
LAPORAN SKRIPSI 

STRATEGI KOMUNIKASI CROWDFUNDING FANDOM ARMY 

(ARMYTHEGRACE) MELALUI MEDIA SOSIAL DALAM MENDORONG 

PARTISIPASI DONATUR 

 

 

 

 

 

 

Disusun Oleh : 

18.M1.0120 

 

PROGRAM STUDI ILMU KOMUNIKASI 

FAKULTAS HUKUM DAN KOMUNIKASI 

UNIVERSITAS KATOLIK SOEGIJAPRANATA 

SEMARANG 

2022 

 

Yusvina Yuwono 



i 
 

 

HALAMAN PERSETUJUAN 

STRATEGI KOMUNIKASI CROWDFUNDING FANDOM ARMY 

(ARMYTHEGRACE) MELALUI  MEDIA SOSIAL DALAM MENDORONG 

PARTISIPASI DONATUR 

SKRIPSI 

Diajukan sebagai salah satu syarat untuk menyelesaikan Program Strata 1 pada 

Program Studi Ilmu Komunikasi Fakultas Hukum dan Komunikasi Universitas 

Katolik Soegijapranata 

Disusun oleh:  

Yusvina Yuwono 

18.M1.0120 

 Semarang, 9 Juni 2022 

Disetujui oleh:  

Dosen Pembimbing Pertama                            Dosen Pembimbing Kedua  

 

 

Abraham Wahyu Nugroho S.I.Kom., M.A   Lenny Setyowati, S.S, M.I.Kom.  

NPP.    05812016305                                            NPP. 058.1.2021.392 

 



ii 
 

LEMBAR PENGESAHAN 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iii 
 

LEMBAR PENGESAHAN DIGITAL 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



iv 
 

PERNYATAAN ORISINALITAS SKRIPSI 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



v 
 

HALAMAN PERNYATAAN PUBLIKASI KARYA ILMIAH UNTUK 

KEPENTINGAN AKADEMIS 

 

Yang bertanda tangan dibawah ini:  

Nama     : Yusvina Yuwono 

NIM     : 18.M1.0120 

Prodi / Konsentrasi   : Ilmu Komunikasi 

Fakultas   : Fakultas Hukum dan Komunikasi 

Jenis Karya : Skripsi (Karya Ilmiah)  

Menyetujui untuk memberikan kepada Universitas Katolik Soegijapranata Semarang 

Hak Bebas Royalti Non Eksklusif atas karya ilmiah yang berjudul “Strategi 

Komunikasi Crowdfunding Fandom ARMY (@ArmyTheGrace) melalui Media Sosial 

dalam mendorong Partisipasi Donatur” beserta perangkat yang ada (jika diperlukan). 

Dengan Hak Bebas Royalti Non Eksklusif ini Universitas Katolik Soegijapranata 

berhak menyimpan, mengalihkan media/formatkan, mengelola dalam bentuk 

pangkalan data (database), merawat, dan mempublikasikan tugas akhir ini selama tetap 

mencantumkan nama saya sebagai penulis / pencipta dan sebagai pemilik Hak Cipta.  

Demikian pernyataan ini saya buat dengan sebenarnya.  

Semarang, 19 Juli 2022 

 Yang menyatakan  

 

 

 

[Yusvina Yuwono] 



vi 
 

ABSTRACT 

Communication strategies and crowdfunding are things that will be related 

with the process of building trust, loyalty and the level of participation of the general 

public. In this study, the authors focused on communication strategies in crowdfunding 

projects carried out by army fandoms. This research will use descriptive qualitative 

research methods. The author will present the results of research related to the theory 

presented by Pace & Faules and Fred R. David. This qualitative research applies semi-

structured observations and interviews to obtain the validity of the data. 

         The result of this paper about research on crowdfunding communication 

strategies that have been implemented by Army The Grace well is the process of 

planning and implementing strategies. Meanwhile, the implementation of strategy 

evaluation activities has not been carried out. The crowdfunding activity carried out 

by ArmyTheGrace is a type of voluntary donation that uses the concept of a permanent 

donor. Interested donors can register to become permanent donors who are required 

to carry out donation activities with the same nominal every month. 

         ArmyTheGrace itself has been able to collect 110 permanent donors, all of 

which are in accordance with the segmentation set by ArmyTheGrace which means 

that the 110 permanent donors are ARMY. The results of the donation activities 

themselves are always in the range of four million to six million rupiah every month. 

The monthly donation activity carried out by ArmyTheGrace will be distributed to three 

foundations in need. In addition, there is also the application of the principle of 

transparency that is applied to also be able to encourage audiences, especially ARMY, 

to donate. Research shows that all forms of trust, loyalty and communication that are 

carried out regularly produce good feedback from ARMY donors. 

  

Keywords: Communication strategies, Communication progress, Fandom ARMY, 

Crowdfunding  
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