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ABSTRAK 

Frina Aurellia R, NRP. 1423019150. ANALISIS ISI PESAN PROMOSI 

SOMETHINC MELALUI MEDIA SOSIAL INSTAGRAM 

@SOMETHINCOFFICIAL 

 

Penelitian ini melihat bagaimana struktur isi pesan dan daya tarik pesan yang 

dilakukan Somethinc sebagai kegiatan pemasaran di media sosial. Penelitian ini 

berfokus pada fenomena isi pesan promosi Somethinc melalui media sosial 

Instagram @Somethincofficial. Masa pandemi yang melanda Indonesia 

menyebabkan aktivitas masyarakat diluar rumah menjadi terbatas yang membuat 

masyarakat banyak menghabiskan waktu di dalam rumah. Akses belanja yang 

semakin mudah mendorong produsen kecantikan lokal seperti Somethinc untuk 

berusaha menarik minat publik dengan meningkatkan kualitas produk mereka di 

kala pandemi. Subjek dalam penelitian ini adalah media sosial Instagram 

@Somethincofficial. Penelitian ini menggunakan metode analisi isi dengan 

pendekatan penelitian kuantitatif deskriptif untuk mengetahui gambaran isi pesan 

promosi. Pada penelitian ini, isi pesan promosi Somethinc yang dianalisis yang 

menggunakan cara penekanan pesan secara one-sided, penyajian pesan secara 

anticlimax, teknik penyusunan pesan secara primacy, dan penarikan kesimpulan 

secara eksplisit. Sedangkan pada daya tarik pesan, Somethinc menggunakan daya 

tarik pesan secara rasional. 

 

Kata Kunci: Analisis isi, Pesan Promosi, Somethinc, Instagram 
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ABSTRACT 

Frina Aurellia Rompis. NRP. 1423019116.  CONTENT ANALYSIS OF 

SOMETHINC’S PROMOTIONAL MESSAGES THROUGH 

@SOMETHINCOFFICIAL INSTAGRAM ACCOUNT 

 

This research looks at  how the structure of messages content and message appeal 

is carried out  by Somethinc. This research focuses on the phenomenon of the 

message contents of Somethinc’s promotional material through their 

@somethincofficial Instagram account. This phenomenon was researched because 

of the limited activites and mobility caused by the COVID-19 pandemic, making 

people spend a lot of time at home due to the PSBB and PPKM protocols at the 

time. However, with easier access to online shopping, it has encouraged local 

beauty manufacturers to try and attract public interest by improving the quality of 

their products. One of those local beauty brands were Somethinc. The subject of 

this research is Somethinc’s social media account, @somethincofficial. This studed 

uses the content analysis method with a descriptive quantitative approach to 

describe the contents of promotional messages. In this study, the contents of 

Somethinc’s promotional messages were analyzed and were found to be using one-

sided message emphasis, anti-climax message presentation, primacy message 

preparation techniques, and explicit conclusions, with rational appeals used for 

their message appeal.  

 

Keywors: Content Analysis, Promotional Messages, Somethinc, Instagram


