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ABSTRAK

PRECIA GABRIELLE ANNE SUBAGYO, NRP. 1423019135. ANALISIS ISI
KOMPARATIF STRATEGI PROMOSI E-COMMERCE SHOPEE DAN
TOKOPEDIA MELALUI MEDIA SOSIAL INSTAGRAM

Penelitian ini ingin melihat bagaimana perbandingan strategi promosi yang dilakukan
oleh e-commerce Shopee dan Tokopedia di Instagram dengan melihat dari 4 indikator
bauran pemasaran yaitu Produk, Harga, Orang, dan Promosi. Penelitian ini berfokus
pada fenomena strategi promosi Shopee dan Tokopedia melalui Media Sosial
Instagram. Fenomena ini diangkat karena adanya persaingan ditengah munculnya
banyak e-commerce serta antusias masyarakat dalam berbelanja online terutama
ditengah pandemi hal ini membuat masyarakat memiliki banyak pilihan e-commerce
yang dapat memenuhi keinginannya. Maka dari itu, e-commerce harus dapat
menjadikan produknya dapat menarik konsumen ditengah banyaknya e-commerce
yang ditawarkan ke masyarakat dengan menggunakan strategi promosi. Analisis isi
komparatif ini di pilih untuk mengetahui perbandingan gambaran strategi promosi yang
dilakukan oleh kedua e-commerce. Objek dalam penelitian ini yaitu analisis isi
komparatif strategi promosi. Subjek yang digunakan adalah media sosial Instagram
Shopee dan Tokopedia yakni @shopee_id, @tokopedia. Penelitian ini menggunakan
metode analisis isi dengan. Pendekatan yang digunakan yaitu kuantitatif dan
menggunakan jenis penelitian deskriptif-komparatif. Penggunaan strategi promosi
Shopee dan Tokopedia di Instagram disesuaikan dengan kebutuhan konsumen mereka
yaitu Shopee menggunakan strategi promosi berupa keseluruhan kategori, sementara
Tokopedia tidak menggunakan strategi promosi dari keseluruhan kategori. Tokopedia
tidak memiliki unggahan terkait indikator price. Hasil penelitian menunjukkan bahwa
Shopee lebih intensif dan beragam dalam penggunaan strategi promosi dibandingkan
kompetitornya Tokopedia. Tetapi sangat disayangkan keduanya tidak menampilkan
tanggung jawab sosial perusahaan.

Kata kunci: Analisis isi, Komparatif, Strategi Promosi, Shopee, Tokopedia
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ABSTRACT

PRECIA GABRIELLE ANNE SUBAGYO, NRP. 1423019135. ANALISIS ISI
KOMPARATIF STRATEGI PROMOSI E-COMMERCE SHOPEE DAN
TOKOPEDIA MELALUI MEDIA SOSIAL INSTAGRAM.

This research wants to see how the promotion strategy carried out by e-commerce
Shopee and Tokopedia on Instagram is compared using 4 marketing mix indicators,
namely Product, Price, People, and Promotion. This research focuses on the
phenomenon of Shopee and Tokopedia promotional strategies through Instagram social
media. This phenomenon was brought up because of competition amid the emergence
of many e-commerce and the enthusiasm of the people in shopping online, especially
in the midst of a pandemic, this has made people have many choices of e-commerce
that can fulfill their wishes. Therefore, e-commerce must be able to make its products
attractive to consumers amid the many e-commerce offerings to the public by using
promotional strategies.

This comparative content analysis was chosen to find out a comparison of the
promotional strategy carried out by the two e-commerce sites. The object of this
research is comparative content analysis of promotion strategy. The subjects used were
Shopee and Tokopedia's Instagram social media, namely @shopee_id, @tokopedia.
This study uses content analysis method with a quantitative approach and uses a
descriptive-comparative type of research. The promotion strategy used by Shopee and
Tokopedia on Instagram is tailored to the needs of their consumers, namely Shopee
uses a promotion strategy in the form of an entire category, while Tokopedia does not
use a promotion strategy for the entire category. Tokopedia does not have uploads
related to price indicators. The results of this study indicate that Shopee is more
intensive and diverse in using promotional strategies compared to its competitor
Tokopedia. But it is very unfortunate that both of them do not display Corporate Social
Responsibility (CSR).

Keywords: Content analysis, Comparative, Promotion Strategy, Shopee, Tokopedia
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