 

followers, and communication experts, as well as content analysis of the campaign 

on Instagram. The results show that the campaign effectively uses various 

Instagram features such as reels, stories, and user-generated content (UGC). The 

use of engaging hashtags, consistent visuals, and active interaction with the 

audience has proven effective in enhancing brand recognition and recall. The 

campaign also successfully builds an emotional connection with the audience 

through narratives about affordable yet high-quality logistics services. Audience 

participation in UGC and collaboration with influencers further expanded the 

campaign’s reach organically. In conclusion, Instagram plays a significant role in 

building brand awareness for PT Klik Logistics Indonesia through the 

#MurahnyaTerdengarSampaiLangit campaign. This study contributes to the 

literature on digital marketing in the logistics sector and serves as a reference for 

companies in designing effective social media strategies. 

Keywords: Instagram Social Media, Brand awareness, and Digital Campaign. 

 

 

  



ix 
 

DAFTAR ISI 

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

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

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

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

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

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

DAFTAR GAMBAR ......................................................................................... xi 

DAFTAR TABEL ............................................................................................ xii 

DAFTAR LAMPIRAN ................................................................................... xiii 

BAB I .................................................................................................................. 1 

PENDAHULUAN .............................................................................................. 1 

1.1 Latar Belakang Masalah......................................................................... 1 

1.2 Rumusan Masalah .................................................................................. 6 

1.3 Tujuan Penelitian ................................................................................... 6 

1.4 Manfaat Penelitian ................................................................................. 7 

1.4.1 Manfaat Teoritis ................................................................................... 7 

1.4.2 Manfaat Praktis .................................................................................... 7 

BAB II ................................................................................................................ 8 

TINJAUAN PUSTAKA DAN KERANGKA PEMIKIRAN ............................ 8 

2.1 Definisi Konsep dan Pendekatan Teori ....................................................... 8 

2.1.1 Definisi Konsep ................................................................................... 8 

2.1.2 Pendekatan Teori ............................................................................... 17 

2.2 Penelitian Terdahulu ................................................................................. 21 

2.3 Kerangka Pemikiran ................................................................................. 24 

BAB III ............................................................................................................. 26 

METODE PENELITIAN ................................................................................ 26 

3.1 Desain dan Pendekatan Penelitian ............................................................. 26 

3.2 Objek dan Subjek Penelitian ..................................................................... 27 

3.2.1 Objek Penelitian ................................................................................. 27 

3.2.2 Subjek Penelitian ............................................................................... 28 

3.3 Teknik Pengumpulan Data ........................................................................ 29 



x 
 

3.4 Teknik Analisis Data ................................................................................ 30 

3.5 Triangulasi Data ....................................................................................... 32 

3.5 Operasionalisasi Konsep ........................................................................... 33 

BAB IV ............................................................................................................. 37 

PEMBAHASAN ............................................................................................... 37 

4.1 Gambaran Konteks Penelitian ................................................................... 37 

4.1.1 Akun Instagram PT Klik Logistics Indonesia ..................................... 37 

4.2 Penyajian Data.......................................................................................... 39 

4.2.1 Konten (Content) ............................................................................... 41 

4.2.2 Komunikasi (Communication) ............................................................ 44 

4.2.3 Kolaborasi (Collaboration) ................................................................ 47 

4.2.4 Komunitas (Community) .................................................................... 49 

4.2.5 Brand awareness ................................................................................ 51 

4.3 Pembahasan dan Diskusi .......................................................................... 53 

BAB V ............................................................................................................... 77 

SIMPULAN DAN SARAN .............................................................................. 77 

5.1 Simpulan .................................................................................................. 77 

5.2 Kendala dan Keterbatasan......................................................................... 78 

5.3 Saran dan Implikasi .................................................................................. 78 

5.3.1 Untuk PT Klik Logistics Indonesia ..................................................... 78 

5.3.2 Untuk Penelitian Selanjutnya ............................................................. 79 

DAFTAR PUSTAKA ....................................................................................... 80 

LAMPIRAN ..................................................................................................... 85 

 

 

 

 

  



xi 
 

DAFTAR GAMBAR 

 

Gambar 1.1 Grafik Jumlah Pengguna Sosial Januari 2022-Januari 2024 ............. 1 

 

Gambar 2.1 Kerangka Pemikiran ...................................................................... 24 

 

Gambar 3.1 Triangulasi Data ............................................................................ 33 

 

 

 

  

file:///C:/Users/LPSK3537B/Documents/joktug/Revisi_Skripsi_Elliasa%20%5bLengkap%7d.docx%23_Toc189749289
file:///C:/Users/LPSK3537B/Documents/joktug/Revisi_Skripsi_Elliasa%20%5bLengkap%7d.docx%23_Toc189749318


xii 
 

DAFTAR TABEL 

 

Tabel 2.1 Penelitian Terdahulu .......................................................................... 21 

 

Tabel 3.1 Operasionalisasi Konsep .................................................................... 33 

 

Tabel 4.1 Temuan Hasil Wawancara ............................................................................. 39 

 

  



xiii 
 

DAFTAR LAMPIRAN 

 

Lampiran 1 Transkrip Wawancara Pengelola Akun Instagram @kliklogistics . 86 

Lampiran 2 Transkrip Wawancara Pengikut Akun Instagram @kliklogistics .. 91 

Lampiran 3 Transkrip Wawancara Pakar Ahli ................................................ 95 

 

 

  


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

