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STRATEGI REBRANDING MEDIA SOSIAL SEBAGAI UPAYA UNTUK 

MENINGKATKAN CITRA MEREK, DAYA SAING, DAN PENJUALAN 

DI EVELYN CHIC 

 

FINGKY EVITA MAHARANI 

ABSTRAK 

Penelitian ini bertujuan untuk mengetahui pengaruh Strategi Rebranding 

Media Sosial sebagai Upaya untuk Meningkatkan Citra Merek, Daya Saing, dan 

Penjualan di Evelyn Chic, sebuah usaha fashion dan aksesoris anak di Kota 

Tangerang. Konsep yang digunakan dalam penelitian ini adalah SMAC (Social, 

Mobile, Analysis, dan Cloud) dengan mengoptimalkan platform Instagram, TikTok, 

dan Facebook, serta memanfaatkan berbagai tools seperti Canva, Google Drive, 

Google Spreadsheet, Microsoft Word, Adobe Photoshoot, Procreate, Capcut. Jenis 

konten yang diterapkan dalam proyek media sosial meliputi Momspedia, mix and 

match, komik edukatif, customer review, dan konten interaktif. Hasil proyek media 

sosial menunjukkan bahwa peran community engagement mencakup interaksi 

dengan audiens dan mitra, pengelolaan keuangan, crisis management, serta 

pengelolaan reputasi online yang berkontribusi terhadap peningkatan jangkauan, 

interaksi audiens, dan penjualan UMKM Evelyn Chic. Dengan demikian, 

penerapan strategi rebranding melalui media sosial mampu memperkuat identitas 

merek, meningkatkan visibilitas, membangun kepercayaan audiens, dan 

mendukung peningkatan penjualan UMKM Evelyn Chic. 

Kata Kunci: Rebranding, Community Engagement, Strategi Marketing, 

Optimalisasi Media Sosial, Meningkatkan Penjualan. 
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STRATEGI REBRANDING MEDIA SOSIAL SEBAGAI UPAYA UNTUK 

MENINGKATKAN CITRA MEREK, DAYA SAING, DAN PENJUALAN 

DI EVELYN CHIC 

 

FINGKY EVITA MAHARANI 

ABSTRACT 

This study aims to determine the effect of social media rebranding strategies 

in improving the brand image, competitiveness, and sales of Evelyn Chic, a 

children's fashion and accessories business located in Tangerang. The concept used 

in this study is SMAC (Social, Mobile, Analytics, and Cloud) by optimizing 

Instagram, TikTok, and Facebook and utilizing various tools, such as Canva, 

Google Drive, Google Spreadsheet, Microsoft Word, Adobe Photoshop, Procreate, 

and CapCut. The content types implemented in this social media project included 

Momspedia, mix and match, educational comics, customer reviews, and interactive 

content. The results of the social media project showed that the role of community 

engagement included interactions with audiences and partners, financial 

management, crisis management, and online reputation management, which 

contributed to increasing reach, audience engagement, and sales at Evelyn Chic. 

Therefore, implementing social media rebranding strategies was able to strengthen 

brand identity, increase visibility, build audience trust, and support the growth of 

Evelyn Chic's sales. 

Keywords: Rebranding, Community Engagement, Marketing Strategy, Social 

Media Optimization, Increasing Sales. 

 

 

 

 

 

 

https://lib.mercubuana.ac.id



  

x 

DAFTAR ISI 

HALAMAN SAMPUL .......................................................................................... 0 

HALAMAN JUDUL .............................................................................................. i 

SURAT PERNYATAAN KARYA SENDIRI ..................................................... ii 

SURAT KETERANGAN HASIL UJI TURNITIN ........................................... iii 

LEMBAR PENGESAHAN TUGAS AKHIR .................................................... iv 

KATA PENGANTAR ........................................................................................... v 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI TUGAS AKHIR 

DI REPOSITORY UMB ...................................................................................... vii 

ABSTRAK .......................................................................................................... viii 

ABSTRACT ........................................................................................................... ix 

DAFTAR ISI .......................................................................................................... x 

DAFTAR TABEL .............................................................................................. xiii 

DAFTAR GAMBAR .......................................................................................... xiv 

