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ABSTRAK 

 

Strategi digital marketing secara offline maupun online untuk pengenalan merek 

memiliki pengaruh yang berbeda pada penjualan produk. Berkaitan dengan itu, 

penelitian ini menggunakan strategi pengenalan merek melalui media sosial: 

Instagram, Facebook, dan Tiktok. Tujuan dari penelitian ini adalah mengukur 

efektifitas digital marketing melalui media sosial terhadap brand awareness Te 

Boo Boo. Pengukuran engagement rate dari postingan di media sosial dapat 

digunakan sebagai penentuan seberapa orang tahu tentang bisnis Te Boo Boo. 

Metode yang digunakan dalam penelitian adalah mengukur engagement rate 

postingan harian di media sosial Instagram, Tiktok, dan Facebook per bulan. Data 

pengukuran harian engagement rate dikumpulkan selama 2 bulan. Perbandingan 

dilakukan dalam konteks hari antara engagement rate dengan data penjualan 

harian selama 2 bulan. Hasil yang ditemukan dalam penelitian adalah bahwa 

perbandingan antara engagement rate dan hasil penjualan menunjukkan korelasi 

walaupun kurang signifikan karena pengaruh event offline yang juga diterapkan 

seperti mengikut bazar dan pasar malam. Dalam penelitian ditunjukkan saat 

promosi menggunakan selebgram penjualan menunjukkan pola naik yang tajam. 

 

Kata kunci: Digital Marketing, Brand Awareness, Engagement Rate, Media Sosial 

dan Pemasaran. 
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ABSTRACT 

 

Offline and online digital marketing strategies for brand recognition have different 

effects on product sales. In that such relation, this research using brand 

recognition strategies through social media:, Instagram, Facebook, and TikTok. 

This research aims to measure the effectiveness of digital marketing through 

social media on Te Boo Boo brand awareness. Measuring the engagement rate of 

posts on social media can be used to determine how much people know about the 

Te Boo Boo business. The method used in this research is to measure the 

engagement rate of daily posts on social media Instagram, TikTok, and Facebook 

per month. Daily engagement rate measurement data were collected for two 

months. Comparisons were made in the context of days between engagement rates 

and daily sales data for two months. The results found in the study were that the 

comparison between engagement rate and sales results showed a correlation. 

However, it was insignificant due to the influence of offline events that were also 

applied, such as participating in bazaars and night markets. Research showed that 

when promotions used endorsement programs, sales showed a sharp upward 

pattern. 

Keywords: Digital Marketing, Brand Awareness, Engagement Rate, Social Media, 

Marketing. 
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