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ABSTRAKSI 

SORAYA GHYNA ADANI, BUZZER MEDIA SOSIAL DAN CUSTOMER ENGAGEMENT 

PT. TELEKOMUNIKASI SELULAR (Analisis Deskriptif Kualitatif Buzzer Media Sosial 

dalam membangun Customer Engagement Terhadap Pelajar di Surabaya) 

Penelitian ini didasarkan pada fenomena perkembangan teknologi komunikasi pemasaran 

yang dimanfaatkan perusahaan untuk mendapatkan keunggulan kompetitif di hati pelanggan. 

Fokus penelitian ini adalah proses pelaksanaan dan aktivitas pelajar Surabaya sebagai buzzer PT. 

Telekomunikasi Selular dalam membangun customer engagement.  Penelitian ini signifikan 

karena kehadiran media internet dan jejaring sosial dapat membangun hubungan baik dan 

harmonis antara perusahaan dengan customer. Telkomsel yang berfokus pada segmentasi remaja, 

membuat sebuah project Youth Buzzer dengan melibatkan pelajar di Surabaya untuk berperan 

sebagai buzzer di media sosial.  

Tinjauan pustaka yang digunakan adalah komunikasi pemasaran di era digital, buzzer , 

teori difusi inovasi, customer engagement, serta remaja dan media sosial. Metode penelitian yang 

digunakan adalah studi kasus dengan pendekatan kualitatif dan tipe penelitian deskriptif. Peneliti 

mengumpulkan data melalui Focus Group Discussion kepada 5 orang Buzzer dari Telkomsel yang 

mewakili pelajar di Surabaya serta melakukan observasi terhadap akun media sosial buzzer yang 

terlibat.  

Hasil penelitian menunjukkan proses keterlibatan buzzer telah melalui tahap pengambilan 

keputusan inovasi yaitu pengetahuan, persuasi, pengambilan keputusan, implementasi dan 

konfirmasi. Dalam implementasinya, upaya Telkomsel melalui project Youth Buzzer dalam 

membangun customer engagement sudah cukup berhasil melewati setiap tahap proses 

engagement.  

. 

Kata Kunci : Komunikasi Pemasaran Digital, Media Sosial, Buzzer, PT. Telekomunikasi 

Selular, Customer Engagement 
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ABSTRACTION 

 

SORAYA GHYNA ADANI, BUZZER SOCIAL MEDIA AND CUSTOMER ENGAGEMENT 

PT. TELEKOMUNIKASI SELULAR (Qualitative Descriptive Analysis of Buzzer Social 

Media in Building Customer Engagement Against Students in Surabaya) 

 

This research is based on the phenomenon of the development in marketing 

communications technology that companies use to gain a competitive advantage in the hearts of 

customers. Focus of this research is the process of implementation and activity of Surabaya 

students as buzzer PT. Telekomunikasi Selular in developing customer engagement. This research 

is significant because the presence of internet media and social networking can build good and 

harmonious relationship between company and customer. Telkomsel, which focuses on teen 

segmentation, creates a Youth Buzzer project involving students in Surabaya to serve as a buzzer 

in social media. 

 

The literature review used is marketing communication in the digital era, buzzer, 

innovation diffusion theory, customer engagement, teenagers and social media. The research 

method used is case study with qualitative approach and descriptive research. Researcher collected 

data with Focus Group Discussion to 5 Buzzers from Telkomsel who represented students in 

Surabaya and observed the social media buzzer accounts involved. 

 

Results show that the process of buzzer involvement has gone through the stage of 

innovation decision making that is knowledge, persuasion, decision making, implementation and 

confirmation. In its implementation, Telkomsel's efforts through the Youth Buzzer project in 

building customer engagement have been quite successful through every stage of the engagement 

process. 

 

Keywords: Digital Marketing Communications, Social Media, Buzzer, PT. Telekomunikasi 

Selular, Customer Engagement 

 

 

 

 

 


