Chapter 1

Introduction

1.1 Background

Jakarta is one of the few cities in Southeast Asia that have developed at a very fast pace.
Jakarta is now the centre of the thriving digital economy in Indonesia with a greater metropolitan
population of more than 34 million and mobile internet penetration topping 70 percent (We Are
Social, 2024). The rapid growth of digital commerce in Southeast Asia must be understood within the
broader context of regional economic integration, as financial and trade linkages across the region
increasingly shape the environment in which digital businesses operate (Hafianti & Brugger, 2010).
The e-commerce platforms such as Shopee, Tokopedia, Lazada, and Tik Tok Shop have cumulatively
processed hundreds of billions of rupiah every month in 2024, which makes the city a highly
contested battleground of brands seeking to win the attention of consumers (Statista, 2024). This
force has put the digital advertising agencies in a more significant place; they are no longer seen as
service providers. They are a strategic partner who can keep the brands alive and functioning in an
algorithm-driven marketplace.

Jakarta is specifically chosen because Jakarta has about 20 percent of the total amount of
e-commerce revenue in Indonesia, but it also plays host to the most digitally advanced consumer
base in the country, where consumers change platforms in seconds and find products in their
short-video feeds (Kearney, 2023; Google, Temasek, & Bain & Company, 2023). The advertising
agencies working in this area are under a two-way pressure: they must deliver performance
outcomes which are easy to quantify and are almost instantaneous; but on the other, they need to
build a brand over time which cannot be measured using the performance dashboards, since the
latter are in theory long-term strategies and cannot be measured. The majority of the agencies

dissolve this conflict by defaulting to short-term optimization - pursuing clicks, ROAS, and CTR -



without much concern about the underlying theoretical models that may make their strategies
become plausible in the long-run (Wedel and Kannan, 2016; Stephen, 2016).

This gap matters. Jakarta online advertising is not just a technical process. It is essentially a
marketing issue, one where it has to do with consumer psychology, and meaningful positioning of
brands within saturated markets, as well as developing value with its clients over time. Theories such
as Kotler Marketing Concept, the STP Framework and the AIDA Model are in existence because they
coded a decades worth of learning on how consumers react to communication and value
propositions. However, there is surprisingly scant empirical information on the nature and existence
of their implementation on the agency level inside the e-commerce landscape of Jakarta (Holliman
and Rowley, 2014; Kumar et al., 2016).

This study fills that gap. The research is based on the analysis of three months of real
operational data of an e-commerce advertising agency in Jakarta by applying a rigorous thematic
analysis of three months of campaigns implemented by the e-commerce in Shopee and TikTok Shop
between January and March 2026, discussing the application of marketing theories in real practice. It
is not aimed at criticizing the agency but tracing what is occurring on the ground versus what the
theoretical literature holds, and to make conclusions concerning which frameworks produce the most
concrete strategic value. The study of this relationship not only applies to the agency under study, but
also to the overall ecosystem of the digital marketing practice in the most commercially vibrant city in

Indonesia.

1.2 Objective

This study aims to analyze how established marketing theories apply to the development and
operation of an e-commerce-based advertising agency in Jakarta, using three months of empirical
performance data to evaluate the alighment between theoretical frameworks and observed business

practices.



1.3 Hypothesis

The research tests the following hypotheses:

HO: The structured application of marketing theories does not correspond to improved advertising

performance at an e-commerce-based advertising agency in Jakarta.

H1: The structured application of marketing theories corresponds to measurably improved
advertising performance at an e-commerce-based advertising agency in Jakarta, observable as higher
return on ad spend or return on investment, lower cost per order, and click-through rates at or above
platform benchmarks.

Because the design is a single-case study rather than an inferential one, the phrase
“corresponds to” denotes a directional and quantified association observed within the case, not a
tested statistical relationship. The hypotheses are evaluated against the indicators set out in Table 1
and the integrated evidence presented in Section 4.5.4. Where observed agency practice aligns with
theoretical prediction and that alignment coincides with improvement in the performance indicators,
the evidence supports rejection of HO in favour of H1. Where practice departs from the theoretical
frameworks, or where theory application coincides with no improvement or with deterioration in
those indicators, HO is retained for that account. Because the six accounts differ in this respect, the

