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ABSTRAK

Vanessa Olivia NRP. 1423019017. Komparasi Isi Pesan Promosi Waralaba ES Teh
Indonesia, Lokita Indonesia, dan Haus Indonesia melalui media sosial Instagram.

Media sosial Instagram pada masa sekarang digunakan untuk media hiburan dan
media promosi, terutama, pada saat pandemi Covid-19 pada tahun 2021. Pandemi
membuat banyak usaha mengalami kebangkrutan, namun banyak pula usaha-usaha
yang terbentuk, seperti minuman kekinian. Banyaknya bisnis serupa membuat para
perusahaan minuman kekinian harus memikirkan cara agar dapat bersaing dengan
memanfaatkan Instagram dikarenakan jangkauannya sangat luas dan biaya beriklan
cukup rendah. Penelitian ini menggunakan pendekatan kuantitatif, dengan metode
penelitian analisis isi. Penggunaan strategi promosi ES Teh Indonesia menerapkan
seluruh indikator, namun cenderung menonjolkan kategori Product non-susu dan
Promotion Direct Marketing, dengan menggunakan penekanan pesan one sided,
penyajian pesan climax, penyusunan pesan recency, penarikan pesan eksplisit, dan
daya tarik pesan rational appeals. Lokita Indonesia tidak menerapkan seluruh
indikator, namun cenderung menonjolkan Product susu dan Promotion Direct
Marketing, dengan menggunakan penekanan pesan one sided, penyajian pesan
climax, penyusunan pesan recency, penarikan pesan secara implisit, dan daya tarik
pesan rational appeals, sedangkan Haus Indonesia menerapkan seluruh indikator,
namun cenderung menonjolkan Product susu dan Promotion Direct Marketing
dengan menggunakan penekanan pesan one sided, penyajian pesan anti-climax,
penyusunan pesan primacy, penarikan pesan secara implisit, dan daya tarik pesan
humor.

Kata Kunci: Strategi Promosi, Pesan Promosi, Komparatif, Analisis Isi
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ABSTRACT

Vanessa Olivia NRP. 1423019017. Comparison of Text Messaging for Franchise
Marketing between ES Teh Indonesia, Lokita Indonesia and Haus Indonesia
Through Instagram Social Media.

Nowadays, Instagram is used for entertainment and promotional media, especially
during the COVID-19 pandemic in 2021. The pandemic has caused many
businesses went bankrupt, but even so there are many businesses started during the
pandemic, such as contemporary beverages business. There is a business
competition between companies of contemporary beverage business that provide
similar products which made them think over the ways to compete by using
Instagram reach and advertising which has a quite low cost. This research uses a
quantitative approach with content analysis research method. The marketing
strategy that is used by ES Teh Indonesia applies all indicators, but it tends to point
up the Non-Dairy Product and Direct Marketing Promotion by using emphasis on
one sided message, climax message presentation, recency message preparation,
explicit message revocation and rational appeals message attraction. Lokita
Indonesia doesn’t applies all indicators, but it tends to point up Dairy Product and
Direct Marketing Promotion by using emphasis on one sided message, climax
message presentation, recency message preparation, implicit message revocation
and rational appeals message attraction. Meanwhile, Haus Indonesia applies all
indicators, but it tends to point up Dairy Product and Direct Marketing Promotion
by using emphasis on one sided message, anti-climax message presentation,
primacy message preparation, implicit message revocation and humor message
attraction.

Keywords: Promotion Strategy, Promotion Text Message, Comparative, Content
Analysis
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