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“Strategi penggunaan Brand Ambassador Komika pada bidang usaha kuliner di Media 

Sosial Instagram @sedjuk.bakmidankopi (Studi Kasus: Sedjuk Bakmi & Kopi)” 

 

KEYSHA OXANA SENDHA 

_________________________________________________________________________  

ABSTRAK 

 

Penelitian ini bertujuan untuk mengeksplorasi strategi penggunaan Brand Ambassador komika 

dalam bidang usaha kuliner di media sosial Instagram pada akun @sedjuk.bakmidankopi. Dalam 

era digital saat ini, penggunaan media sosial sebagai sarana promosi menjadi sangat penting bagi 

bisnis kuliner. Penelitian ini menggunakan metode kualitatif di media sosial Instagram Sedjuk 

Bakmi & Kopi untuk menganalisis peran komika sebagai Brand Ambassador dengan karakteristik 

visibilitas, kredibilitas, daya tarik, dan kekuatan dalam meningkatkan daya tarik dan kredibilitas 

merek. Hasil penelitian menunjukan bahwa komika memiliki pengaruh yang signifikan dalam 

menarik perhatian audiens melalui konten yang kreatif dan menghibur, menggunakan teknik 

humor berbasis bahasa, logika, identitas, dan aksi. Hal ini efektif dalam mempromosikan produk 

kuliner di Instagram. Penelitian ini diharapkan dapat memberikan kontribusi bagi pengembangan 

strategi komunikasi pemasaran di industri kuliner serta menjadi referensi bagi pelaku usaha dalam 

memilih Brand Ambassador yang sesuai. 

 

Kata Kunci: Strategi Komunikasi Pemasaran, Duta Merek,  Komika, Usaha Kuliner, Media Sosial 

Instagram. 
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“Strategy of using Comedian Brand Ambassador in The  Culinary Business Sector on social 

media Instagram @sedjuk.bakmidankopi (Case Study: Sedjuk Bakmi & Kopi)” 

 

KEYSHA OXANA SENDHA 

_________________________________________________________________________  

ABSTRACT 

This study aims to explore the strategy of utilizing comedians as Brand Ambassadors in the 

culinary business on Instagram, with a focus on the @sedjuk.bakmidankopi account. In the digital 

era, social media has become a crucial promotional tool for culinary businesses. This research 

employs a qualitative method to analyze the role of comedians as Brand Ambassadors for Sedjuk 

Bakmi & Kopi on Instagram, characterized by visibility, credibility, attractiveness, and strength 

in enhancing brand appeal and credibility. The findings indicate that comedians significantly 

attract audience attention through creative and entertaining content, employing humor techniques 

based on language, logic, identity, and action. This approach is effective in promoting culinary 

products on Instagram. This study is expected to contribute to the development of marketing 

communication strategies in the culinary industry and serve as a reference for business 

practitioners in selecting appropriate Brand Ambassadors. 

 

Keywords: Marketing Communication Strategy, Brand Ambassador, Comedian, Culinary 

Business, Instagram Social Media. 

 

 

 

 

 



 

  Universitas Bakrie 

ix 
 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ......................................................................... i 

HALAMAN PERSETUJUAN ..................................................................................................... ii 

UNGKAPAN TERIMA KASIH ................................................................................................. iii 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ................................................ vi 

ABSTRAK ................................................................................................................................... vii 

DAFTAR ISI................................................................................................................................. ix 

DAFTAR GAMBAR ................................................................................................................... xii 

DAFTAR TABEL ...................................................................................................................... xiii 

DAFTAR LAMPIRAN .............................................................................................................. xiv 

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

PENDAHULUAN ......................................................................................................................... 1 

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

1.2   Rumusan Masalah ................................................................................................................. 13 

1.3   Tujuan Penelitian .................................................................................................................. 13 

1.4    Manfaat Penelitian ............................................................................................................... 13 

1.4.1   Manfaat Teoritis ............................................................................................................. 13 

1.4.2   Manfaat Praktis .............................................................................................................. 14 

BAB II .......................................................................................................................................... 15 

TINJAUAN PUSTAKA .............................................................................................................. 15 

2.1 Konsep yang Relevan ............................................................................................................. 15 

2.1.1 Komunikasi Pemasaran.................................................................................................... 15 

2.1.1.1 Strategi Komunikasi Pemasaran ................................................................................... 15 

2.1.1.2 Tahapan Strategi Komunikasi Pemasaran .................................................................... 17 

2.1.1.3 Komponen Strategi Pemasaran ..................................................................................... 18 

2. 1.2 Brand Ambassador.............................................................................................................. 19 

2.1.2.1 Definisi Brand Ambassador........................................................................................ 19 

2.1.2.2 Karakteristik Brand Ambassador ............................................................................... 20 

2.1.2.3 Fungsi dan Manfaat Brand Ambassador.................................................................... 21 

2.1.3 Komika ........................................................................................................................... 22 



 

  Universitas Bakrie 

x 
 

2.1.4 Media Sosial ................................................................................................................... 23 

2.1.4.1 Instagram .................................................................................................................... 24 

2.1.5 Bidang Usaha Kuliner .......................................................................................................... 26 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan .................................................................. 27 

2.3 Model Kerangka Pemikiran .................................................................................................... 34 

BAB III ......................................................................................................................................... 36 

METODE PENELITIAN ........................................................................................................... 36 

3.1 Desain dan Pendekatan ........................................................................................................... 36 

3.2 Objek dan Subjek .................................................................................................................... 37 

3.2.1 Objek ................................................................................................................................ 37 

3.2.2 Subjek ............................................................................................................................... 37 

3.2.2.1 Profil Informan .......................................................................................................... 38 

