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ABSTRAK 

VANIA OZORA, NRP. 1423018043. AIRASIA VS LION AIR: ANALISIS ISI 

KOMPARATIF STRATEGI PROMOSI MASKAPAI PENERBANGAN 

AIRASIA DAN LION AIR MELALUI MEDIA SOSIAL INSTAGRAM. 

 

Penelitian ini melihat bagaimana perbandingan strategi promosi yang dilakukan 

AirAsia dan Lion Air sebagai maskapai penerbangan Low-Cost Carrier (LCC) 

menggunakan 7 indikator bauran pemasaran meliputi Produk, Harga, Tempat, 

Promosi, Orang, Proses, dan Bukti Fisik. Penelitian ini berfokus pada fenomena 

strategi promosi AirAsia dan Lion Air melalui Media Sosial Instagram. Fenomena 

ini diangkat karena adanya pandemi COVID-19 pada tahun 2020 yang membuat 

beragam maskapai penerbangan di Indonesia mengalami penurunan jumlah 

penumpang secara drastis dan bagaimana cara maskapai penerbangan untuk dapat 

kembali pulih serta melakukan penerbangan dengan normal. Analisis isi komparatif 

digunakan untuk mengetahui perbandingan gambaran strategi promosi yang 

dilakukan oleh AirAsia dan Lion Air. Objek dalam penelitian ini yaitu analisis isi 

komparatif strategi promosi. Subjek yang digunakan adalah media sosial Instagram 

AirAsia dan Lion Air yaitu @airasiasuperapp.id serta @lionairgroup. Penelitian ini 

menggunakan metode analisis isi dengan pendekatan kuantitatif dan jenis penelitian 

deskriptif-komparatif. Penelitian berfokus melihat bagaimana strategi promosi 

AirAsia dan Lion Air. Penggunaan strategi promosi AirAsia dan Lion Air di 

Instagram disesuaikan dengan kebutuhan konsumen mereka yaitu AirAsia 

menggunakan strategi promosi berupa keseluruhan kategori dan menonjolkan 

kategori Publicity dengan mengunggah beragam Information Stories. Sementara 

Lion Air tidak menggunakan keseluruhan kategori, tetapi cenderung menunjukkan 

kategori Publicity dengan mengunggah terkait Corporate Social Responsibility 

(CSR) mereka dan Information Stories. Hasil penelitian ini menunjukkan bahwa 

AirAsia lebih intensif dan beragam dalam penggunaan strategi promosi 

dibandingkan kompetitornya Lion Air. 

 

Kata kunci: Strategi Promosi, Komparatif, AirAsia, Lion Air 
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ABSTRAC 

VANIA OZORA, NRP. 1423018043. AIRASIA VS LION AIR: ANALISIS ISI 

KOMPARATIF STRATEGI PROMOSI MASKAPAI PENERBANGAN 

AIRASIA DAN LION AIR MELALUI MEDIA SOSIAL INSTAGRAM. 

 

This research looks at how the comparative promotional strategy conducted by 

AirAsia and Lion Air as Low-Cost Carrier (LCC) Airlines under 7 Indicators of 

Marketing Mix namely Product, Price, Place, Promotions, People, Process, and 

Physical Evidence. This research focuses on phenomenon of AirAsia and Lion 

Air’s promotional strategy through social media Instagram. The phenomenon is 

raised because many Indonesia’s airlines experienced drastic decreased of 

passengers as an effect of the COVID-19 pandemic that occurs on 2020, as well as 

how they recover and get back to do normal flights. Comparative content analysis 

is used to compare how the promotional strategies adopted by AirAsia and Lion 

Air.  The object of this research is the comparative content analysis of the 

promotional strategy. The subject of this research is AirAsia and Lion Air’s social 

media Instagram @airasiasuperapp.id also @lionairgroup. This study uses content 

analysis method and quantitative approach along with descriptive-comparative type 

of research. The focus of this study is how the promotional strategy conducted by 

AirAsia and Lion Air. The promotional strategy of AirAsia and Lion Air on 

Instagram are adjusted to their consumer needs in which means AirAsia uses entire 

categories of the promotional strategy however Publicity is more accentuated 

through their post on diverse Information Stories. Whereas Lion Air does not use 

the entire promotional strategy nonetheless, they tend to post about their Corporate 

Social Responsibility (CSR) and Information Stories which are part of Publicity. 

The result of this study reveals that the promotional strategy conducted by AirAsia 

is more intensive and diverse than Lion Air. 

 

Keywords: Promotional Strategy, Comparative, AirAsia, Lion Air 

 


