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ABSTRAK 

 

Sale Stock merupakan sebuah perusahaan startup mobile-commerce yang 
memanfaatkan kekuatan media sosial. Salestock menjual pakaian wanita 
berkualitas dengan harga yang sangat terjangkau. Sale Stock juga salah satu 
tech start-up mobile e-commerce dalam bidang fashion  dengan 
perkembangan yang pesat di Indonesia dalam kurun waktu kurang dari 1 
tahun, Sejauh ini Sale Stock telah mencapai engagement rate lebih dari 50% 
melalui media sosial yang terkenal yaitu, Facebook, dan mendapatkan 
10.000 positive reviews dari pelanggan, sejalan dengan misi mendobrak 
status quo dunia fashion.  

 
Skripsi ini meneliti tentang bagaimana strategi marketing communication Sale 
Stock dalam membangun brand awareness Sale Stock. Tujuan dari 
penelitian ini adalah untuk mengetahui bagaimana strategi marketing 
communication Sale Stock untuk meningkatkan brand awareness. Metode 
penelitian adalah menggunakan metode kualitatif dengan studi kasus. Proses 
pengumpulan data dilakukan dengan cara wawancara dan studi 
dokumentasi. Proses pelaksanaan dilakukan dengan konsep Functional 
Areas of Marketing Communication oleh Tom Duncan.  
 
 

 

Kata kunci: marketing communication, e-commerce, brand awareness, 

functional areas of marketing communication. 
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ABSTRACT 

 
Sale Stock is a mobile-commerce startup that and leverages the power of 
social media. Sale Stock sells quality fashion for ladies at very affordable 
prices. Sale Stock is also one of the tech start-up mobile e-commerce in the 
field of fashion with the rapid development in Indonesia within a period of less 
than 1 year. So far Sale Stock has reached more than 50% engagement rate 
through the famous social media called Facebook, and get 10,000 positive 
reviews from customers, in line with the mission to break the status quo of the 
fashion world. 
  
This thesis is about Sale Stock’s marketing communication strategy in 
building brand awareness. The purpose of this research is to know how Sales 
Stock’s marketing communication strategy to building brand awareness. The 
research method is using qualitative method with case studies. The process 
of collecting data is done by interview and documentation study. The 
implementation process is done with the concept of Functional Areas of 
Marketing Communication by Tom Duncan. 

 

 
Keywords: marketing communication, e-commerce, brand awareness, 

functional areas of marketing communication. 
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