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Abstrak 

 

Penelitian ini bertujuan untuk mengetahui strategi social media marketing yang dilakukan 

oleh PT. Domma Teman pada platform Tiktok. Penelitian ini dilaksanakan dengan 

menggunakan pendekatan kualitatif yang dianalisis melalui teknik wawancara. Objek 

penelitian adalah akun @withdomma yang melakukan strategi-strategi social media 

marketing dan subjek penelitian adalah anggota divisi Marketing dan followers serta 

konsumen dari Domma. Untuk mendaptakan data penelitian ini menggunakan beberapa 

teknik pengumpulan data, yaitu observasi langsung terhadap aktivitas pemasaran digital, 

wawancara mendalam dengan pihak terkait yang memahami strategi tersebut, serta 

dokumentasi yang meliputi berbagai rekaman, laporan, dan konten yang berkaitan dengan 

aktivitas pemasaran brand. Penelitian ini memberikan hasil bahwa integrasi strategi social 

media marketing Domma melalui TikTok, kolaborasi dengan KOL, pembuatan konten 

internal, dan live streaming menunjukkan peningkatan minat konsumen, interaksi, serta 

penjualan produk. Integrasi tersebut menegaskan bahwa teori Gunelius (2011) dan model 

AIDA relevan digunakan untuk menganalisis praktik komunikasi pemasaran digital pada 

konteks bisnis modern. 

 

Kata Kunci:   AIDA, Strategi Komunikasi, Social Media 
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PT. Domma Teman Setia's Social Media Marketing Strategy via the 

TikTok Platform 

 

 Farah Diva Johana 

Abstract 

 

This study aims to determine the social media marketing strategies implemented by PT. Domma 

Teman on the TikTok platform. This study was conducted using a qualitative approach analyzed 

through interview techniques. The object of the study was the @withdomma account that 

implements social media marketing strategies. The research subjects were members of the 

Marketing division and followers and consumers of Domma. To obtain data, this study used 

several data collection techniques, namely direct observation of digital marketing activities, in-

depth interviews with relevant parties who understand the strategy, and documentation including 

various recordings, reports, and content related to brand marketing activities. This study provides 

results that the integration of Domma's social media marketing strategies through TikTok, 

collaboration with KOLs, internal content creation, and live streaming shows an increase in 

consumer interest, interaction, and product sales. This integration confirms that Gunelius's theory 

(2011) and the AIDA model are relevant for analyzing digital marketing communication practices 

in the modern business context. marketing communication practices in the modern business 

context. 

Keywords: AIDA, Communication Strategy, Social Media 

 

 

 

 
 

 
 
 
 
 
 
 

 
 
 



 

x 

DAFTAR ISI 

Isi 

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

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

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI .............................................................. vii 

Abstrak ..................................................................................................................................................... viii 

Abstract ....................................................................................................................................................... ix 

DAFTAR ISI................................................................................................................................................ x 

DAFTAR GAMBAR ................................................................................................................................ xiii 

DAFTAR TABEL .................................................................................................................................... xiv 

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

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

1.2.    Rumusan Masalah ................................................................................................... 4 

1.3.    Tujuan Penelitian ..................................................................................................... 4 

1.4.    Manfaat Penelitian ................................................................................................... 4 

1.4.1.  Manfaat Akademis ............................................................................................ 4 

1.4.2.  Manfaat Praktis ................................................................................................. 4 

BAB II TINJAUAN PUSTAKA................................................................................................................. 5 

2.1.    Konsep yang Relevan .............................................................................................. 5 

2.1.1.    Komunikasi Pemasaran .................................................................................. 5 

2.1.2.    Komunikasi Pemasaran Digital ....................................................................... 6 

2.1.2.    Social Media Marketing ................................................................................... 7 

2.1.3.    Media Sosial ................................................................................................... 9 

2.1.3.1.   Jenis Media Sosial .................................................................................. 9 

2.1.5.    Tiktok .............................................................................................................10 