study anticipates a verdict that is conditional by account rather than uniform across the case.
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	without much concern about the underlying theoretical models that may make their strategies
	become plausible in the long-run (Wedel and Kannan, 2016; Stephen, 2016).
	This gap matters. Jakarta online advertising is not just a technical process. It is essentially a
	marketing issue, one where it has to do with consumer psychology, and meaningful positioning of
	brands within saturated markets, as well as developing value with its clients over time. Theories such
	as Kotler Marketing Concept, the STP Framework and the AIDA Model are in existence because they
	coded a decades worth of learning on how consumers react to communication and value
	propositions. However, there is surprisingly scant empirical information on the nature and existence
	of their implementation on the agency level inside the e-commerce landscape of Jakarta (Holliman
	and Rowley, 2014; Kumar et al., 2016).
	This study fills that gap. The research is based on the analysis of three months of real
	operational data of an e-commerce advertising agency in Jakarta by applying a rigorous thematic
	analysis of three months of campaigns implemented by the e-commerce in Shopee and TikTok Shop
	between January and March 2026, discussing the application of marketing theories in real practice. It
	is not aimed at criticizing the agency but tracing what is occurring on the ground versus what the
	theoretical literature holds, and to make conclusions concerning which frameworks produce the most
	concrete strategic value. The study of this relationship not only applies to the agency under study, but
	also to the overall ecosystem of the digital marketing practice in the most commercially vibrant city in
	Indonesia.
	1.2 Objective
	This study aims to analyze how established marketing theories apply to the development and
	operation of an e-commerce-based advertising agency in Jakarta, using three months of empirical
	performance data to evaluate the alignment between theoretical frameworks and observed business
	practices.
	1.3 Hypothesis
	The research tests the following hypotheses:
	H0: The structured application of marketing theories does not correspond to improved advertising
	performance at an e-commerce-based advertising agency in Jakarta.
	H1: The structured application of marketing theories corresponds to measurably improved
	advertising performance at an e-commerce-based advertising agency in Jakarta, observable as higher
	return on ad spend or return on investment, lower cost per order, and click-through rates at or above
	platform benchmarks.
	Because the design is a single-case study rather than an inferential one, the phrase
	“corresponds to” denotes a directional and quantified association observed within the case, not a
	tested statistical relationship. The hypotheses are evaluated against the indicators set out in Table 1
	and the integrated evidence presented in Section 4.5.4. Where observed agency practice aligns with
	theoretical prediction and that alignment coincides with improvement in the performance indicators,
	the evidence supports rejection of H0 in favour of H1. Where practice departs from the theoretical
	frameworks, or where theory application coincides with no improvement or with deterioration in
	those indicators, H0 is retained for that account. Because the six accounts differ in this respect, the
	study anticipates a verdict that is conditional by account rather than uniform across the case.
	Chapter 2
	Literature Review
	2.2 Marketing Theories in the Digital World
	The integration of digital analytics tools has allowed for the operationalization of theories
	that were previously more conceptual in nature. Segmentation is now done in real time through
	audience data on the platform. Positioning messages are now subject to A/B testing across thousands
	of ad variations simultaneously. The AIDA funnel is now seen to be highly aligned with the
	awareness-to-conversion path that digital campaign managers track on a daily basis (Chaffey &
	Ellis-Chadwick, 2019).
	However, the shift from theory to practice is still work in progress. Dwivedi et al. (2021) argue
	that while digital platforms enable better marketing execution, they simultaneously lead to an
	overreliance on short-term performance indicators such as CTR, Conversion Rates, and ROAS to the
	detriment of strategic discussions. This is similar to Tiago and Veríssimo (2014), who note that many
	digital marketing practitioners are challenged to relate to the broader theoretical frameworks
	presented during their undergraduate years. Agencies may be technically competent in executing
	digital marketing strategies but lack strategic insight to assess whether these metrics are helping to
	achieve marketing objectives.
	2.3 Advertising Agency Strategies in E-Commerce Context
	The modern e-commerce advertising agencies are no longer just about delivering the ad.
	Instead, they’re about creating an entire customer experience that takes the consumer on a
	multi-platform journey. This requires the agency to balance the need for broad consumer awareness
	at the top of the funnel with the pressure to perform and deliver conversions further down the
	funnel. This is the integrated social and digital media marketing that Tuten and Solomon (2017) refer
	to. This is the field of marketing where the agency needs to balance the need for synchronizing the
	message, the medium, and the timing of the message while maintaining a consistent and steady
	brand voice.
	In the case of the Indonesian market and the state of the e-commerce market, the agencies
	that manage campaigns on both the Shopee and TikTok platforms will face the more nuanced
	challenge of how the ad platform on Shopee rewards agencies that have the skill and expertise to
	deliver on the keyword optimization and precise targeting of the product categories. On the other
	hand, the TikTok Shop platform will be more about the content and the ability of the creators to
	deliver an entertaining and desire-driven content that meets the requirements of the AIDA model and
	the shift from attention to desire (Momentum Works, 2025; Wulandari et al., 2025). According to
	Lemon and Verhoef (2016), it’s the full customer journey that the agencies need to comprehend and
	deliver on that will set them apart as agencies that deliver sustained client growth as opposed to just
	delivering the short-term conversion.
	2.4 Marketing Theories Applied in This Study
	2.4.1 The Marketing Concept
	The marketing concept represents a foundational reorientation of business philosophy,
	shifting the basis of strategic decision-making from the product to the consumer. Rather than
	organizing campaign strategy around product attributes and features, an agency operating under the
	marketing concept begins by identifying what the client's target customer genuinely needs and how
	the product can be positioned to address that need more effectively than available alternatives
	(Kotler and Keller, 2016). This requires resisting the inclination toward creative executions that
	emphasize product features in isolation, and instead investing in the prior analytical work of
	understanding audience pain points, motivations, and need triggers before any strategic or creative
	direction is established.
	2.4.2 STP Framework: Segmentation, Targeting, Positioning
	The STP framework is a strategic tool that structures the process of identifying, selecting, and
	communicating with distinct consumer groups. Segmentation involves dividing the market into
	subgroups that are meaningfully differentiated by their needs, behaviors, or purchasing motivations,
	extending beyond simple demographic classifications to capture substantive differences in buying
	intent and decision-making drivers. Targeting requires the evaluation and selection of the segments
	that represent the most viable commercial opportunity for a given product. Positioning specifies the
	distinct advantage that the chosen segment offers and articulates how the brand will be
	differentiated from competitors in the minds of that audience (Wind, 1978).
	In the context of e-commerce advertising, the STP framework carries both expanded
	capability and heightened analytical demand. Shopee's advertising platform enables targeting based
	on past purchasing behavior, search history, and price sensitivity. TikTok's platform enables reach to
	audiences who have not yet expressed explicit purchase intent, making positioning and creative
	strategy the primary mechanism for generating demand. However, the availability of these targeting
	tools does not substitute for the prior strategic work of segmentation and positioning. Agencies that
	proceed directly to platform configuration without completing this foundational analysis risk
	producing campaigns that achieve broad reach while generating limited conversion, as the message
	has not been tailored to resonate with any specific segment (Kotler and Keller, 2016).
	2.4.3 Marketing Mix (4Ps Model)
	The 4Ps framework provides an operational structure for how a brand functions within its
	market, encompassing the product itself, the price at which it is offered, the channels through which
	it is made available, and the promotional activities used to communicate its value to consumers. In
	the e-commerce advertising context, agencies most naturally operate within the Promotion
	dimension, as campaign creative and media planning constitute the core of their service delivery.
	However, the most effective agencies recognize that promotional excellence cannot compensate for
	deficiencies in the other dimensions. A well-executed campaign will underperform if the product
	listing is inadequate, the price is uncompetitive on the platform, or the product is unavailable through
	the channels the target audience prefers (Kotler and Armstrong, 2021). The extension of the original
	framework to the 7Ps, incorporating People, Process, and Physical Evidence, is particularly relevant to
	the management of brand community pages and the client relationship processes that shape the
	overall quality of service delivery in an agency context.
	2.4.4 AIDA Model
	The AIDA model describes the sequential cognitive and behavioral process through which a
	consumer moves from initial brand exposure to purchase completion. The four stages, namely
	Attention, Interest, Desire, and Action, each represent a distinct psychological threshold that
	marketing communication must cross to progress the consumer toward conversion. In the Shopee
	and TikTok environment, capturing attention requires differentiation within the first seconds of a
	video advertisement or within a densely populated search results page, a challenge that intensifies as
	the volume of competing brands in the digital advertising space increases. Sustaining Interest
	depends on establishing a narrative connection between the product and something the consumer
	already values. Generating Desire relies on social proof, scarcity signals, customer reviews, and other
	persuasion mechanisms that shift the consumer from passive interest to active purchase intent.
	Action, the conversion stage, depends on removing friction from the purchase pathway, whether
	through product page and checkout optimization on Shopee or through prominent in-video shopping
	links and compelling promotional offers on TikTok Shop (Lewis, 1898).
	The AIDA model is particularly well-suited to empirical evaluation in the digital advertising
