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ANALISIS AKTIVITAS CONTENT MARKETING PADA SOSIAL
MEDIA BRAND HIJAB TIE BY MIN (PENDEKATAN
NETNOGRAFI)

Ayu Dian Pratama

ABSTRAK

Perkembangan media sosial mendorong brand fashion memanfaatkan konten digital
tidak hanya sebagai sarana promosi, tetapi juga sebagai ruang interaksi dan penyebaran
informasi. Penelitian ini bertujuan menganalisis pemanfaatan konten digital, pola
aktivitas dan interaksi, serta persepsi audiens terhadap aktivitas content marketing Tie
by Min pada Instagram dan TikTok. Penelitian menggunakan pendekatan kualitatif
dengan metode netnografi melalui observasi nonpartisipatif terhadap 328 unggahan
selama 1 Maret-31 Mei 2026, yang terdiri atas 176 unggahan Instagram dan 152
unggahan TikTok, serta wawancara terstruktur dengan delapan audiens. Data observasi
dikodekan menggunakan NVivo berdasarkan lima aspek social media marketing
menurut Kim dan Ko, yaitu enfertainment, interaction, trendiness, customization, dan
word of mouth, sedangkan data wawancara dianalisis secara manual. Hasil penelitian
menemukan empat pola utama: perhatian terhadap konten tidak selalu berpusat pada
produk; partisipasi audiens tidak selalu menghasilkan komunikasi dua arah dengan
brand; relevansi generasional tidak selalu sama dengan relevansi informasional; serta
word of mouth berlangsung secara selektif dan tidak seluruhnya terlihat melalui
interaksi publik. Instagram lebih banyak memperlihatkan penyajian visual dan
keterlibatan langsung brand, sedangkan TikTok lebih menonjolkan video berbasis tren
dan percakapan antar pengguna. Secara keseluruhan, content marketing Tie by Min
terbentuk melalui hubungan antara daya tarik konten, relevansi, interaksi, karakter

komunikasi platform, dan penyebaran informasi antar pengguna.

Kata Kunci: content marketing, social media marketing, netnografi, Instagram,

TikTok, Tie by Min.
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ANALYSIS OF CONTENT MARKETING ACTIVITIES ON
SOCIAL MEDIA OF HIJAB BRAND TIE BY MIN: A
NETNOGRAPHY APPROACH

Ayu Dian Pratama

ABSTRACT

The development of social media has encouraged fashion brands to use digital content
not only as a promotional tool but also as a space for interaction and information
dissemination. This study aims to analyze the use of digital content, patterns of activity
and interaction, and audience perceptions of Tie by Min's content marketing activities
on Instagram and TikTok. A qualitative approach using netnography was employed
through non-participant observation of 328 posts published from 1 March to 31 May
2026, comprising 176 Instagram posts and 152 TikTok posts, complemented by
structured interviews with eight audience members. The observational data were
coded using NVivo based on five dimensions of social media marketing proposed by
Kim and Ko, namely entertainment, interaction, trendiness, customization, and word
of mouth, while the interview data were analyzed manually. The findings revealed four
main patterns. attention to content was not always centered on the product,; audience
participation did not always result in two-way communication with the brand;
generational relevance did not always correspond to informational relevance; and
word of mouth occurred selectively and was not fully visible through public
interactions. Instagram more prominently featured visual content and direct brand
engagement, whereas TikTok more strongly emphasized trend-based videos and user-
to-user conversations. Overall, Tie by Mins content marketing was shaped by the
interplay of content appeal, relevance, interaction, platform-specific communication

characteristics, and information dissemination among users.

Keywords: content marketing, social media marketing, netnography, Instagram,

TikTok, Tie by Min.
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