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ABSTRAK 

 
Nazwa Sabila Ifsana. 2210414220060. 2026. “Analisis Promotion Mix 

Good Day dalam pemanfaatan Girl Group K-Pop BABYMONSTER sebagai Brand 

Ambassador (Studi Pada Media Sosial Instagram @gooddayid)” Dibimbing oleh 

Noviana Sari. 

Persaingan industri kopi instan yang semakin kompetitif mendorong perusahaan 

untuk menerapkan strategi komunikasi pemasaran yang kreatif dan relevan dengan 

generasi muda. Salah satu strategi yang dilakukan Good Day adalah memanfaatkan 

girl group K-Pop BABYMONSTER sebagai brand ambassador dalam kampanye 

“Have A Good Day With BABYMONSTER” melalui akun Instagram @gooddayid. 

Penelitian ini bertujuan untuk menganalisis strategi bauran promosi (promotion 

mix) Good Day dalam pemanfaatan BABYMONSTER sebagai brand ambassador 

pada media sosial tersebut. 

Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan berlandaskan 

pada konsep Promotion Mix (meliputi advertising, sales promotion, personal 

selling, public relations, dan direct marketing) serta teori AIDA (Attention, Interest, 

Desire, Action). Pengumpulan data diperoleh melalui observasi konten Instagram 

@gooddayid periode Juni–Desember 2025, wawancara dengan pengikut akun, 

dokumentasi, dan studi pustaka. 

Hasil penelitian menunjukkan bahwa Good Day mengintegrasikan elemen 

promotion mix secara komprehensif melalui konten visual iklan (advertising) yang 

menarik, promosi bundling photocard dan giveaway (sales promotion), interaksi 

responsif (personal selling), pembangunan hubungan positif dengan penggemar K-

Pop (public relations), serta akses informasi promosi langsung (direct marketing). 

Analisis model AIDA memperlihatkan bahwa strategi bauran komunikasi ini 

mampu mendorong audiens melewati tahapan Attention dan Interest, hingga 

memunculkan Desire dan Action berupa partisipasi audiens dalam kampanye dan 

pembelian produk. Dengan demikian, pemanfaatan BABYMONSTER sebagai 

brand ambassador sejalan dengan tujuan penyampaian pesan pemasaran Good Day 

di media sosial. 

Kata Kunci: Promotion Mix, Brand Ambassador, BABYMONSTER, 

Instagram, AIDA. 
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ABSTRACT 

 
Nazwa Sabila Ifsana. 2210414220060. 2026. “Analisis Promotion Mix 

Good Day dalam pemanfaatan Girl Group K-Pop BABYMONSTER sebagai Brand 

Ambassador (Studi Pada Media Sosial Instagram @gooddayid)” Supervised by 

Noviana Sari. 

The increasingly competitive instant coffee industry encourages companies to 

implement marketing communication strategies that are creative and relevant to the 

younger generation. One of the strategies carried out by Good Day is utilizing the 

K-Pop girl group BABYMONSTER as brand ambassadors in the "Have A Good 

Day With BABYMONSTER" campaign through the @gooddayid Instagram 

account. This study aims to analyze Good Day's promotion mix strategy in utilizing 

BABYMONSTER as brand ambassadors on the social media platform. 

This research uses a descriptive qualitative approach based on the Promotion Mix 

concept (including advertising, sales promotion, personal selling, public relations, 

and direct marketing) as well as the AIDA (Attention, Interest, Desire, Action) 

theory. Data collection was obtained through observation of @gooddayid 

Instagram content during the June–December 2025 period, interviews with account 

followers, documentation, and literature study. 

The results show that Good Day comprehensively integrates promotion mix 

elements through attractive visual advertising content (advertising), photocard 

bundling and giveaway promotions (sales promotion), responsive interactions 

(personal selling), building positive relationships with K-Pop fans (public 

relations), and providing direct access to promotional information (direct 

marketing). The AIDA model analysis reveals that this communication mix strategy 

is capable of encouraging audiences through the Attention and Interest stages, 

leading to Desire and Action in the form of audience participation in the campaign 

and product purchases. Thus, the utilization of BABYMONSTER as brand 

ambassadors aligns with the objectives of delivering Good Day's marketing 

messages on social media. 

Keywords: Promotion Mix, Brand Ambassador, BABYMONSTER, Instagram, 

AIDA. 
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