	context because each of its stages corresponds directly to measurable campaign metrics. Attention is
	reflected in impression volume and video view rates. Interest is captured through engagement rates
	and content saves. Desire is proxied by add-to-cart rates. Action is measured through conversion rates
	and sales volume. This direct correspondence between theoretical stages and operational metrics
	makes the AIDA model a valuable framework for assessing whether campaign design grounded in
	theoretical foundations produces measurably superior performance outcomes (Lewis, 1898).
	2.4.5 Customer Perceived Value
	Customer Perceived Value has been extensively studied as a critical determinant of consumer
	purchase behavior and marketing effectiveness. Zeithaml (1988) defines it as the consumer's overall
	assessment of the utility of a product based on perceptions of what is received relative to what is
	given, capturing the fundamental trade-off between benefits gained and costs incurred. Building on
	this, Woodruff (1997) expanded the concept by arguing that perceived value is inherently
	hierarchical: consumers evaluate value at the product attribute level, the consequence level, and the
	goal level simultaneously, meaning that a brand's ability to communicate relevance at each of these
	layers directly shapes whether a consumer engages or walks away.
	In digital commerce environments, this multi-layered judgment happens almost
	instantaneously to Shopee and TikTok consumers make value assessments within seconds of
	encountering an ad, making the precision and relevance of marketing communication more
	consequential than in any previous retail context (Lemon & Verhoef, 2016). The mediating role of
	Customer Perceived Value between marketing strategy and behavioral outcomes has been
	well-established in the literature. Sweeney and Soutar (2001) demonstrated that perceived value
	operates as a significant mediator between marketing stimuli and purchase intention, with functional,
	emotional, and social value dimensions each contributing independently to consumer
	decision-making.
	More recently, Sánchez-Fernández and Iniesta-Bonillo (2007) confirmed through a systematic
	review that perceived value consistently mediates the relationship between marketing
	communication quality and consumer response, regardless of product category or channel. In the
	e-commerce advertising context specifically, Chaffey and Ellis-Chadwick (2019) argue that the
	application of structured marketing frameworks including segmentation, positioning, and
	funnel-stage communication directly enhances the perceived value consumers assign to digital
	advertising encounters, which in turn drives measurable improvements in engagement and
	conversion outcomes. It is on this basis that the present study positions Customer Perceived Value as
	the mediating variable between the application of marketing theories and advertising effectiveness.
	Chapter 3
	Methods
	3.2 Research Setting and Object
	The setting is an ad agency based in Jakarta that specializes in marketing services for
	e-commerce companies. Jakarta's startup ecosystem, currently the sixth largest in the world by
	number of startups, provides the broader organizational context in which this agency operates
	(Thenov & Ellivia, 2025). They provide a variety of services, including campaign planning, paid
	advertising on Shopee and TikTok, content creation, search engine optimization, and performance
	reporting. They manage multiple accounts at once, covering different product categories such as
	fashion, beauty, electronics, and home goods.
	The data period is three months, from 1 January to 31 March 2026. This window was chosen
	for two reasons. It is recent enough to reflect the current advertising mechanics of Shopee and TikTok
	Shop, and it encompasses the Ramadan and Lebaran demand peak, one of the highest-volume
	periods in Indonesian e-commerce. Ramadan 1447 AH began in the second half of February 2026 and
	Eid al-Fitr fell in the second half of March 2026, so the seasonal effect is present across both February
	and March rather than in March alone. This is treated as an uncontrolled variable throughout the
	analysis and is addressed in Sections 4.5.3 and 6.3. The period is also analytically useful precisely
	because it places the agency under sustained operational pressure, testing whether theoretical
	reasoning survives high-volume execution rather than only quiet trading months.
	The ad agency is a good case study for this analysis because it is a single case that provides
	access to data that is hard to obtain (Yin, 2018). The ad agency was chosen for this study because it is
	a multi-platform ad agency that works with a variety of product categories, allowing them to have
	detailed records of their strategic decisions and campaign outcomes.
	3.2.1 Sampling Strategy and Respondent Selection
	The study interviewed three respondents. This number is not a convenience outcome and is
	not intended as a sample from which statistical inference is drawn. It reflects a purposive,
	criterion-based sampling strategy in which the unit of analysis is a single operational team rather than
	an individual practitioner (Palys, 2008; Etikan, Musa and Alkassim, 2016).
	Total population sampling within the unit of analysis. The agency organises delivery into
	teams, each consisting of one senior manager and two ads specialists. The three respondents
	therefore constitute a complete enumeration of one such team rather than a subset of it. In
	purposive sampling terms this is total population sampling: every member of the defined population
	was interviewed, so no sampling error arises within the boundary of the case (Etikan, Musa and
	Alkassim, 2016). Interviewing further individuals would have meant crossing into a second team with
	different accounts, different clients and different performance records, which would have severed the
	correspondence between the qualitative and quantitative datasets on which the integrated analysis
	in Section 4.5.4 depends.
	Criterion-based selection. Three inclusion criteria defined eligibility. First, the respondent
	must hold direct decision authority over campaign strategy, so that interview responses describe
	decisions actually taken rather than opinions about decisions taken by others. Second, the
	respondent must be the named manager of at least one live Shopee account and one live TikTok Shop
	account within the January to March 2026 window, so that each qualitative account can be paired
	with an auditable performance record on both platform types. Third, the three respondents together
	must span both hierarchical levels present in the team, so that the study can observe whether
	theoretical reasoning differs between strategic and executional roles, which Section 4.4.1 finds that it
	does. All three respondents satisfy all three criteria; no individual outside the team does.
	Data linkage as the sampling rationale. The decisive justification for three respondents is
	structural rather than numerical. Each respondent manages exactly two accounts, one on Shopee and
	one on TikTok Shop, producing six accounts in total. This one-to-two mapping is what permits each
	respondent’s coded theoretical reasoning to be compared against the measured performance of the
	specific accounts that reasoning governs. Respondent A’s cross-platform coffee brand illustrates the
	value of this design most clearly: because the same respondent manages the same product on two
	platforms, respondent-level variables such as skill, tenure and client relationship are held constant,
	and platform selection is isolated as the operative variable. A larger and less tightly bounded sample
	I.
	II.
	The third method was document review. The author reviewed campaign briefs, monthly
	client performance reports, and strategic planning documents produced by the agency during the
	study period. This documentary evidence was used to supplement interview data and identify
	instances of formal or informal marketing theory application in written strategic outputs. Document
	analysis is recognized as a valid and complementary qualitative data collection method in
	organizational case study research, as it captures the artifacts of practice that interview responses
	alone may not fully reflect (Bowen, 2009).
	Together, these three methods constitute a triangulated data collection approach that
	strengthens the credibility and internal validity of the study's findings by enabling cross-verification
	between what respondents describe, what the performance data shows, and what the documentary
	record contains (Lincoln and Guba, 1985).
	3.5 Business Project Framework
	The analytical framework for this study is a mediated model that seeks to determine the
	impact of marketing theories (independent variable) on advertising effectiveness (dependent
	variable) through Customer Perceived Value (Mediator Variable). The control variables include
	budget, Target ROAS, and Ads Type. This analytical framework fits the study hypothesis and provides
	a clear purpose for each analysis stage.
	I.
	II.
	III.
	IV.
	V.
	VI.
	analytical framework. In each of the themes, the author note: was the theory applied
	uniformly, was this uniform application related to higher add-to-cart rates and engagement
	rates (Customer Perceived Value proxies), and were these proxies related in turn to higher
	Conversion Rate, ROAS, and Sales (Dependent Variable Indicators)? This three-part reporting
	format keeps the analysis focused on the hypothesis from start to finish.
	VII. Phase 7 Integration. Following the reporting phase, the qualitative and quantitative
	findings are joined through a two-step procedure adapted from the joint display technique in mixed
	methods research (Creswell and Plano Clark, 2018). First, each respondent is scored on a Theory
	Application Index, in which each of the four theories is rated on a four-point ordinal scale derived
	from the coded interview and documentary data. A score of 0 denotes Absent, where no evidence of
	the theory appears in the data. A score of 1 denotes Implicit, where reasoning is consistent with the
	theory but no rule or principle is articulated. A score of 2 denotes Articulated, where the respondent
	states a repeatable rule or principle that exists verbally only and is not written down. A score of 3
	denotes Codified, where the rule appears in a campaign brief, template, checklist or written brand
	guideline. The maximum score is 12 per respondent.
	Second, each of the six accounts is classified as compliant or non-compliant with the agency’s
	own collectively stated platform-product selection rules, principally Respondent C’s Rp200,000 TikTok
	price threshold and Respondent A’s judgement that premium and considered-purchase products are
	poorly matched to fast-turnover entertainment platforms. Compliance is a property of the account,
	assessed against the rules the respondents themselves articulated, and is scored independently of
	how well the governing respondent articulates theory in the abstract. Because unit price lists were
	not made available, average order value derived from platform revenue and order counts is used as
	the operational proxy for product price point, and this substitution is noted as a limitation in Section
	6.3.
	Both variables are then displayed against the performance metrics for the corresponding
	account in a joint display, presented as Tables 10 to 13 in Section 4.5.4. This permits a direct reading
	Theory
	Indicator of Application
	Performance Threshold for Support
	of H₁
	Marketing Concept
	STP Framework
	4Ps Model

