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ABSTRAK 

 

 

Perkembangan media sosial telah merevolusi strategi komunikasi pemasaran dari 

teknik hard-selling konvensional menuju pendekatan storytelling yang lebih 

personal dan emosional. Akun TikTok @aliciaeva9 menjadi fenomena digital 

karena kemampuannya mempromosikan produk melalui narasi yang autentik. 

Penelitian ini bertujuan untuk mengkaji penerapan storytelling pada konten 

endorsement di akun tersebut. Penelitian ini menggunakan pendekatan kualitatif 

dengan metode analisis isi. Kerangka teori yang digunakan adalah konsep Public 

Narrative dari Marshall Ganz yang terdiri atas elemen Story of self, Story of us, dan 

Story of now. Data diperoleh melalui studi dokumentasi terhadap 15 konten 

endorsement yang diunggah selama periode Juli 2025 hingga April 2026, yang 

dipilih menggunakan teknik purposive sampling. Hasil penelitian menunjukkan 

bahwa Eva Alicia secara konsisten menerapkan ketiga elemen storytelling untuk 

membangun narasi yang menyatu dengan kehidupan sehari-hari audiens. Story of 

self digunakan untuk membangun kedekatan melalui pengalaman pribadi, Story of 

us menciptakan koneksi emosional melalui nilai kolektif, dan Story of now 

memberikan ajakan bertindak (call to action) yang persuasif. Produk yang 

dipromosikan tidak ditempatkan sebagai fokus utama, melainkan menjadi bagian 

dari alur narasi yang natural sebagai strategi soft selling. Kesimpulannya, 

penggunaan storytelling digital pada akun @aliciaeva9 berhasil membangun 

keterikatan emosional (engagement) yang kuat dan terbukti lebih efektif dalam 

memengaruhi audiens dibandingkan promosi konvensional. 

 

Kata Kunci: Storytelling Digital, Content Marketing, Endorsement TikTok, 

Keterlibatan Audiens (Engagement). 
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ABSTRACT 

 

 

The development of social media has transformed marketing communication 

strategies from conventional hard-selling techniques to more personal and 

emotional storytelling approaches. The TikTok account @aliciaeva9 has emerged 

as a digital phenomenon due to its ability to promote products through authentic 

narratives. This study aims to examine the implementation of storytelling in 

endorsement content on the account. A qualitative approach with content analysis 

was employed. The study utilized Marshall Ganz’s Public Narrative framework, 

which consists of three elements: Story of Self, Story of Us, and Story of Now. Data 

were collected through documentation of 15 endorsement videos uploaded between 

July 2025 and April 2026, selected using purposive sampling. The findings reveal 

that Eva Alicia consistently applies all three storytelling elements to create 

narratives that resonate with the daily experiences of her audience. Story of Self is 

used to build closeness through personal experiences, Story of Us fosters emotional 

connections through shared values, and Story of Now encourages persuasive calls 

to action. Rather than positioning products as the main focus, the endorsed products 

are naturally integrated into the narrative flow as a soft-selling strategy. The study 

concludes that the use of digital storytelling on @aliciaeva9 successfully 

strengthens audience engagement and is more effective in influencing audiences 

than conventional promotional approaches. 

Keywords: Digital Storytelling, TikTok Endorsement, Soft Selling, Audience 

Engagement. 
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