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ABSTRAK 
Social media marketing sangat pelnting ditelrapkan di sulatu bisnis untuk menciptakan 
kepuasan konsumen melalui penggunaan Brand awareness.Tujuan penelitian ini untuk 
melngeltahu li bentuk stratelgi dan kelgiatan Social Media Marketing yang ditelrapkan olelh 
Shoelspa Lau lndry. Penelitian ini menggunakan teori social media marketing sebagai 
teori utamanya. Metode penelitian ini menggunakan kualitatif dengan pendekatan 
studi kasus. Teknik pengumpulan data penelitian ini menggunakan wawancara 
mendalam dengan subjek penelitian pada beberapa orang yang terafiliasi dengan 
Shoespa Laundry Pamulang 1 (pemilik, kepala marketing, dan salah satu pelanggan 
setia) Teknik analisis data penelitian ini menggunakan data reduction, display, dan 
verifying. Hasil penelitian menunjukkan bahwa Shoespa Laundry Pamulang 1 mampu 
menerapkan strategi pemasaran media social Instagram melalui bahasa dan visualisasi 
yang mudah dipahami oleh target pasar, khususnya generasi muda Tangerang Selatan. 
Peneliti menemukan dua kasus pada penelitian ini. Pertama, Shoespa Laundry 
Pamulang 1 tidak menggunakan media sosial maupun sarana pemasaran lain sebagai 
sarana untuk meningkatkan Brand Awareness. Kedua, kompetitor mereka yang 
bertambah mampu mendorong usaha Shoespa Laundry Pamulang 1. Kesimpulannya, 
strategi pemasaran yang dilakukan oleh Shoespa Laundry Pamulang 1 sudah cukup 
berhasil dalam meningkatkan brand awareness di kalangan generasi muda Tangerang 
Selatan namun masih butuh peningkatan dalam merancang strategi pemasaran lainnya. 

 
Kata kunci: Pemasaran Media Sosial, Shoespa Laundry Pamulang 1, Kesadaran 
Merek 
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ABSTRACT 

Social media marketing is very important to apply a business to create consumer 
satisfaction through the use of brand awareness. The aim of this research is to 
understand the forms of Social Media Marketing strategies and activities implemented 
by Shoelspa Laulndry. This research uses social media marketing theory as the main 
theory. This research method uses qualitative with a case study approach. This 
research data collection technique uses in-depth interviews with research subjects 
including several people affiliated with Shoespa Laundry Pamulang 1 (owner, head of 
marketing, and one of their loyal customers) as well as observations made on their 
social media accounts (Instagram owner and his loyal customers). Shoespa Laundry 
Pamulang 1 The data analysis technique for this research uses data reduction, display 
and verification. The research results show that Shoespa Laundry Pamulang 1 is able 
to implement Instagram social media marketing strategies through language and 
visualization that is easily understood by the target market, especially the younger 
generation. Tangsel.Researchers found two cases in this research. First, Shoespa 
Laundry Pamulang 1 did not use social media or other marketing tools as a means to 
increase Brand Awareness. Second, the increasing number of competitors were able 
to encourage Shoespa Laundry Pamulang 1's business. The marketing strategy carried 
out by Shoespa Laundry Pamulang 1 has been quite successful in increasing brand 
awareness among South Tangerang's young generation, but there is still need for 
improvement in designing other marketing strategies. 

Keywords: Social Media Marketing, Shoespa Laundry Pamulang 1, Brand 
Awareness 
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