	AIDA
	I.
	II.
	III.
	IV.
	V.
	VI.
	VII.
	VIII.
	IX.
	Chapter 4
	Findings and Analysis
	Respondent
	Role
	Accounts Managed
	Respondent A
	Respondent B
	Respondent C

	each introducing a distinct dimension of audience need that together forms a more complete picture
	of how the agency understands its customers.
	Respondent B described a behavior-first approach, beginning every campaign by examining
	the target audience's lifestyle, demographic profile, and shopping habits across platforms. She
	described adjusting content direction based on generational differences, producing Gen Z-oriented
	content for TikTok when the demographic skews younger and adapting accordingly for older
	audiences. This reflects an applied understanding of the Marketing Concept at the executional level,
	though the process appears intuitive rather than formally documented.
	Respondent A extended the Marketing Concept further by introducing buying power as a
	primary dimension of audience need. He distinguished between price-sensitive consumers, for whom
	strategy centers on discounts, affordability, and value for money, and middle-to-upper market
	consumers, who are driven by quality, historical value, and emotional or prestige value. His reference
	to Rolex as an example of investment and emotional value signals a more structured understanding of
	how customer needs operate across market segments. He also noted that even price-sensitive
	consumers are increasingly factoring quality into their decisions, suggesting that the agency tracks an
	evolving need landscape at the strategic level.
	Respondent C introduced two additional and more operationally specific dimensions:
	age-based platform suitability and price point as a product-platform fit criterion. He described Meta
	Ads and TikTok Ads for target markets aged 21 to 35, and Facebook Ads for audiences above 35. More
	distinctively, he articulated a concrete price threshold derived from experience: products priced
	above Rp200,000 tend to underperform on TikTok due to the platform's predominantly young,
	FOMO-driven audience. This represents the most practically grounded audience-need articulation
	across all three respondents, translating behavioral insight directly into actionable campaign criteria.
	Together, the three respondents address audience needs across behavioral, economic,
	generational, and price-sensitivity dimensions. However, none described a formal need-assessment
	process or documented audience research framework, indicating that the Marketing Concept is
	applied consistently across the agency but entirely through experiential knowledge rather than
	structured documentation.
	4.3.1.2 Consistency of Application
	The Marketing Concept is the most consistently applied theory across all three respondents.
	All three begin campaign planning by considering who the customer is and what drives their behavior,
	and all three adapt their platform and content recommendations based on that understanding. The
	consistency is strongest at the level of principle, as customer-first thinking is universal, but weakest at
	the level of process, as no respondent described a repeatable, documented method for capturing
	audience needs before campaign development begins.
	4.3.1.3 Link to Customer Perceived Value and Performance Outcomes
	The performance data across the six managed accounts provides varied but broadly
	supportive evidence for the relationship between the Marketing Concept and click-through
	outcomes. The Men's Fashion T-Shirt Shopee account showed click-through rising steadily across the
	period, from 3.58 percent in January to 3.80 percent in February and 4.07 percent in March, an
	increase of 13.7 percent and consistently above the Shopee benchmark of approximately 2 to 3
	percent. This is consistent with Respondent B’s account of iterative behavioural targeting refinement.
	The Female Clothing Shopee account held click-through above the benchmark without material
	movement, at 3.88, 3.81 and 3.90 percent, indicating stable audience alignment rather than
	improvement.
	Respondent A’s Coffee Products Shopee account shows a different pattern, with click-through
	declining from 2.40 to 2.17 percent while return on ad spend rose from 5.89 to 7.52, a gain of 27.7
	percent. Read alongside the account’s average order value of approximately Rp243,200 in January,
	this is contextually consistent with Respondent C’s price-threshold logic: a higher-value,
	higher-consideration purchase attracts narrower but more qualified click behaviour, and a falling
	click-through rate accompanied by rising return indicates improved qualification rather than
	weakening relevance. Against the Table 1 threshold, the Marketing Concept indicator is met on both
	criteria in the two fashion accounts and on the return criterion alone in the coffee account,
	supporting H1 in all three Shopee accounts while showing that click-through cannot serve as a
	sufficient proxy for perceived value on its own.
	4.3.2 STP Framework
	4.3.2.1 Evidence of Application Segmentation and Targeting
	All three respondents demonstrated segmentation practice, with increasing levels of platform
	specificity from senior to specialist level.
	Respondent B described segmentation through interest-based and behavioral targeting,
	identifying whether a female audience gravitates toward fashion or skincare, for example. She noted
	that segmentation logic is broadly consistent across Shopee and TikTok, with the main operational
	difference being TikTok's heavier reliance on video content. This suggests cross-platform coherence at
	the executional level, though adaptation is format-driven rather than rooted in distinct audience
	insights per platform.
	Respondent A provided a more differentiated account, explicitly distinguishing TikTok, which
	is predominantly female, younger, entertainment-driven, and responsive to music, trends, gimmicks,
	and live streaming, from Instagram, where audiences prioritize aesthetics and visual branding. He
	further noted that Gen Z products are poorly suited to Facebook, while premium or glamorous
	products perform better on Instagram due to audience alignment.
	Respondent C offered the most operationally precise segmentation framework of the three.
	He distinguished Shopee as a purchase-intent platform where users open the app already intending
	to buy, making keyword-based targeting and competitor keyword research the primary segmentation
	tools, from TikTok as an entertainment platform where purchases are triggered by engaging content
	and promotions rather than search intent. He further differentiated Tokopedia as stronger for gadgets
	and electronics with a predominantly male audience, Meta as offering high-quality targeting
	capabilities, and TikTok as most effective for rapid exposure and brand popularity building. This
	five-platform segmentation map is the most complete in the dataset. Respondent C also introduced a
	price-range filter as a segmentation criterion, with his Rp200,000 TikTok threshold directly linking
	product characteristics to platform audience behavior in a way that neither Respondent B nor
	Respondent A articulated explicitly.
	4.3.2.2 Evidence of Application Positioning
	Respondent B's positioning approach is client-consultative, asking the client whether they
	wish to compete through branding or price, further shaped by margin considerations. This reflects
	awareness of competitive positioning but remains conversational rather than formally structured
	through any documented framework.
	Respondent A anchored positioning in tagline strategy, describing the tagline as a
	representation of the brand's vision and what it wants to be known for. He cited Wardah's consistent
	positioning as a brand for Muslim women and Kopiko's tagline "Jagonya Kopi" as models of how
	simple, consistent brand messages build strong market identity. He also emphasized that brand
	messages must be flexible enough to travel across different media formats without losing identity, a
	principle directly relevant to cross-platform campaign consistency.
	Respondent C approached positioning primarily through promotion and market demand,
	identifying product price, market demand size, and promotional attractiveness such as vouchers,
