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ABSTRAK 

Aritonang, Tasya Amelia (44222010260). Social Media Marketing Pada  Akun 

Tiktok Doger Mangper Dalam Membangun Brand Awareness Periode Maret 

2025 

Penelitian ini bertujuan untuk menganalisis strategi social media marketing 

yang diterapkan UMKM Doger Mangper melalui platform TikTok dalam 

membangun brand awareness pada periode Maret 2025. Latar belakang penelitian 

berangkat dari meningkatnya persaingan industri minuman tradisional serta 

kebutuhan UMKM untuk beradaptasi dengan pemasaran digital. TikTok dipilih 

karena sifatnya yang interaktif, format video pendek yang mudah viral, serta 

kemampuannya menjangkau audiens secara luas melalui tren dan aktivitas 

komunitas. 

Penelitian ini menggunakan metode kualitatif deskriptif dengan teknik 

pengumpulan data berupa wawancara mendalam, observasi konten akun TikTok 

@dogermangper, serta dokumentasi. Analisis mengacu pada empat elemen 

pemasaran media sosial, yaitu content creation, content sharing, connecting, dan 

community building. Keempat elemen tersebut digunakan untuk mengidentifikasi 

pola strategi Doger Mangper dalam mengelola konten, melakukan interaksi, serta 

membangun hubungan dengan audiens. 

Temuan penelitian menunjukkan bahwa Doger Mangper mampu 

memanfaatkan konten visual yang menarik, mengikuti tren TikTok, menggunakan 

sound populer, serta menanggapi komentar dengan cepat, termasuk membuat video 

balasan. Strategi tersebut berhasil meningkatkan jangkauan akun, terlihat dari 

jumlah views yang tinggi, pertumbuhan pengikut, serta intensitas komentar dari 

pengguna. Interaksi tersebut memperkuat kedekatan dengan audiens dan 

berdampak signifikan pada peningkatan kesadaran merek. 

Meskipun strategi TikTok terbukti efektif, penelitian ini juga menemukan 

beberapa tantangan, seperti fluktuasi jumlah views, komentar negatif, serta 

kebutuhan konsistensi dalam mengikuti tren yang cepat berubah. Penelitian ini 

diharapkan dapat menjadi referensi bagi UMKM lain dalam memanfaatkan media 

sosial sebagai strategi pemasaran digital serta memberikan kontribusi akademik 

dalam kajian social media marketing dan digital public relations. 

Kata kunci: Social Media Marketing, Minuman Tradisional, Brand Awareness, 

Tiktok 
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ABSTRACT 

This study aims to analyze the social media marketing strategies implemented 

by the UMKM Doger Mangper through the TikTok platform in building brand 

awareness for traditional beverage products during the March 2025 period. The 

background of this research arises from the increasingly competitive beverage 

industry and the growing need for UMKM to adapt to digital marketing. TikTok 

was selected due to its interactive features, short-form video format that easily 

becomes viral, and its ability to reach a wide audience through trends and 

community-driven engagement. 

This research employs a descriptive qualitative method with data collected 

through in-depth interviews, observation of the TikTok account @dogermangper, 

and documentation. The analysis focuses on four key elements of social media 

marketing: content creation, content sharing, connecting, and community building. 

These elements are used to examine how Doger Mangper designs its content, 

interacts with audiences, and builds digital relationships as part of its 

communication strategy. 

The findings indicate that Doger Mangper successfully utilizes visually 

appealing content, trending audio, creative concepts, and active interaction such 

as responding to comments and creating reply videos to strengthen audience 

engagement. These strategies significantly contribute to increased brand exposure, 

reflected in high view counts, continuous follower growth, and strong user 

interaction. The marketing activities carried out on TikTok not only generate 

visibility but also build emotional closeness with users, thereby enhancing the 

brand’s recall and recognition. 

Despite its effectiveness, the study also highlights several challenges, 

including fluctuating viewership, negative comments, and the necessity of 

maintaining consistency amid rapidly changing trends. Overall, this research 

confirms that TikTok is a highly potential platform for UMKM to build brand 

awareness, particularly for visually driven products like traditional beverages. The 

study offers practical insights for other UMKM seeking to optimize their digital 

marketing strategies and contributes academically to discussions on social media 

marketing and digital public relations. 

Key Word: Social Media Marketing, Traditional Drink, Brand Awareness, Tiktok 
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