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ABSTRAK 

 

Fajar Ramoti. NPM. 223516516627. Strategi Komunikasi Bisnis PT Raps 

Maju Bersama Dalam Jual Beli Akun Game. Pembimbing I : Dr. Dwi 

Kartikawati, S.Sos, M.Si 

Penelitian ini mengkaji strategi komunikasi bisnis PT RAPS Maju Bersama 

melalui platform Rapspoint dalam transaksi jual beli akun game yang berisiko 

tinggi, seperti penipuan, hackback, dan keraguan pelanggan karena produk 

bersifat virtual. Tujuan penelitian ini adalah menganalisis bagaimana komunikasi 

bisnis Rapspoint mendukung proses transaksi sekaligus membangun kepercayaan 

pelanggan. Penelitian menggunakan pendekatan kualitatif deskriptif dengan 

desain studi kasus; data dikumpulkan melalui wawancara mendalam, observasi, 

dan dokumentasi dengan informan manajer operasional, admin Rapspoint, serta 

dua pelanggan. Analisis data mengikuti model interaktif Miles dan Huberman 

melalui reduksi data, penyajian data, serta penarikan dan verifikasi kesimpulan, 

dengan uji kredibilitas melalui triangulasi. Hasil penelitian menunjukkan strategi 

komunikasi dijalankan melalui unsur komunikator, pesan, media, komunikan, 

konteks, dan efek: admin/customer service menjadi komunikator utama; pesan 

menekankan transparansi, keamanan akun, garansi seumur hidup, dan kebijakan 

refund; media utama ialah WhatsApp untuk transaksi serta Instagram dan TikTok 

untuk promosi dan edukasi. Kesimpulannya, strategi Rapspoint bersifat trust- 

based communication yang meningkatkan rasa aman, kenyamanan bertransaksi, 

dan potensi loyalitas pelanggan melalui layanan responsif dan komunikasi after- 

sales. 

 

Kata kunci: Akun game; Kepercayaan pelanggan; Produk digital; Rapspoint; 

Strategi komunikasi bisnis 
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ABSTRACT 

 

Fajar Ramoti. NPM. 223516516627. Business Communication Strategy of PT 

Raps Maju Bersama in the Buying and Selling of Game Accounts. Supervisor I 

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

This study analyzes the business communication strategy of PT RAPS Maju 

Bersama through the Rapspoint platform in game account trading, a high-risk 

digital transaction exposed to fraud, account reclamation (hackback), and 

customer doubt because the product is virtual. The research aims to explain how 

Rapspoint’s communication supports transaction processes and strengthens 

customer trust. A descriptive qualitative case study was employed; data were 

collected through in-depth interviews, observation, and documentation involving 

an operational manager, a Rapspoint administrator, and two customers. Data 

were analyzed using Miles and Huberman’s interactive model (data reduction, 

data display, and conclusion drawing/verification) and validated through 

triangulation. The findings indicate that the strategy operates through core 

communication elements communicator, message, media, audience, context, and 

effects: administrators/customer service act as the key communicators; messages 

emphasize transparency, account security, a lifetime guarantee, and a refund 

policy; WhatsApp is the main channel for transactional communication, while 

Instagram and TikTok are used for promotion and customer education. In 

conclusion, Rapspoint applies a trust-based communication approach that 

enhances perceived security, transaction comfort, and potential loyalty through 

responsive service and after-sales communication. 

Keywords: Business communication strategy; Customer trust; Digital products; 

Game account trading; Rapspoint 
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