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ABSTRAK 

 

Nama : Ade Putri Novianti 

Program Studi : Ilmu Komunikasi (Jurnalistik) 

Judul : “Strategi Komunikasi Pemasaran Melalui Media Sosial Instagram 

(studi kasus pada @dexalove_)” 
 
 

Kata Kunci 

 
Komunikasi pemasaran, 

bauran pemasaran, dan 

Dexalove. 

Komunikasi pemasaran di media sosial sangat berpengaruh di dunia digital. 

Karena dapat mempermudah penggunanya dalam memberikan umpan balik 

serta dapat dijadikan media yang tepat dalam kegiatan pemasaran, maka 

media sosial dapat dijadikan salah satu tempat kegiatan untuk 

mempromosikan suatu produk bisnis online dan media sosial mempunyai 

pengaruh yang sangat tinggi dalam kegiatan pemasaran penjualan suatu 

produk bisnis online. @Dexalove_ merupakan salah satu bisnis online yang 

memanfaatkan media sosial Instagram untuk melakukan komunikasi 

pemasarannya hingga mampu memperluas bisnisnya dikota lain pada saat 

pandemic covid-19 yang dimana banyak bisnis yang mengalami kerugian. 

Dimana tujuan penelitian ini ialah untuk mengetahui bagaimana strategi 

komunikasi pemasaran @Dexalove_ di media sosial Instagram. 

 

Penelitian ini dilakukan dengan pendekatan kualitatif dengan sifat deskriptif 

kualitatif yang menggambarkan tentang suatu keadaan melalui wawancara, 

observasi, dan dokumentasi. Wawancara dilakukan secara tidak langsung 

dengan keyinforman dan dua informan. Dari hasil penelitian ini, peneliti 

memperoleh hasil strategi komunikasi pemasaran yang dilakukan 

@Dexalove_ dengan perencanaan meliputi analisis SWOT (Strengths, 

Weaknesses, Opportunity, Threats), merumuskan strategi pemasaran 

Segmenting (geografis), Targeting, Positioning, penggunaan perencanaan 

media sosial 4 model The Circular Model of Some (Share, Optimize, 

Manage, Engage), menentukan tujuan komunikasi pemasaran, menetapkan 

anggaran komunikasi pemasaran, serta menentukan pengembangan 

program komunikasi pemasaran. Perencanaan tersebut berfokus pada media 

sosial Instagram yang didukung oleh Teori AISAS (Attention, Interest, 

Search, Action, Share). Pada tahap pelaksanaan strategi adanya (Direct 

Marketing, Sales Promotion, Advertising, Event and Experiences, Publicity, 

Interactive Marketing). Tahap terakhir adalah evaluasi strategi. 

Pembimbing Dr. Dwi Kartikawati, S.Sos., M.Si 
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ABSTRACT 

 

Nama : Ade Putri Novianti 

Program Studi : Communications Science (Journalism) 

Judul  : “Marketing Communication Strategy Through Instagram Social 

Media (case study on @dexalove_)” 
 
 

Keywords 

 
Marketing communication, 

marketing mix, and 

Dexalove 

Marketing communications on social media are very influential in the 

digital world. Because it can make it easier for users to provide feedback 

and can be used as the right media in marketing activities, social media can 

be used as a place of activity to promote an online business product and 

social media has a very high influence in marketing activities for the sale of 

an online business product. @Dexalove_ is one of the online businesses that 

uses Instagram social media to carry out marketing communications to be 

able to expand its business in other cities during the Covid-19 pandemic 

where many businesses have suffered losses. Where the purpose of this study 

is to find out how marketing communication strategies @Dexalove_ on 

Instagram social media. 

 

This research was conducted with a qualitative approach with a qualitative 

descriptive nature that describes a situation through interviews, 

observations, and documentation. Interviews were conducted indirectly 

with the informants and two informants. From the results of this study, 

researchers obtained the results of marketing communication strategies 

carried out @Dexalove_ with planning including SWOT analysis 

(Strengths, Weaknesses, Opportunity, Threats), formulating marketing 

strategies Segmenting (geographical), Targeting, Positioning, using social 

media planning 4 models of The Circular Model of Some (Share, Optimize, 

Manage, Engage), determining marketing communication objectives, 

setting marketing communication budgets, and determining the 

development of social media planning 4 models The Circular Model of Some 

(Share, Optimize, Manage, Engage), determining marketing 

communication goals, setting marketing communication budgets, and 

determining the development of social media planning 4 models Of The 

Circular Model of Some (Share, Optimize, Manage, Engage), determining 

marketing communication objectives, setting marketing communication 

budgets, and determining the development of social media marketing 

communication programs. The planning focuses on Instagram social media 

supported by AISAS Theory (Attention, Interest, Search, Action, Share). At 

the stage of implementing the strategy (Direct Marketing, Sales Promotion, 

Advertising, Event and Experiences, Publicity, Interactive Marketing). The 

final stage is the evaluation of the strategy. 

Pembimbing Dr. Dwi Kartikawati, S.Sos., M.Si 
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