|ABSTRAK

Penelitian itd berjudul: “Strategi Komunikazi Pemaszaran Palaian Anal Melalui Z-
Corvnerce Shopee (Studi Kasus pada Toko Owline Shop Saga Bandung)”. Adapun tujuan
dari penelitian ind untuk mengetahw dan memahami strategi komunikasi pemasaran yang
diteraplan oleh Saga Bandung dalam memasarkan produl paleaian anal: di e-commrerce
Shopee. Menggunalan metode penelitian lmalitatif dengan pendelatan studi kasus,
didulung Teon Komunikazi Pemasaran oleh Schiffinan dan Kanule (2004), Teori Strategi
Komunikazi Pemasaran oleh Fowe A s (dalam Sulakzana, 2003), dan berlandaskan Teori
Mavketing Mix 4F oleh Kotler dan Keller (2015). Data diperoleh melalui wawancara
mendalam cbservazi, dan doloumentasi.

Hasil penelitian menunjuldcan bahwa stratezi komupniloazi pemasaran Saga Bandung
melalui e-commerce Shopee dalam memasarkan produk paliaian anal terbukdti efeltif
dengan pemanfastan fitur Shopee secara maksimal konsistensi dalam analisa pasar, serta
fokus pada volume produk dan jumlah toko (Socm toko), juza dengan menginteprasikan
bauran pemasaran (4F) meliputt produl, harpa tempat, dan promosi Namuon
keterzantungan tinggi terhadap Shopee menyebablan kerentanan dalam bisnis, seperti
petruhian performa aldbat penalti, keterbatasan distribuzi, dan belurm adanya ebspansi ke
plaiform lain. Selain ifu, keterbatasan tenaga pencelola membuat respon terhadap
konsumen kurang optimal. Tetmuan ini diharapkan dapat menjadi acuan bagi pelalos usaha
sejemis serta memberikan kontribusi pada pengembangan tecri strategi kommunilrasi
pemasaran dalam konteles bisnis digital
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ABSTRACT

This study, entitled "Marketing Commumication Strategy for Children's Clothing
Through Shopee E-Commerce (A Case Study of Saga Bandumg Store)”, aims to identiy
and wnderstand the marketing commmication strategies implemented by Saga Bandung
i marketing children s clothing products on Shopee. Lking a gualitative research method
with a case study approach ad supported by the Maorketing Convmmication Theory by
Sehiffnan and Kook (2004), the Marksting Convnunication Strategy Theory by the Fouwr
A's (in Sulakrana, 2003), and bared onthe 4F Marketing Mic Theory by Eotler and Kellzr
(2016). Data were collecied through m-depth ierviews, observations, and
docrmentation.

The findings reveal that Soga Sandipig’'s marketing commumication stroategy
through Shopes has proven gfiective by mencimizing the plafform s features, mabitaining
comsistency in market analvsis, focusing on product voluwme and store quantity (“store
boom”), and imfegrating the markefing mix (4Fs), namely product, price, place, and
promotion. However, a high dependency on Shopee creates vulnerabilities for the
business, such s performance decline due fo platform penalfies, limited distribution
chavinels, and the absence of expansion to other platforms. Additionally, the limited
number of staff results in subosptimal respornses fo customers. These findings ave expected
o serve ar a reference for similar businesses and contribute fo the development of
marketing comnmpication strategy theory within the comfext of digital business.
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