3.3 Pengumpulan Data .................................................................................................................. 41 

3.4 Analisis Data ........................................................................................................................... 43 

3.5 Triangulasi Data ...................................................................................................................... 45 

3.6 Operasional Konsep/Isu .......................................................................................................... 46 

BAB IV ......................................................................................................................................... 51 

HASIL DAN PEMBAHASAN ................................................................................................... 51 

4.1 Gambaran Konteks Penelitian ................................................................................................. 51 

4.1.1 Profil Sedjuk Bakmi & Kopi ............................................................................................. 51 

4.1.2 Profil Brand Ambassador ................................................................................................ 52 

4.2 Penyajian Data ........................................................................................................................ 53 

4.2.1 Karakteristik Brand Ambassador ..................................................................................... 53 

4.2.1.1 Visibility (Popularitas) ............................................................................................... 53 

4.2.1.2 Credibility (Kredibilitas) ......................................................................................... 56 

4.2.1.3 Attraction (Daya Tarik)........................................................................................... 58 

4.2.1.4 Power (Kekuasaan) .................................................................................................... 59 

4.2.2 Komika ............................................................................................................................. 61 

4.2.2.1 Language (Bahasa) .................................................................................................... 61 

4.2.2.2 Logic .......................................................................................................................... 62 

4.2.2.3 Identity ....................................................................................................................... 64 



 

  Universitas Bakrie 

xi 
 

4.2.2.4 Action ......................................................................................................................... 66 

4.2.3 Instagram ......................................................................................................................... 67 

4.2.3.1 Feeds ....................................................................................................................... 69 

4.2.3.2 Stories ..................................................................................................................... 71 

4.2.3.3 Reels .......................................................................................................................... 72 

4.3 Pembahasan dan Diskusi......................................................................................................... 74 

4.3.1 Pentingnya pemilihan karakteristik Brand Ambassador untuk bidang usaha kuliner di 

Sedjuk Bakmi & Kopi ................................................................................................................ 74 

4.3.2 Peran teknik humor Komika dan implementasi sebagai Brand Ambassador di 

Instagram Sedjuk Bakmi & Kopi ............................................................................................... 77 

4.3.3 Peran Media Sosial Instagram sebagai Media Promosi untuk Sedjuk Bakmi & Kopi .... 78 

BAB V .......................................................................................................................................... 80 

KESIMPULAN DAN SARAN ................................................................................................... 80 

5.1 Simpulan ................................................................................................................................. 80 

5.2 Kendala dan Keterbatasan....................................................................................................... 80 

5.3 Saran dan Implikasi................................................................................................................. 81 

5.3.1 Saran Teoritis ................................................................................................................... 81 

5.3.2 Saran Praktis .................................................................................................................... 82 

LAMPIRAN................................................................................................................................. 83 

DAFTAR PUSTAKA ................................................................................................................ 136 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

  Universitas Bakrie 

xii 
 

DAFTAR GAMBAR 

 

 

Gambar 1. 1 Contoh Brand Ambassador ........................................................................................ 4 

Gambar 1. 2 Contoh penggunaan Komika sebagai Media Promosi ............................................... 7 

Gambar 1. 3 Logo Sedjuk Bakmi & Kopi ...................................................................................... 8 

Gambar 1. 4 Sedjuk Bakmi & Kopi SCBD (Cabang Pertama) ...................................................... 9 

Gambar 1. 5 Soleh Solihun ........................................................................................................... 11 

Gambar 1. 6 Profile Instagram Sedjuk Bakmi & Kopi ................................................................. 12 

Gambar 1. 7 Feeds Instagram Sedjuk Bakmi & Kopi .................................................................. 12 

 

Gambar 2. 1 Data Penggunaan Media Sosial bulan Januari 2024 ................................................ 23 

 

Gambar 3. 1 Shavira Ananda (Informan Pertama) ....................................................................... 38 

Gambar 3. 2 Syta Nevin Gastro (Informan Kedua) ...................................................................... 39 

Gambar 3. 3 Vildan Rifki Ali (Informan Ketiga) ......................................................................... 39 

Gambar 3. 4 Bintang Makarim (Informan Keempat) ................................................................... 40 

Gambar 3. 5 Cahyani Zalsabila (Informan Kelima) ..................................................................... 40 

Gambar 3. 6 Dion Wardyono (Triangulator) ................................................................................ 46 

 

Gambar 4. 1 Sedjuk Bakmi & Kopi SCBD .................................................................................. 51 

Gambar 4. 8 Unggahan di feeds Instagram Sedjuk Bakmi & Kopi .............................................. 69 

Gambar 4. 9 Unggahan di Instagram Story Sedjuk Bakmi & Kopi .............................................. 71 

Gambar 4. 10 Unggahan di Reels Instagram Sedjuk Bakmi & Kopi ........................................... 73 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

  Universitas Bakrie 

xiii 
 

 

 

DAFTAR TABEL 

Tabel 2. 1 Tabel Penelitian Sebelumnya....................................................................................... 33 

Tabel 2. 2 Model Kerangka Pemikiran ......................................................................................... 34 

 

Tabel 3. 1 Operasionalisasi ........................................................................................................... 46 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

  Universitas Bakrie 

xiv 
 

DAFTAR LAMPIRAN 

Lampiran 1 .................................................................................................................................... 83 

Lampiran 2 .................................................................................................................................... 92 

Lampiran 3 .................................................................................................................................. 102 

Lampiran 4 .................................................................................................................................. 109 

Lampiran 5 .................................................................................................................................. 116 

Lampiran 6 .................................................................................................................................. 124 

Lampiran 7 .................................................................................................................................. 133 

Lampiran 8 .................................................................................................................................. 135 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