2.1.5.1.   Fitur Tiktok .............................................................................................11 

2.1.6      Key Opinion Leader....................................................................................12 

2.1.3.     Model AIDA dalam Komunikasi Pemasaran ...............................................15 

2.1.6.          Penelitian Sebelumnya dan Pernyataan Pembaruan ............................17 

2.2.    Model Kerangka Pemikiran .....................................................................................25 

BAB III METODOLOGI PENELITIAN ............................................................................................... 27 

3.1.    Desain dan Pendekatan ..........................................................................................27 

3.2.    Obyek dan Subyek Penelitian .................................................................................27 



 

xi 

3.3.    Pengumpulan Data .................................................................................................28 

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

3.5.    Triangulasi Data ......................................................................................................31 

3.6.    Operasional Konsep ................................................................................................33 

BAB IV HASIL DAN PEMBAHASAN .................................................................................................. 36 

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

4.1.1. Profil PT. Domma Teman Setia ........................................................................37 

4.1.2 Visi ...................................................................................................................39 

4.1.3 Misi ..................................................................................................................39 

4.1.4 Profil Informan..................................................................................................40 

4.1.5 Profil Triangulator .............................................................................................43 

4.2 Penyajian Data ..........................................................................................................44 

4.2.1 Strategi Komunikasi Pemasaran ......................................................................45 

4.2.2 Social Media Marketing ....................................................................................47 

4.2.2.1 Content Creation .......................................................................................47 

4.2.2.2 Content Sharing ........................................................................................48 

4.2.2.3 Connecting ...............................................................................................51 

4.2.2.4 Community Building ..................................................................................53 

4.2.3 Respon Perilaku Konsumen Berdasarkan Teori AIDA ......................................54 

4.2.3.1 Attention ...................................................................................................54 

4.2.3.2 Interest .....................................................................................................56 

4.2.3.3 Desire .......................................................................................................57 

4.3 Pembahasan dan Diskusi .............................................................................................60 

4.3.1 Strategi Social Media Marketing (SMM) Domma dalam Menarik Perhatian 

Audiens ..............................................................................................................61 

4.3.2  Strategi  Social Media Marketing (SMM) dalam Membangun Minat  dan 

Keinginan ...........................................................................................................62 

4.3.3  Strategi SMM Domma dalam Mendorong Tindakan Pembelian (Action) ............64 

BAB V KESIMPULAN DAN SARAN .................................................................................................... 67 

5.1 Kesimpulan ...........................................................................................................67 

5.2 Kendala dan Keterbatasan ....................................................................................68 

5.3 Saran ....................................................................................................................68 

5.3.1 Saran Untuk PT. Domma Teman Setia ........................................................68 

5.3.2 Saran Untuk Peneliti Selanjutnya ................................................................68 



 

xii 

DAFTAR PUSTAKA ................................................................................................................................ 70 

BUKU ......................................................................................................................................................... 70 

LAMPIRAN............................................................................................................................................... 72 

 

 

  
  

  



 

xiii 

DAFTAR GAMBAR  

Gambar 2.1  Kerangka Pemikiran ..................................................................................................44 

Gambar 4.1 PT. Domma Teman Setia ...........................................................................................55 

Gambar 4.2 Risma Khoirunnisa .......................................................................................................54 

Gambar 4.3 Fernandho...................................................................................................................59 

Gambar 4.4 Aulia Fadia .................................................................................................................60 

Gambar 4.5 Riana Rosma ..............................................................................................................61 

Gambar 4.6 Adlan Zahrandika .......................................................................................................61 

Gambar 4.7 Venny Monica ............................................................................................................62 

Gambar 4.9 Konten Tiktok @ammorfandy ...................................................................................68 

Gambar 4.10 Kolom Komentar @withdomma ..............................................................................70 

Gambar 4.11 Live Streaming @withdomma .................................................................................71 
 

 

  
  
 
 
 

  



 

xiv 

DAFTAR TABEL 

 

Tabel 2.1 Penelitian Terdahulu ......................................................................................................37 

Tabel 3.1 Operasional Konsep .......................................................................................................51 
 

 


