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Representasi Gaya Hidup Digital dalam Komunikasi Pemasaran

Brand Telkomsel (Studi Kasus MyTelkomsel)

Graceshiela K.E.Ticoalu

ABSTRAK

Transformasi digital mendorong industri telekomunikasi berevolusi menjadi digital
lifestyle enabler. Penelitian kualitatif studi kasus intrinsik ini menganalisis
representasi gaya hidup digital dalam Integrated Marketing Communication (IMC)
Telkomsel dengan fokus aplikasi MyTelkomsel. Menggunakan teori representasi
sosial Serge Moscovici dan Consumer Culture Theory, data dikumpulkan lewat
wawancara mendalam serta dokumentasi digital resmi. Hasil penelitian
menunjukkan Telkomsel mengorkestrasi saluran berjenjang: media sosial
menyebarkan narasi gaya hidup, sementara MyTelkomsel menjadi converged
touchpoint pengalaman terpadu. Lewat menu Mall, aplikasi ini berevolusi menjadi
lifestyle super-app yang mengintegrasikan rutinitas fisik harian ke ruang digital,
seperti kebugaran, mobilitas, hingga proteksi siber. Makna kultural yang
dikonstruksi bermuara pada hegemoni kepraktisan terpusat (centralized
convenience), meski resepsi Generasi Z terfragmentasi akibat minimnya sosialisasi
publik. Kebaruan riset ini menegaskan evolusi touchpoint aplikasi mandiri menjadi
artefak kultural representasional pencipta ideologi konsumsi modern.

Kata Kunci: Gaya Hidup Digital, IMC, Representasi Sosial, Serge Moscovici,
Super-app, MyTelkomsel.
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Representation of Digital Lifestyle in the Marketing Communications of
Telkomsel (Study Case MyTelkomsel)

Graceshiela K.E.Ticoalu

ABSTRACT

Digital transformation has shifted telecommunications from connectivity providers
into digital lifestyle enablers. Employing an intrinsic case study approach, this
research examines digital lifestyle representations in Telkomsel's Integrated
Marketing Communication (IMC) focusing on MyTelkomsel. Grounded in Serge
Moscovici social representation theory and Consumer Culture Theory, data were
gathered via in-depth interviews and official digital artifacts. Findings reveal
Telkomsel executes multi-tiered channel orchestration: social media drives
narrative awareness, while MyTelkomsel functions as a converged experience
touchpoint. Through the "Mall" menu, the platform evolves into a lifestyle super-
app incorporating physical routines—such as fitness, ticketing, and cyber
protection—into the digital sphere. The constructed meaning establishes the
hegemony of centralized convenience, although Generation Z reception remains
fragmented due to low feature awareness. This study highlights the evolution of
mobile self-care touchpoints into representational cultural artifacts shaping
modern consumption ideologies.

Keywords:Digital Lifestyle, IMC, Social Representation, SergeMoscovici, Super-
app, MyTelkomsel.
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