	bundling, and discounts as the main positioning factors. He supplemented this with a brand
	storytelling perspective, citing the perfume brand Humans as an example of connecting products to
	trending cultural topics to strengthen brand recall. His observation that customers buy not just the
	product but the story and emotional experience the brand creates directly bridges positioning and
	the Customer Perceived Value mediating variable in this study's framework.
	4.3.2.3 Consistency of Application
	STP is practiced at both senior and specialist levels but without documented frameworks
	connecting
	strategic
	positioning
	decisions
	to
	executional
	targeting settings. Positioning is
	conceptualized at the senior level through brand identity and tagline strategy, and operationalized at
	the specialist level through margin logic, promotional attractiveness, and brand storytelling, but no
	respondent described a formal process connecting these two levels. Segmentation is the most
	consistently practiced dimension, with all three respondents applying platform-specific audience
	logic, though again entirely through experience rather than documentation.
	4.3.2.4 Link to Customer Perceived Value and Performance Outcomes
	The Muslimah Fashion TikTok account showed cost per order falling from Rp4,472 in January
	to Rp2,755 in March, a reduction of 38.4 percent, alongside return on investment rising from 13.54 to
	25.75, a gain of 90.2 percent, achieved while ad spend fell 48.7 percent from Rp11.66m to Rp5.98m.
	Average order value across the account ranged from Rp60,557 to Rp70,933, placing it comfortably
	inside Respondent C’s Rp200,000 threshold and matching TikTok’s young, entertainment-driven and
	price-sensitive audience. This is the strongest platform-product alignment case in the dataset and the
	clearest single piece of evidence for H1 under the STP indicator.
	The Perfume TikTok account returned 5.38, 5.69 and 5.58 across the three months, a net
	movement of 3.7 percent, with cost per order between Rp23,795 and Rp27,264, the highest in the
	portfolio, against an average order value of approximately Rp146,700 in January and Rp148,100 in
	March. Revenue grew 26.2 percent from Rp120.88m to Rp152.59m, but on a 21.8 percent increase in
	spend, indicating that growth was purchased rather than earned through efficiency. The Coffee
	Products TikTok account shows the most pronounced misalignment in the dataset: spend rose 56.1
	percent from Rp20.94m to Rp32.69m while return on investment fell 20.1 percent from 8.62 to 6.89
	and cost per order rose 26.0 percent from Rp14,997 to Rp18,893.
	The most diagnostic figure is the coffee brand’s average order value across the two platforms
	it is sold on. On Shopee the brand transacted at approximately Rp243,200 per order in January; on
	TikTok, in the same month, it transacted at approximately Rp129,222. TikTok did not merely return
	less on the same brand. It sold a materially cheaper basket, indicating that the platform’s audience
	will not absorb the brand’s higher-value items at all. This is direct performance evidence for
	Respondent A’s own stated positioning logic, measured against his own account, and it is the point at
	which the STP theory-practice gap identified in Section 4.4.2 becomes quantifiable rather than
	inferential.
	4.3.3 4Ps Model
	4.3.3.1 Evidence of Application Product
	Respondent B emphasized identifying the unique selling point of a product before developing
	any branding or messaging, using a raincoat as an illustrative example. Respondent A extended this
	by framing product strategy around tagline and brand positioning, specifically what the product
	stands for and how that identity should be consistently expressed across all formats. Respondent C
	contributed a brand storytelling dimension, arguing that every brand needs a narrative and that
	connecting products to trending cultural moments strengthens brand recall and emotional value,
	citing the Humans perfume brand as an example. Together these three perspectives address product
	thinking at the USP level through Respondent B, the brand identity level through Respondent A, and
	the cultural relevance level through Respondent C, suggesting that product strategy is understood
	holistically across the agency even if not formally documented.
	4.3.3.2 Evidence of Application Price
	All three respondents addressed pricing from distinct angles. Respondent B described
	discount management and maximum discount thresholds in Shopee campaign contexts, with margin
	considerations integrated into positioning decisions. Respondent A introduced the loss leader
	strategy, which involves pricing aggressively upfront to acquire customers at scale and recovering
	profit from subsequent purchases or complementary products, which is particularly relevant to the
	coffee account where capsules and drip coffee function as recurring consumables complementing a
	machine purchase. Respondent C embedded price directly into segmentation logic through his
	Rp200,000 TikTok threshold, treating price point as a determinant of platform fit rather than purely a
	promotional lever. This three-level pricing perspective, covering promotional discounting, loss leader
	acquisition, and price-platform fit, is the most complete dimension of the 4Ps across the dataset.
	4.3.3.3 Evidence of Application Place
	Place is the dimension most unevenly distributed across respondents. Respondent C's
	platform differentiation framework is the most developed Place thinking in the dataset, explicitly
	mapping five platforms to distinct audience and product characteristics and recommending platform
	selection based on product category, target age, and price point. Respondent A contributed a similar
	but less granular framework focusing on TikTok versus Instagram differentiation. Respondent B
	addressed Place most lightly, primarily through her mention of providing organic store
	recommendations beyond paid advertising. Place thinking is most developed at the specialist level,
	particularly through Respondent C, rather than at the senior level, which represents an inversion of
	the senior-junior division observed in other dimensions.
	4.3.3.4 Evidence of Application Promotion
	All three respondents addressed promotion extensively and consistently. Respondent B
	described unified campaign messaging across platforms, discount and flash sale execution during
	campaign periods, and platform-specific content adaptation. Respondent A emphasized flexible
	brand messaging that travels across formats without losing brand identity, citing Kopiko and Wardah
	as models of strong promotional consistency. Respondent C described brand guideline-driven
	consistency, maintaining language style, communication tone, visuals, and brand identity across all
	platforms, alongside platform-specific promotional tactics including content quantity and live
	streaming on TikTok, and free shipping, COD, vouchers, and price cuts on Shopee. Respondent C's
	brand guideline reference is the closest any respondent came to describing a formal promotional
	consistency framework and represents the strongest evidence of structured 4Ps application in the
	dataset.
	4.3.3.5 Consistency of Application
	Promotion and Price are the most consistently applied dimensions across all three
	respondents. Product is addressed at different levels of depth but is present in all three accounts.
	Place is the least consistently applied dimension, most developed with Respondent C and most lightly
	treated by Respondent B, and there is no evidence of formal multi-P integration in campaign planning
	documentation across any account.
	4.3.3.6 Link to Customer Perceived Value and Performance Outcomes
	The Men’s Fashion T-Shirt Shopee account provides the strongest evidence of promotional
	effectiveness. Return on ad spend rose from 17.19 in January to 23.29 in March, a gain of 35.5
	percent, while ad spend fell 2.6 percent from Rp38.9m to Rp37.9m, indicating that strategy rather
	than budget drove the result. Cost per order fell from approximately Rp7,204 to Rp5,831, a reduction
	of 19.1 percent. The Female Clothing Shopee account shows compounding returns rather than a step
