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ERSAL BIOLDY 

 

ABTRACT 

 

This study examines the practical use of artificial intelligence technology ChatGPT 

as a tool for formulating branding strategies among Micro, Small, and Medium 

Enterprises (MSMEs) in Indonesia. Utilizing an appsnography approach, the 

research highlights how MSMEs leverage ChatGPT within the digital brand 

communication context across techno-physical, techno-sociocultural, techno-

discursive, techno-communicative, and techno-medial dimensions. Findings reveal 

that prompt engineering plays a crucial role in obtaining relevant and effective 

outputs from ChatGPT, while the emotional attachment of MSME actors to this 

technology further strengthens its adoption and dissemination within their 

communities. However, the study also identifies potential risks of over-dependence, 

underscoring the need for enhanced digital literacy and prompting skills to maximize 

AI benefits. This research contributes significantly to the advancement of AI-based 

digital communication theories and cost-effective, adaptive branding practices for 

MSMEs. 

 

Keyword: Appsnografi, ChatGPT, Artificial intelligence (AI), Micro, Small, and 

Medium Enterprises (MSMEs), Digital Application 



 
 
                                    Universitas Bakrie 

10 

 

 

 

 

 

 

DAFTAR ISI 

 

 

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

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

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

HALAMAN PENGESAHAN PERSETUJUAN PUBLIKASI ........................... vii 

DAFTAR ISI ........................................................................................................ 10 

BAB I PENDAHULUAN ..................................................................................... 13 

1.1 Latar Belakang Masalah ............................................................................... 13 

1.2 Rumusan Masalah .......................................................................................... 25 

1.3 Tujuan Penelitian ........................................................................................... 25 

1.4 Manfaat Penelitian ......................................................................................... 25 
1.4.1. Manfaat Teoretis .......................................................................................................... 25 
1.4.2. Manfaat Praktis ............................................................................................................ 26 

BAB II TINJAUAN PUSTAKA ........................................................................... 27 

2.1 Tinjauan Pustaka ........................................................................................... 27 

2.1.1 Computer-Mediated Communication (CMC)..................................................... 27 

2.1.2  Human-Computer Interaction (HCI) ................................................................ 32 

2.1.3. Komunikasi dan Aplikasi Digital ..................................................................... 36 

2.1.4. Komunikasi Artificial Intelegent (AI) ............................................................. 37 

2.1.5. Strategi Komunikasi Pemerekan (Branding) .................................................. 39 

a. Definisi Branding ..................................................................................................... 39 

b. Unsur-Unsur Branding ........................................................................................... 40 

c. Branding UMKM ..................................................................................................... 44 



 
 
                                    Universitas Bakrie 

11 

 

d. Branding UMKM di Era Digital dan AI (Artificial intelligence) ......................... 48 

2.1.6. Komunikasi dan Aplikasi Digital Berbasis Artificial Intelegent (AI) untuk 

Branding ....................................................................................................................... 51 

2.1.7. Pendekatan Etnografi Untuk Pengguna Aplikasi Digital Berbasis Generative AI 

(ChatGPT).................................................................................................................... 53 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan .................................... 59 
2.2.1 Penelitian Sebelumnya ............................................................................................ 59 

2.3 Kerangka Pemikiran ...................................................................................... 70 

BAB III METODOLOGI PENELITIAN ............................................................ 72 

3.1 Desain dan Pendekatan.................................................................................. 72 

3.2 Subjek Penelitian ............................................................................................ 74 

3.2.1 Subjek Utama ..................................................................................................... 74 

3.2.1 Subjek Pendukung/ Triangulator ..................................................................... 75 

3.3 Pengumpulan Data ......................................................................................... 76 

3.3.1 Observasi Partisipan .......................................................................................... 77 

3.3.2. Wawancara Etnografis ..................................................................................... 78 

3.3.3 Dokumentasi ................................................................................................... 80 

3.4 Analisis Data .......................................................................................................... 81 

3.5 Triangulasi Data dan Validasi data .............................................................. 84 

3.5.1 Triangulasi Sumber ....................................................................................... 84 

3.5.2 Triangulasi Metode ............................................................................................ 85 

3.5.3 Validasi Data ....................................................................................................... 86 

1.5 3.6 Operasionalisasi Konsep .......................................................................... 88 

BAB IV HASIL DAN PEMBAHASAN .............................................................. 91 

4.1 Gambaran Konteks Penelitian ............................................................................. 91 

4.1.1 Fokus dan Batasan penelitian ........................................................................... 91 

4.1.2 Gambaran Subjek Penelitian ............................................................................ 92 

b. Subjek Pendukung .................................................................................................. 93 

4.2 Penyajian Data....................................................................................................... 94 

4.2.1 Praktik Penggunaan ChatGPT oleh Pelaku UMKM dari Aspek Tekno-Fisikal

 ....................................................................................................................................... 94 

4.2.2 Praktik Penggunaan ChatGPT oleh Pelaku UMKM dari Aspek Tekno-

Sosiokultural ................................................................................................................ 97 



 
 
                                    Universitas Bakrie 

12 

 

4.2.3 Praktik Penggunaan ChatGPT oleh Pelaku UMKM dari Aspek Tekno-

Diskursif ..................................................................................................................... 100 

4.2.4 Praktik Penggunaan ChatGPT oleh pelaku UMKM dari Aspek Tekno-

Komunikatif ............................................................................................................... 104 

4.2.5 Praktik Penggunaan ChatGPT oleh Pelaku UMKM dari Aspek Tekno-

Medialitas ................................................................................................................... 110 

4.2.6 Triangulasi Sumber dari Subyek Pendukung ............................................... 114 

4.3. Pembahasan ........................................................................................................ 115 

4.3.1. Prompting Strategy is Branding Strategy ...................................................... 115 

4.3.2 Emotional attachment dalam Interaksi Pelaku UMKM dan ChatGPT ...... 121 

4.3.3 Model Praktik Penggunaan ChatGPT oleh Pelaku UMKM dalam Menyusun 

Strategi Branding....................................................................................................... 131 

BAB IV KESIMPULAN DAN SARAN ............................................................. 134 

5.1 Simpulan .............................................................................................................. 134 

5.2 Kendala dan Keterbatasan ................................................................................. 135 

5.2.1 Kendala Teknis ................................................................................................. 135 

5.2.2 Kendala Teoretis dan Metodologis ................................................................. 136 

5.2.3 Keterbatasan ..................................................................................................... 136 

5.3 Saran-Saran ......................................................................................................... 137 

5.3.1 Saran Teoretis ................................................................................................... 137 

5.3.2 Saran Metodologis ............................................................................................ 137 

5.3.3. Saran Praktis ................................................................................................... 138 

DAFTAR PUSTAKA .......................................................................................... 140 

LAMPIRAN ........................................................................................................ 149 

 

 

 


	HALAMAN PERNYATAAN ORISINALITAS
	HALAMAN PENGESAHAN
	KATA PENGANTAR
	HALAMAN PENGESAHAN PERSETUJUAN PUBLIKASI
	DAFTAR ISI