BAB I PENDAHULUAN ...................................................................................... 1 

1.1 Latar Belakang ............................................................................................. 1 

1.1.1 Konteks Masalah .................................................................................. 8 

1.2 Rumusan Masalah ...................................................................................... 12 

1.3 Tujuan Penelitian ........................................................................................ 13 

1.4 Manfaat Penelitian ...................................................................................... 14 

BAB II  LANDASAN TEORI ............................................................................ 16 

2.1 Proyek-Proyek Terkait ............................................................................... 16 

2.2 Platform yang Digunakan .......................................................................... 21 

2.3 Elemen-Elemen Pendukung ....................................................................... 24 

2.4 Teori dan Pengertian ................................................................................. 30 

2.4.1 Teori dan Pengertian Platform Media Sosial ...................................... 30 

2.4.2 Teori dan Pengertian Tools ................................................................. 32 

2.5 Konsep Proyek Media Sosial Manajemen ................................................ 40 

BAB III METODOLOGI PENGERJAAN PROYEK ..................................... 46 

3.1 Tempat dan Objek Perusahaan ................................................................... 46 

3.1.1 Tempat Proyek .................................................................................... 46 

https://lib.mercubuana.ac.id



  

xi 

3.1.2 Objek Proyek ...................................................................................... 46 

3.2 Pembagian Kerja Tim ................................................................................. 47 

3.3 Time Schedule Kegiatan ............................................................................ 50 

3.4 Target Luaran/Social Networking Sites ...................................................... 52 

3.4.1 Penerapan Strategi Rebranding untuk Memperkuat Identitas Brand. 52 

3.4.2 Penerapan Community Engagement dalam Mendukung Strategi 

Rebranding ......................................................................................... 53 

3.4.3 Penerapan Strategi Konten Media Sosial dalam Membangun Citra dan 

Daya Tarik Brand ............................................................................... 53 

3.4.4 Identifikasi Jenis Konten yang Efektif dalam Menarik Perhatian dan 

Interaksi Audiens................................................................................ 54 

3.4.5 Optimalisasi Profil Digital melalui Linktree ...................................... 55 

3.5 Customer Journey ....................................................................................... 55 

3.5.1 Brand UMKM: Evelyn Chic .............................................................. 56 

3.5.2 Jenis dan Karakter Media Sosial......................................................... 57 

3.5.3 Segmenting, Targeting, Positioning (STP) ......................................... 60 

3.5.4 Competitor Analysis ........................................................................... 63 

3.5.5 Attention, Interest, Desire, dan Action (AIDA) .................................. 75 

3.5.6 Strenghts, Weakness, Opportunities, Threads (SWOT) ..................... 80 

3.6 Penentuan Platform Media Sosial dan Tools .............................................. 85 

3.6.1 Platform Social Media ........................................................................ 86 

3.6.2 Tools ................................................................................................... 88 

3.7 Rancangan Design Tampilan ...................................................................... 96 

3.7.1 Logo ................................................................................................... 96 

3.7.2 Mockup Design Post Instagram.......................................................... 97 

3.7.3 Design Segmen Konten ...................................................................... 98 

3.7.4 Prototype Website Interaktif............................................................. 101 

3.8 Rencana Community Engagement ........................................................... 102 

3.8.1 Interaksi dengan mitra ...................................................................... 102 

3.8.2 Social Media & Financial ................................................................ 103 

3.8.3 Crisis Management in Social Media ................................................ 104 

https://lib.mercubuana.ac.id



  

xii 

3.8.4 Persetujuan Hasil Laporan Proyek Media Sosial ............................. 104 

3.8.5 Online Reputation Management....................................................... 106 

BAB IV MANAJEMEN DESIGN SERTA PENGELOLAAN SOCIAL MEDIA

 ............................................................................................................................. 108 

4.1 Community Engagement ......................................................................... 108 

4.1.1 Interaksi dengan Mitra ..................................................................... 109 

4.1.2 Social Media Financial .................................................................... 115 

4.1.3 Crisis Management In Social Media ................................................ 128 

4.1.4 Persetujuan Hasil Laporan Proyek Media Sosial ............................. 130 

4.1.5 Online Reputation Management....................................................... 134 

4.1.6 Key Performance Indicator (KPI) .................................................... 139 

BAB V KESIMPULAN DAN SARAN ............................................................ 149 

5.1 Kesimpulan .............................................................................................. 149 

5.2 Saran ........................................................................................................ 151 

5.2.1 Saran Praktisi.................................................................................... 151 

5.2.2 Saran Teoritis ................................................................................... 153 

DAFTAR PUSTAKA ........................................................................................ 154 

LAMPIRAN ....................................................................................................... 157 

 

 

 

 

 

 

 

 

 

 

 

https://lib.mercubuana.ac.id



  

xiii 

DAFTAR TABEL 

Tabel 1. 1 Permasalahan UMKM............................................................................ 6 