	change, with sales rising 34.4 percent from Rp193.5m to Rp260.0m and return on ad spend from 8.99
	to 9.94 on a 21.9 percent spend increase, while cost per order fell approximately 14.0 percent from
	Rp17,917 to Rp15,412. This is consistent with the combination of product cover optimisation, pricing
	and promotional mechanics that Respondent C described.
	The Coffee Products Shopee account’s February movement, with return rising from 5.89 to
	7.62 while spend fell 35.8 percent from Rp41.3m to Rp26.5m, is consistent with the multi-P efficiency
	logic Respondent A described through the loss leader strategy, though this cannot be confirmed
	without campaign documentation. Against the Table 1 threshold, revenue growth accompanied by
	stable or falling cost per order is observed in all three Shopee accounts, supporting H1 for the 4Ps
	indicator on this platform. Cost per order for the Shopee accounts is derived by dividing ad spend by
	order count; because the platform reports orders rounded to the nearest hundred, these figures are
	accurate to within approximately five percent and are used for comparison of direction and
	magnitude rather than as precise values.
	4.3.4 AIDA Model and Funnel Marketing
	4.3.4.1 Evidence of Application
	Funnel marketing is the only theory any respondent named explicitly, and awareness of
	funnel logic, though not always formally labeled, is present across all three respondents at varying
	levels of structural application.
	Respondent B identified funnel marketing and customer journey mapping as the two most
	important frameworks for Shopee and TikTok advertising. However, her responses did not describe
	explicit funnel-stage budgeting or stage-specific creative execution. Her 5.5 campaign example was
	primarily conversion-focused, centered on discounts, flash sales, and best-seller promotion, with no
	mention of upper-funnel awareness or mid-funnel consideration activity, suggesting that funnel
	thinking compresses toward the action stage during high-pressure campaign periods.
	Respondent A provided the most structurally coherent funnel account of the three, though
	expressed implicitly. His loss leader strategy maps directly onto funnel architecture, with heavy
	investment at the awareness and acquisition stage and profit recovery from subsequent purchases at
	lower funnel stages. His traffic generator product concept, which involves drawing buyers into the
	store before directing them to other products, similarly reflects a deliberate awareness-to-conversion
	pathway. While Respondent A did not use AIDA terminology or describe stage-specific creative
	explicitly, his strategic logic reflects the most complete funnel orientation among the three
	respondents.
	Respondent C introduced a platform-level funnel perspective. He described TikTok as an
	exposure and brand popularity platform, implicitly an awareness and interest stage tool, and Shopee
	as a conversion platform where purchase intent already exists. His emphasis on content quantity and
	live streaming on TikTok as drivers of exposure, and on promotions and free shipping on Shopee as
	drivers of conversion, maps loosely onto an upper-funnel and lower-funnel platform division.
	However, like Respondent B, Respondent C did not describe explicit stage-specific budgeting or
	creative differentiation, suggesting that funnel logic at the specialist level operates as a platform
	allocation intuition rather than a structured campaign architecture.
	4.3.4.2 Consistency of Application
	Funnel awareness is distributed across the agency but inconsistently structured. Strategic
	funnel architecture is present at the senior level through Respondent A's loss leader and traffic
	generator logic. At the specialist level, funnel thinking manifests as a platform allocation intuition,
	with TikTok associated with awareness and Shopee with conversion, but without explicit
	stage-specific budget allocation or creative differentiation. No respondent described a documented
	funnel architecture framework, and the compression toward conversion-stage activity during
	campaign periods is consistent across both specialist respondents.
	4.3.4.3 Link to Customer Perceived Value and Performance Outcomes
	The Men’s Fashion T-Shirt Shopee account shows the clearest funnel progression in the
	performance data, with impressions growing from 2.6m to 3.7m, clicks from 94.7k to 152.5k, and
	orders from 5.4k to 6.5k across the three months. The progression is not uniform across stages.
	Click-to-order conversion fell from 5.70 percent in January to 4.26 percent in March, while average
	order value rose 9.7 percent from approximately Rp123,667 to Rp135,662. Read through the AIDA
	framework, the account widened its Attention and Interest stages faster than the Action stage could
	absorb, but the additional traffic converted at higher value, which is what carried return on ad spend
	from 17.19 to 23.29 despite the conversion decline. The Table 1 threshold of sequential stage growth
	with conversion maintained is therefore met in part rather than in full, and reporting the conversion
	decline alongside the click-through gain is necessary to avoid overstating the result.
	The Female Clothing Shopee account shows the same sequential growth, with impressions
	rising from 2.7m to 3.4m, clicks from 103.1k to 133.2k, and orders from 1.2k to 1.7k, and here
	conversion rose from 1.16 to 1.28 percent, meeting the Table 1 threshold in full and supporting H1 for
	the AIDA indicator. The Perfume TikTok account shows revenue growth of 26.2 percent alongside a
	cost per order that ended the period 2.6 percent below where it began but remained the highest in
	the
	portfolio
	at
	Rp26,557,
	indicating
	that
	reach
	is
	being
	generated
	but
	that
	the
	consideration-to-conversion stage stays inefficient for a higher-consideration product on an
	entertainment platform.
	The Coffee Products TikTok account is the clearest funnel architecture failure in the dataset. A
	56.1 percent increase in spend produced a 24.8 percent increase in revenue and a 20.1 percent
	decline in return, meaning each additional rupiah of spend returned less than the rupiah before it.
	This is precisely the outcome the AIDA model predicts when awareness investment is not bridged by
	consideration-stage content, and the fact that it persists across all three months indicates that the
	agency has no formal mechanism for diagnosing a funnel blockage from its own dashboard data.
	4.4 Cross-Theory Patterns
	4.4.1 Senior-Junior Theory Division
	Marketing theories are more explicitly and strategically articulated at the senior manager
	level than at the specialist level. Respondent A demonstrates brand-level strategic thinking across all
	four theories, including buying power segmentation, tagline-anchored positioning, loss leader as
	funnel architecture, and platform selection as a targeting decision, while Respondent B and
	Respondent C apply the same theories executionally through behavioral targeting, discount
	management, content volume strategy, and platform-specific promotional tactics. This division
	suggests that strategic frameworks are held at the senior level but are not formally codified and
	transmitted downward into documented executional guidelines, creating a structural gap between
	where theory is understood and where it is applied.
	4.4.2 Theory-Practice Gap
	Despite generally strong performance outcomes across most accounts, none of the three
	respondents could name more than one marketing theory when asked directly, and no respondent
	described a formal documentation process for any of the four theories. Theory is applied implicitly
	and experientially across all three levels rather than explicitly and documentarily. This gap is most
	consequential in the Coffee Products TikTok account, where Respondent A's own platform
	segmentation logic would suggest a product-platform misalignment, yet TikTok remains the primary
	platform with declining ROI across the study period. This is the clearest instance in the dataset where
	a gap between stated theoretical awareness and applied practice corresponds to measurably
	suboptimal performance outcomes.
	4.4.3 Promotion and Conversion Bias
	Metric
	January
	February
	March
	Ad Impressions
	Total Clicks

