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Analisis Strategi Digital Marketing dalam Membangun Brand Authenticity 

pada Instagram @sakaperfumery 

 

Fahira Yudia Putri 

 

ABSTRAK 

Penelitian ini berfokus pada bagaimana pelaksanaan digital marketing melalui Instagram SAKA 

Perfumery mampu menampilkan brand authenticity dari brand tersebut. Tujuan penelitian ini adalah 

untuk mengetahui bagaimana tim marketing SAKA Perfumery bersaing di pasar parfum lokal melalui 

pengembangan autentisitas merek mereka. Metode yang digunakan adalah pendekatan studi kasus, 

dengan menelusuri strategi dan pelaksanaan digital marketing yang dijalankan oleh SAKA Perfumery. 

Fenomena meningkatnya minat masyarakat terhadap parfum di Indonesia mendorong banyak brand 

lokal untuk meluncurkan lini parfum mereka sendiri. Namun, tingginya tingkat persaingan menuntut 

setiap brand untuk mampu menonjolkan keunikannya agar tetap relevan dan kompetitif. Dalam konteks 

ini, kehadiran aktif di media sosial saja tidak cukup; brand juga perlu menunjukkan nilai pembeda 

melalui autentisitasnya. Oleh karena itu, strategi pemasaran digital yang efektif menjadi elemen penting 

dalam membangun dan memancarkan brand authenticity. Secara teoritis, brand authenticity mencakup 

lima dimensi utama, yaitu continuity, naturalness, integrity, credibility, dan symbolism, yang masing-

masing berperan penting dalam membentuk persepsi autentik terhadap suatu brand. Hasil penelitian 

menunjukkan bahwa dalam menonjolkan autentisitasnya di pasar, SAKA Perfumery memusatkan 

kegiatan digital marketing pada aspek storytelling di media sosial. Strategi ini memperkuat citra merek 

dengan menghadirkan nilai dan makna di balik setiap produk, sekaligus menjadi pembeda dari 

kompetitor lain. Temuan ini juga sejalan dengan pandangan para ahli bahwa di tengah maraknya 

industri parfum, brand perlu memiliki winning formula yang mampu mencerminkan karakter dan nilai 

uniknya. Lebih jauh, penelitian ini menunjukkan adanya keselarasan persepsi antara strategi pemasaran 

yang dijalankan dan nilai autentisitas yang ingin disampaikan, sehingga membentuk citra merek yang 

konsisten, relevan, dan dipercaya oleh audiens. 

 

Kata Kunci: Digital Marketing, Brand Authenticity, Parfum lokal, Strategi Digital Marketing 
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Analysis of Digital Marketing Strategies in Building Brand Authenticity 

on Instagram @sakaperfumery 

 

Fahira Yudia Putri 

 

ABSTRACT 

This research focuses on how the implementation of digital marketing through Instagram enables SAKA 

Perfumery to showcase its brand authenticity. The purpose of this study is to examine how the marketing 

team of SAKA Perfumery competes in the local perfume market by developing and emphasizing their 

brand authenticity. This study uses a case study approach to explore the strategies and execution of 

SAKA Perfumery’s digital marketing activities. The growing public interest in perfumes in Indonesia 

has encouraged many local brands to launch their own perfume lines. However, the increasing level of 

competition requires each brand to highlight its uniqueness in order to remain relevant and competitive. 

In this context, being active on social media alone is not sufficient, as brands must also demonstrate 

their distinctive values through authenticity. Therefore, an effective digital marketing strategy plays an 

important role in building and communicating brand authenticity. Theoretically, brand authenticity 

consists of five key dimensions: continuity, naturalness, integrity, credibility, and symbolism, each 

contributing to the formation of an authentic brand perception. The findings show that in emphasizing 

its authenticity in the market, SAKA Perfumery focuses its digital marketing activities on storytelling 

across social media platforms. This strategy strengthens the brand image by presenting the values and 

meanings behind each product while distinguishing it from other competitors. These findings are 

consistent with expert opinions stating that amid the growth of the perfume industry, brands need a 

winning formula that reflects their unique character and values. Furthermore, this study reveals a clear 

alignment between SAKA Perfumery’s marketing strategies and the authenticity values it aims to 

communicate, resulting in a brand image that is consistent, relevant, and trusted by its audience. 

 

Keyword: Digital Marketing, Brand Authenticity, Local Perfume, Digital Marketing Strategy  
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