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PEMASARAN TUMMY YOGURT BAR (SNACK BAR) MENGGUNAKAN 
DIGITAL MARKETING PADA PT. HEAVENLY NUTRITION INDONESIA 

 

Angeline Jannet Pratiwi, Teguh Soedarto, Nuriah Yuliati 

ABSTRAK 

Transformasi digital telah mengubah cara perusahaan memasarkan produknya, 
termasuk dalam industri makanan sehat seperti snack bar. Penelitian ini bertujuan 
untuk mengidentifikasi dan menganalisis bentuk-bentuk digital marketing oleh PT. 
Heavenly Nutrition Indonesia pada produk Tummy Yogurt Bar, lalu mengukur 
pengaruhnya terhadap volume penjualan serta kendala yang dihadapi pada 
implementasinya. Pendekatan penelitian menggunakan metode kuantitatif dengan 
teknik analisis Structural Equation Modeling–Partial Least Squares (SEM-PLS). 
Populasi penelitian adalah konsumen yang pernah melihat dan membeli produk 
Tummy Yogurt Bar melalui kanal digital, dengan jumlah responden sebanyak 95 
orang yang dipilih melalui purposive sampling. Variabel independen yang diuji 
meliputi Search Engine Optimization (SEO), Social Media Marketing (SMM), 
Content Marketing, dan Influencer Marketing, sedangkan variabel dependen adalah 
volume penjualan. Hasil analisis menunjukkan bahwa 2 bentuk digital marketing 
yang meliputi Search Engine Optimization (SEO) dan Influencer Marketing tidak 
memberikan pengaruh yang signifikan terhadap volume penjualan. Sedangkan 2 
bentuk digital marketing yang lain meliputi Social Media Marketing (SMM) dan 
Content Marketing memberikan pengaruh yang signifikan terhadap volume 
penjualan produk Tummy Yogurt Bar pada PT. Heavenly Nutrition Indonesia. 
Penelitian ini menegaskan pentingnya konsistensi dan integrasi antarstrategi digital 
marketing untuk mempertahankan stabilitas penjualan serta memperkuat citra 
merek. Rekomendasi yang diajukan mencakup peningkatan frekuensi konten 
promosi, optimalisasi kolaborasi dengan macro-influencer, dan pemanfaatan fitur 
interaktif di media sosial untuk memperluas jangkauan pasar. 
 
Kata Kunci: Digital Marketing, Social Media Marketing, Content Marketing, 
Influencer Marketing, Volume Penjualan 
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MARKETING OF TUMMY YOGURT BAR (SNACK BAR) USING 
DIGITAL MARKETING AT PT. HEAVENLY NUTRITION INDONESIA  

 
 

Angeline Jannet Pratiwi, Teguh Soedarto, Nuriah Yuliati 

ABSTRACT 

Digital transformation has revolutionized the way companies market their 
products, including within the healthy food industry such as snack bars. This study 
aims to identify and analyze the forms of digital marketing implemented by PT. 
Heavenly Nutrition Indonesia for its product Tummy Yogurt Bar, as well as to 
measure their influence on sales volume and the challenges encountered during 
implementation. The research employs a quantitative approach using the Structural 
Equation Modeling–Partial Least Squares (SEM-PLS) analysis technique. The 
study population consists of consumers who have seen and purchased Tummy 
Yogurt Bar products through digital channels, with a total of 95 respondents 
selected using purposive sampling. The independent variables tested include Search 
Engine Optimization (SEO), Social Media Marketing (SMM), Content Marketing, 
and Influencer Marketing, while the dependent variable is sales volume. The 
analysis results show that two forms of digital marketing—Search Engine 
Optimization (SEO) and Influencer Marketing—do not have a significant effect on 
sales volume. In contrast, the other two—Social Media Marketing (SMM) and 
Content Marketing—have a significant effect on the sales volume of Tummy Yogurt 
Bar products at PT. Heavenly Nutrition Indonesia. This study emphasizes the 
importance of consistency and integration among digital marketing strategies to 
maintain sales stability and strengthen brand image. Recommendations include 
increasing the frequency of promotional content, optimizing collaborations with 
macro-influencers, and utilizing interactive features on social media to expand 
market reach. 

Keywords: Digital Marketing, Social Media Marketing, Content Marketing, 
Influencer Marketing, Sales Volume. 
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