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ABSTRAK 

 

ANANDA RIZQI FIRMANSYAH, 21043010251, Analisis Strategi Social 

Media Marketing Potokita Self Studio Pada Akun Tiktok Dalam Upaya 

Membangun Brand Engagement 

Di era digital saat ini, media sosial menjadi elemen penting dalam strategi 

komunikasi pemasaran, terutama bagi brand yang menyasar generasi muda. TikTok 

sebagai platform video pendek dinilai efektif untuk membangun hubungan yang 

interaktif dan emosional dengan audiens. Penelitian ini bertujuan untuk 

menganalisis strategi social media marketing Potokita Self Studio melalui akun 

TikTok dalam upaya membangun brand engagement. Penelitian ini menggunakan 

pendekatan kualitatif deskriptif dengan model analisis The Circular Model of 

SOME (Share, Optimize, Manage, Engage). Data dikumpulkan melalui wawancara 

mendalam dengan informan internal (owner, content creator, content planner, 

admin media sosial) dan eksternal (followers TikTok Potokita), serta observasi 

langsung terhadap konten akun @potokitaselfstudio. Hasil penelitian menunjukkan 

bahwa strategi Share dilakukan dengan menyajikan konten storytelling, edukatif, 

dan mengikuti tren viral yang sesuai dengan gaya komunikasi Gen Z. Strategi 

Optimize diterapkan melalui pemanfaatan insight audiens dan penjadwalan 

unggahan yang disesuaikan dengan waktu aktif pengguna. Pada aspek Manage, 

Potokita menunjukkan koordinasi tim yang baik dan penggunaan tools digital 

dalam mengelola interaksi. Sementara pada aspek Engage, Potokita aktif 

mendorong interaksi dua arah melalui komentar, challenge, dan giveaway. Secara 

keseluruhan, strategi yang diterapkan berhasil membangun engagement yang tidak 

hanya bersifat promosi, tetapi juga menciptakan kedekatan emosional antara brand 

dan audiens. Penelitian ini diharapkan dapat menjadi acuan bagi pelaku usaha 

dalam menyusun strategi pemasaran digital yang relevan dan menarik. 

Kata Kunci: Social Media Marketing, TikTok, Brand Engagement, Potokita, The 

Circular Model of SoMe 
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ABSTRACT 

 

ANANDA RIZQI FIRMANSYAH, 21043010251, An Analysis of Social Media 

Marketing Strategy of Potokita Self Studio on TikTok Account in Building 

Brand Engagement. 

In today’s digital era, social media has become a crucial element in 

marketing communication strategies, especially for brands targeting younger 

audiences. TikTok, as a short-video platform, is considered effective for building 

interactive and emotional relationships with audiences. This study aims to analyze 

the social media marketing strategy of Potokita Self Studio through its TikTok 

account in an effort to build brand engagement. This research uses a qualitative 

descriptive approach with the Circular Model of SOME (Share, Optimize, Manage, 

Engage) as the analytical framework. Data were collected through in-depth 

interviews with internal informants (owner, content creator, content planner, social 

media admin) and external informants (Potokita TikTok followers), along with 

direct observation of the @potokitaselfstudio TikTok account. The results show that 

the Share strategy involves storytelling content, educational posts, and viral trends 

aligned with Gen Z’s communication style. The Optimize strategy is applied by 

analyzing audience insights and scheduling uploads based on peak user activity 

times. In the Manage aspect, Potokita demonstrates effective team coordination and 

the use of digital tools to manage interactions. Meanwhile, in the Engage aspect, 

Potokita actively fosters two-way communication through comments, challenges, 

and giveaways. Overall, the strategies implemented successfully build engagement 

that goes beyond promotion, fostering emotional closeness between the brand and 

its audience. This study is expected to serve as a reference for business practitioners 

in developing relevant and engaging digital marketing strategies. 

Keywords: Social Media Marketing, TikTok, Brand Engagement, Potokita, 

Circular Model of SoMe