	CTR
	Orders
	Products Sold
	Sales from Ads
	Ad Spend

	ROAS
	Metric
	Ad Spend
	Orders
	Cost per Order
	Revenue

	ROI
	Metric
	Ad Impressions
	Total Clicks
	January
	February
	March
	January
	February
	March

	CTR
	Orders
	Products Sold
	Sales from Ads
	Ad Spend

	ROAS
	Metric
	Ad Spend
	Orders
	Cost per Order
	Revenue

	ROI
	Metric
	Ad Impressions
	Total Clicks

	CTR
	January
	February
	March
	January
	February
	March
	Orders
	Products Sold
	Sales from Ads
	Ad Spend

	ROAS
	Metric
	January
	February
	March
	Ad Spend
	Orders
	Cost per Order
	Revenue

	ROI
	Month
	Total Ad Spend
	Total Revenue from
	Portfolio ROAS
	Ads
	January 2026

	Month
	Total Ad Spend
	Total Revenue from
	Portfolio ROAS
	Ads
	February 2026
	March 2026
	Change, Jan to Mar
	Rp4,472 to Rp2,755, achieved while spend was cut 48.7 percent. The Perfume account shows
	moderate and essentially flat performance, with return between 5.38 and 5.69 and a net movement
	of 3.7 percent, revenue growth of 26.2 percent bought with a spend increase of 21.8 percent, and the
	highest cost per order in the portfolio. The Coffee Products account shows outright deterioration,
	with return falling 20.1 percent while spend rose 56.1 percent, and is the most clearly documented
	case of theory-practice gap consequences in the dataset.
	The distinguishing feature between the strong and weak TikTok accounts is not the
	respondent managing them, nor the volume of spend, but the fit between product and platform as
	the respondents themselves define that fit. This observation is developed formally in Section 4.5.4.
	4.5.3 Assessment Against Table 1 Research Indicators
	Against the indicators established in Table 1, the following assessments can be made. For the
	Marketing Concept, the click-through threshold is met in the Men’s Fashion account, which rose from
	3.58 to 4.07 percent, and in the Female Clothing account, which held between 3.81 and 3.90 percent,
	both against a benchmark of approximately 2 to 3 percent. It is not met in the Coffee Products
	Shopee account, where click-through fell from 2.40 to 2.17 percent, although that account’s 27.7
	percent return improvement and Rp243,200 average order value indicate qualification rather than
	failure. The indicator supports H1 in two accounts outright and in a third on the return measure
	alone.
	For the STP Framework, the threshold requires higher return in compliant accounts than in
	non-compliant ones. The four compliant accounts averaged a 41.0 percent gain in return against an
	average 8.2 percent decline in the two non-compliant accounts, a gap of 49.2 percentage points. This
	meets the threshold and supports H1, with the qualification that the absence of documented
	segmentation means compliance is assessed against rules the respondents stated verbally rather than
	rules the agency has recorded.
	For the 4Ps Model, revenue growth accompanied by stable or falling cost per order is
	observed in all three Shopee accounts and in the Muslimah Fashion TikTok account. It is not observed
	in the Coffee Products TikTok account, where revenue grew 24.8 percent while cost per order rose
	26.0 percent, nor fully in the Perfume TikTok account, where revenue grew 26.2 percent while cost
	per order fell only 2.6 percent and return moved 3.7 percent. The indicator supports H1 in four
	accounts and retains H0 in two.
	For AIDA, sequential impression-to-click-to-order growth with conversion maintained is met
	in full in the Female Clothing account, where conversion rose from 1.16 to 1.28 percent, and in part in
	the Men’s Fashion account, where stage volumes grew but conversion fell from 5.70 to 4.26 percent.
	The clearest counter-evidence is the Coffee Products TikTok account, where the divergence between
	a 56.1 percent spend increase and a 20.1 percent return decline is the strongest single indication of
	funnel architecture absence in the dataset.
	Two confounds must be stated before these assessments are carried into Chapter 5. The
	Ramadan and Lebaran demand peak falls within the study window, affecting February and March,
	and the improvements observed in those months across all six accounts cannot be attributed to
	theory application alone. Seasonal consumer demand, elevated platform traffic and campaign-period
	promotional mechanics all operate as uncontrolled variables consistent with the control variables
	identified in Section 3.5. The January to February movement, which precedes the peak, is therefore
	the cleaner signal, and it is notable that the direction of every account’s trajectory is already
	established by February. Second, the two accounts that deteriorated did so during the same seasonal
	uplift that carried the other four, which strengthens rather than weakens the inference drawn from
	them: a declining return during a demand peak is a more serious finding than a declining return in a
	quiet month.
	4.5.4 Integrated Analysis: Joint Display of Qualitative Codes and Performance Outcomes
	Sections 4.3 and 4.5 present the qualitative and quantitative findings separately. This section
	joins them using the two-step procedure set out in Phase 7 of Section 3.6, scoring each respondent
	on the Theory Application Index and each account on compliance with the agency’s own stated
	platform-product rules, then displaying both against the measured outcomes.
	Theory
	Respondent A
	Respondent B
	Respondent C
	Marketing Concept
	STP Framework
	4Ps Model
	AIDA Model
	Total (of 12)
	Account
	Resp

	TAI
	Compliance
	Jan
	Mar
	Change
	Muslimah Fashion, TikTok
	Men’s Fashion, Shopee
	Coffee Products, Shopee
	Female Clothing, Shopee
	Perfume, TikTok
	Coffee Products, TikTok
	Account
	CPO Jan
	CPO Mar
	Change
	AOV Jan
	Verdict
	Muslimah Fashion, TikTok
	Men’s Fashion, Shopee
	Coffee Products, Shopee
	Female Clothing, Shopee
	Perfume, TikTok
	Coffee Products, TikTok

