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ANALISIS CONSUMER JOURNEY AUDIENS TIKTOK 

@ASAKECIL BERDASARKAN AISAS MODEL 

LISA AMALIAH RIZKI 

ABSTRAK 

Fenomena kidult menunjukkan bahwa mainan yang sebelumnya identik dengan 

anak-anak kini turut dikonsumsi oleh orang dewasa, khususnya Generasi Z dan 

Milenial. Perkembangan media sosial, terutama TikTok, turut membentuk 

perjalanan konsumen dalam mengenal hingga membeli produk mainan. Penelitian 

ini bertujuan untuk menganalisis consumer journey audiens TikTok @asakecil 

berdasarkan model AISAS (Attention, Interest, Search, Action, Share) dalam 

konteks fenomena kidult. Penelitian ini menggunakan pendekatan kualitatif dengan 

metode studi kasus. Data diperoleh melalui wawancara mendalam terhadap enam 

informan yang merupakan audiens @asakecil serta satu triangulator dari praktisi 

social media specialist. Hasil penelitian menunjukkan bahwa pada tahap Attention, 

perhatian audiens terbentuk melalui daya tarik visual, narasi yang natural, dan 

pengenalan produk yang ringkas. Tahap Interest ditandai oleh kesesuaian produk, 

kualitas penyampaian, dan rasa penasaran. Pada tahap Search, audiens 

memanfaatkan kolom komentar, pencarian di berbagai platform, serta informasi 

dari sesama audiens. Tahap Action berlangsung melalui pembelian online maupun 

offline dan tidak selalu bersifat terencana. Sementara itu, tahap Share dilakukan 

melalui pembuatan konten, berbagi pengalaman secara personal, maupun 

pemberian umpan balik. Temuan menunjukkan bahwa perjalanan audiens tidak 

sepenuhnya linear dan berkaitan erat dengan pengalaman emosional serta 

karakteristik konsumsi kidult. 

Kata kunci: Consumer Journey, AISAS, TikTok, Kidult, Audiens. 
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ANALISIS CONSUMER JOURNEY AUDIENS TIKTOK 

@ASAKECIL BERDASARKAN AISAS MODEL 

LISA AMALIAH RIZKI 

ABSTRACT 

The kidult phenomenon reflects the growing consumption of toys traditionally 

associated with children among adults, particularly Generation Z and Millennials. 

The development of social media, especially TikTok, has contributed to shaping 

consumers’ journeys from discovering toys to making purchasing decisions. This 

study aims to analyze the consumer journey of @asakecil’s TikTok audience based 

on the AISAS model (Attention, Interest, Search, Action, Share) within the context 

of the kidult phenomenon. This research employed a qualitative approach using a 

case study method. Data were collected through in-depth interviews with six 

followers of @asakecil and one triangulator who works as a social media 

specialist. The findings show that the Attention stage is formed through visual 

appeal, natural narration, and concise product introductions. The Interest stage is 

characterized by product relevance, content quality, and curiosity. In the Search 

stage, audiences utilize comment sections, searches across digital platforms, and 

information from fellow audiences. The Action stage occurs through both online 

and offline purchases and is not always planned. Meanwhile, the Share stage is 

reflected through independently created content, personal sharing, and feedback. 

Overall, the findings indicate that the audience journey is not entirely linear and is 

closely related to emotional experiences and the consumption characteristics of 

kidult. 

Keywords: Consumer Journey, AISAS, TikTok, Kidult, Audience.
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