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ABSTRAK

Angga Faiz Hartono, Strategi Pengelolaan Konten Media Sosial “One Day
One Topic” Pada Media Sosial Tiktok @momuung.official

Penelitian ini bertujuan menganalisis efektivitas strategi "One Day One Topic" yang
diterapkan oleh akun TikTok @momuung.official dalam meningkatkan
engagement audiens melalui konten edukatif yang konsisten dan relevan untuk ibu
hamil dan menyusui. Menggunakan metode deskriptif kualitatif dengan analisis
berdasarkan Circular Model of Social Media Engagement (Luttrell, 2022), data
dikumpulkan melalui observasi unggahan TikTok, dokumentasi, dan wawancara
dengan pengelola akun. Hasil penelitian menunjukkan bahwa strategi ini
meningkatkan visibilitas konten, terlihat dari lonjakan rata-rata views selama
kampanye, meskipun terjadi penurunan sementara pada jumlah likes, comments,
dan shares yang kemudian meningkat signifikan setelah kampanye berakhir. Faktor
keberhasilan meliputi relevansi topik dan konsistensi unggahan, sementara kendala
utama adalah persaingan konten di TikTok dan perubahan algoritma.
Kesimpulannya, strategi "One Day One Topic" efektif dalam membangun
awareness dan engagement audiens secara jangka panjang, memberikan wawasan
bagi merek lain dalam merancang strategi komunikasi digital yang optimal.

Kata Kunci: Engagement, TikTok, One Day One Topic, Circular Model of Social
Media Engagement
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ABSTRACT

Angga Faiz Hartono, Content Management Strategy of ""One Day One Topic"
on TikTok Social Media @momuung.official

This study aims to analyze the effectiveness of the "One Day One Topic" strategy
implemented by the TikTok account @momuung.official in enhancing audience
engagement through consistent and relevant educational content for pregnant and
breastfeeding mothers. Employing a qualitative descriptive method with analysis
based on the Circular Model of Social Media Engagement (Luttrell, 2022), data
were collected through TikTok post observations, documentation, and interviews
with the account manager. The findings show that the strategy increased content
visibility, evidenced by a rise in average views during the campaign, although there
was a temporary decline in likes, comments, and shares, which significantly
improved after the campaign ended. Success factors include topic relevance and
posting consistency, while challenges stem from content competition on TikTok and
algorithm changes. In conclusion, the "One Day One Topic" strategy is effective in
building long-term audience awareness and engagement, offering insights for other
brands in designing optimal digital communication strategies.

Keywords : Engagement, TikTok, One Day One Topic, Circular Model of Social
Media Engagement
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