Tabel 2. 1 Proyek-Proyek Terkait ......................................................................... 16 

Tabel 2. 2 Platform yang digunakan ..................................................................... 22 

Tabel 2. 3 Tools yang digunakan .......................................................................... 25 

Tabel 3. 1 Pembagian Tim Kerja .......................................................................... 47 

Tabel 4. 1 Biaya Produksi Konten ...................................................................... 117 

Tabel 4. 2 Crisis Management in Social Media .................................................. 128 

Tabel 4. 3 Online Reputation Management ........................................................ 135 

Tabel 4. 4 KPI Triwulan I ................................................................................... 139 

Tabel 4. 5 KPI Triwulan II .................................................................................. 142 

Tabel 4. 6 KPI Triwulan III................................................................................. 144 

Tabel 4. 7 Penilaian KPI ..................................................................................... 147 

https://lib.mercubuana.ac.id



  

xiv 

DAFTAR GAMBAR 

Gambar 1. 1 Jumlah UMKM di Indonesia Tahun 2023.......................................... 3 

Gambar 1. 2 Jumlah UMKM yang Masuk ke Ekosistem Digital di Indonesia....... 4 

Gambar 1. 3 Tampilan Logo Sebelum dan Sesudah Rebranding ........................... 8 

Gambar 1. 4 Laporan Penjualan Evelyn Chic ......................................................... 9 

Gambar 1. 5 Tampilan Media Sosial Sebelum Pelaksanaan Proyek .................... 10 

Gambar 1. 6 Tampilan Media Sosial Setelah Pelaksanaan Proyek ....................... 11 

Gambar 2. 1 Untuk Tampilan Feeds Instagram .................................................... 43 

Gambar 3. 1 Logo Evelyn Chic............................................................................. 96 

Gambar 3. 2 Mock Up Instagram .......................................................................... 97 

Gambar 3. 3 Design Momspedia ........................................................................... 98 

Gambar 3. 4 Design Interview .............................................................................. 99 

Gambar 3. 5 Design KBBI .................................................................................. 100 

Gambar 3. 6 Design Story Interaktif ................................................................... 100 

Gambar 3. 7 Prototype Website .......................................................................... 101 

Gambar 4. 1 Komunikasi dalam Membangun dan Menjaga Hubungan dengan 

Mitra .................................................................................................................... 110 

Gambar 4. 2 Negosiasi dan Koordinasi dalam Mendukung Kerjasama dengan 

Mitra .................................................................................................................... 111 

Gambar 4. 3 Surat Pernyataan Kerjasama Mitra ................................................. 113 

Gambar 4. 4 Surat Permohonan Izin Penggunaan Produk .................................. 114 

Gambar 4. 5 Pengelolaan Biaya Iklan Media Sosial ........................................... 116 

Gambar 4. 6 Laporan Keuangan sebelum Proyek ............................................... 118 

Gambar 4. 7 Laporan Keuangan setelah Proyek ................................................. 119 

Gambar 4. 8 Laporan Laba Rugi sebelum Proyek .............................................. 120 

Gambar 4. 9 Laporan Laba Rugi setelah Proyek ................................................ 121 

Gambar 4. 10 Perhitungan Return on Investment (ROI) sebelum dan sesudah 

proyek .................................................................................................................. 122 

Gambar 4. 11 Content Calendar .......................................................................... 123 

Gambar 4. 12 Insight Social Media .................................................................... 125 

Gambar 4. 13 Top & Lowest Performing Post ................................................... 127 

Gambar 4. 14 Best Time to Post ......................................................................... 127 

Gambar 4. 15 Performa konten, tingkat engagement, dan insight social media . 131 

Gambar 4. 16 Proses pengecekan dan validasi data sebelum laporan difinalisasi

 ............................................................................................................................. 132 

Gambar 4. 17 Monthly Report ............................................................................ 133 

  

https://lib.mercubuana.ac.id



  

xv 

DAFTAR LAMPIRAN 

Lampiran 1 Surat Kerjasama Mitra ..................................................................... 157 

Lampiran 2 Time Schedule ................................................................................. 157 

Lampiran 3 Surat Permohonan Izin Penggunaan Produk ................................... 158 

Lampiran 4 Laporan Advertisement Evelyn Chic .............................................. 158 

Lampiran 5 Laporan Keuangan ........................................................................... 159 

Lampiran 6 Social Media Analytic & Matrics .................................................... 162 

Lampiran 7 Monthly Report................................................................................ 163 

Lampiran 8 Live Streaming ................................................................................ 164 

 

https://lib.mercubuana.ac.id




