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ABSTRAK

Nama : Rieza Hanifa Pratiwi

NIM : 55224110050

Program Studi : Magister Ilmu Komunikasi

Judul Tesis : Strategi Komunikasi Pemasaran Digital Produk Pengharum
Mobil Airpro untuk Meningkatkan Penjualan (Studi Kasus
Live TikTok Airpro  periode Juli-September 2025)

Pembimbing : Dr. Heri Budianto, M Si.

Perkembangan media sosial telah menciptakan ruang komunikasi
pemasaran digital yang interaktif, real-time, dan terintegrasi dengan aktivitas
transaksi konsumen. Salah satu bentuknya adalah pemanfaatan TikTok Live
sebagai media live streaming commerce. Penelitian ini bertujuan menganalisis
strategi komunikasi pemasaran digital Airpro melalui TikTok Live serta
implementasinya dalam membangun interaksi audiens selama promosi produk
pengharum mobil. Penelitian menggunakan pendekatan kualitatif dengan metode
studi kasus dalam paradigma konstruktivis. Data dikumpulkan melalui observasi
partisipan dan nonpartisipan, wawancara mendalam, serta analisis dokumentasi
berupa rekaman TikTok Live, data performa Live streaming, dan laporan penjualan
Airpro. Informan penelitian terdiri atas tim marketing dan e-commerce specialist
Airpro, host TikTok Live, serta konsumen yang mengikuti sesi Live. Hasil
penelitian menunjukkan bahwa strategi komunikasi pemasaran Airpro melalui
TikTok Live dilakukan melalui integrasi storytelling produk, informasi real-time,
komunikasi persuasif, interaksi dua arah, demonstrasi produk, dan promosi
penjualan dalam satu aktivitas komunikasi digital. Implementasinya dilakukan
melalui komunikasi yang dialogis, personal, dan interaktif, di mana host aktif
membangun percakapan, merespons komentar audiens, serta mengintegrasikan
promosi ke dalam alur komunikasi selama sesi Live. Temuan penelitian juga
menunjukkan bahwa strategi komunikasi yang lebih terstruktur menghasilkan
interaksi audiens yang lebih tinggi, yang kemudian mendukung terjadinya konversi
pembelian. Penelitian ini berkontribusi pada pengembangan kajian komunikasi
pemasaran digital dan live commerce, khususnya pada produk experiential seperti
pengharum mobil.

Kata Kunci: Komunikasi Pemasaran Digital; TikTok Live; Live Streaming
Commerce; Strategi Komunikasi; Integrated Marketing Communication

http://lib.mercubuana.ca.id 
Menteng



x

ABSTRACT

Name : Rieza Hanifa Pratiwi

Student ID Number  : 55224110050

Study Program : Master of Communication Science

Thesis Title : Digital Marketing Communication Strategy of Airpro Car
Air Freshener Products to Increase Sales (A Case Study of
Airpro TikTok Live During the July–September 2025 Period)

Supervisor : Dr. Heri Budianto, M.Si

The development of social media has created interactive, real-time, and
transaction-oriented digital marketing communication environments. One example
is the use of TikTok Live as a live streaming commerce platform. This study aims to
analyze Airpro’s digital marketing communication strategy through TikTok Live
and its implementation in building audience interaction during the promotion of
car air freshener products. This research employed a qualitative case study
approach within a constructivist paradigm. Data were collected through
participant and non-participant observation, in-depth interviews, and
documentation analysis, including TikTok Live recordings, live streaming
performance data, and Airpro sales reports. The informants consisted of Airpro’s
marketing and e-commerce team, TikTok Live hosts, and consumers who
participated in Airpro’s Live sessions. The findings indicate that Airpro’s
communication strategy integrated product storytelling, real-time information,
persuasive communication, two-way interaction, product demonstrations, and sales
promotions within a single digital communication activity. The strategy was
implemented through dialogic, personal, and interactive communication, where
hosts actively engaged audiences, responded to comments, and incorporated
promotional messages into the communication flow. The study also found that a
more structured communication strategy generated higher audience interaction,
which subsequently supported purchase conversion. This research contributes to
the literature on digital marketing communication and live commerce, particularly
in the context of experiential products such as car air fresheners.

Keywords: Digital Marketing Communication; TikTok Live; Live Streaming
Commerce; Communication Strategy; Integrated Marketing Communication.
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