	Measure
	Compliant (n = 4)
	Non-compliant (n = 2)
	Gap
	Mean change in return
	Mean change in cost per order
	Accounts
	improving
	on
	both
	measures
	corresponds to a Men’s Fashion click-through rate rising 13.7 percent to 4.07 percent against a
	benchmark of 2 to 3 percent. Her identification of TikTok as an entertainment-driven, price-sensitive
	environment corresponds to the Muslimah Fashion account, transacting at Rp60,557 per order,
	delivering a 90.2 percent return gain on a 48.7 percent spend reduction. Respondent C’s
	characterisation of Shopee as a purchase-intent environment managed through keyword research,
	product covers and bundling corresponds to Female Clothing holding click-through above 3.8 percent
	for three consecutive months while cost per order fell 14.0 percent and conversion rose from 1.16 to
	1.28 percent. Respondent A’s loss leader logic corresponds to the Coffee Products Shopee account’s
	February movement, where return rose from 5.89 to 7.62 while spend fell 35.8 percent.
	The Coffee Products TikTok account is the clearest divergence in the dataset, and it is a
	divergence between the agency’s stated theory and its own applied practice rather than between
	theory and reality. Respondent A states in his own interview that premium and considered-purchase
	products are poorly matched to fast-turnover entertainment platforms, and Respondent C states an
	explicit Rp200,000 threshold above which TikTok performance deteriorates. The account nonetheless
	absorbed a spend increase of 56.1 percent while return fell 20.1 percent and cost per order rose 26.0
	percent. Revenue did grow 24.8 percent, but the additional spend outpaced it by more than two to
	one.
	The average order value comparison sharpens the diagnosis. The same coffee brand
	transacted at approximately Rp243,200 per order on Shopee and Rp129,222 on TikTok in January. The
	constraint is not that TikTok converts the brand less efficiently; it is that TikTok’s audience purchases
	only the cheaper end of the brand’s range, so the platform cannot reach the transaction values on
	which the account’s economics depend. The Perfume TikTok account is a weaker instance of the same
	pattern, transacting at approximately Rp146,700 per order and returning between 5.38 and 5.69, the
	lowest in the portfolio, with the highest cost per order.
	A partial divergence also appears within a compliant account, and reporting it strengthens
	the analysis rather than weakening it. In the Men’s Fashion Shopee account, click-through rose from
	3.58 to 4.07 percent while click-to-order conversion fell from 5.70 to 4.26 percent. Average order
	value rose 9.7 percent from approximately Rp123,667 to Rp135,662, and it is this that carried return
	from 17.19 to 23.29 despite the conversion decline. Read through AIDA, the account expanded its
	upper funnel faster than its Action stage could absorb, but the additional traffic converted at higher
	value. Click-through alone would have overstated the improvement; the joint display makes the
	trade-off visible and prevents the account being read as uniformly successful.
	Section 3.5 positions Customer Perceived Value as the mediator between theory application
	and effectiveness, proxied by click-through rate. The integrated data supports this pathway in the
	three Shopee accounts, where click-through at or above the benchmark accompanies return
	improvement in every case. It does not support treating click-through as a sufficient proxy on its own,
	for two reasons visible in the joint display: the Coffee Products Shopee account improved its return
	by 27.7 percent while click-through fell, and the Men’s Fashion account improved its click-through
	while its conversion rate declined. The mediating relationship is therefore best stated conditionally.
	Perceived value, proxied behaviourally, mediates the relationship between theory application and
	effectiveness where product and platform are aligned, and the mediation weakens where they are
	not, which is what the two non-compliant accounts, both of which generated reach without
	converting it at viable cost, demonstrate.
	4.6 Summary
	The findings across three respondents and six managed accounts reveal a consistent pattern
	of partial, experiential and structurally divided marketing theory application. The Marketing Concept
	is the most consistently applied theory, present in all three respondents and accompanied by
	click-through of 4.07 percent in Men’s Fashion and 3.90 percent in Female Clothing in March, against
	a Shopee benchmark of approximately 2 to 3 percent, though applied through intuitive knowledge
	rather than formal documentation. The STP Framework is practised with real operational precision in
	platform segmentation, particularly by Respondent C, but without documented frameworks
	connecting positioning decisions to executional targeting settings, and with a measurable gap
	between stated platform selection theory and observed practice in the Coffee Products TikTok
	account, where return fell 20.1 percent. The 4Ps are collectively well covered, with Promotion and
	Price the strongest dimensions, Product addressed at three levels of depth across the respondents,
	and Place most developed by Respondent C but inconsistently applied across accounts. AIDA is the
	least formally implemented theory, scoring 1 of 3 for every respondent in Table 10, present as
	strategic architecture at the senior level and as platform allocation intuition at the specialist level, but
	absent as a documented, stage-specific campaign framework.
	The finding with the widest explanatory reach is the emergence of platform intelligence as a
	practical substitute for formal theoretical documentation. This substitution works in aligned contexts,
	producing a mean return gain of 41.0 percent and a mean cost per order reduction of 25.0 percent
	across the four compliant accounts, and fails in misaligned contexts, where the two non-compliant
	accounts averaged an 8.2 percent return decline and an 11.7 percent cost per order increase.
	The evidence therefore supports a conditional verdict rather than a uniform one. In the four
	accounts where theory application aligns with the agency’s own stated platform-product rules, the
	performance thresholds set out in Table 1 are met and H0 is rejected in favour of H1. In the two
	accounts where it does not, the thresholds are not met and H0 is retained. The inconsistency is not
	random. It follows a predictable pattern of senior-level strategic awareness without formal downward
	transmission, a promotion and conversion bias that serves impulse categories but limits efficiency in
	considered-purchase categories, and platform-embedded theory substitution that works where
	product-audience alignment is strong. Critically, Table 10 shows that the accounts do not differ
	meaningfully in how well their managers articulate theory, with index scores spanning only 5 to 7 of
	12 while returns span from −20.1 to +90.2 percent. What separates them is whether the theory was
	applied at the point of platform selection. This distinction is the central focus of the discussion in
	Chapter 5.
	Chapter 5
	Discussions
	present in principle and supported by the click-through evidence, but not verifiable as structurally
	consistent in process.
	5.3 STP Framework
	All three respondents demonstrated genuine segmentation intelligence. Respondent C’s
	five-platform audience map, Respondent A’s differentiation of TikTok from Instagram and Facebook,
	and Respondent B’s interest-based targeting collectively mirror the theoretical prescription of Wind
	(1978) for segment-specific, behaviour-driven targeting. In several respects the agency’s platform
	segmentation knowledge is more operationally precise than a standard academic STP exercise would
	produce, since it is expressed as decision rules with numeric thresholds rather than as descriptive
	categories.
	Positioning reveals the sharpest theory-practice gap in the dataset. Respondent A’s
	tagline-anchored positioning logic is theoretically sound but exists only at the senior level.
	Respondent B’s margin-driven client consultations and Respondent C’s promotion-based approach
	are commercially pragmatic but disconnected from any formal competitive analysis or documented
	positioning framework. Positioning decisions are made well but invisibly, which is why the STP
	Framework scores 2 of 3 for Respondents A and C and 1 of 3 for Respondent B in Table 10, and 3 for
	none of them.
	The consequences of this gap are most clearly evidenced by the coffee brand, managed on
	both Shopee and TikTok by Respondent A. On Shopee, return on ad spend rose from 5.89 to 7.52, a
	gain of 27.7 percent, while cost per order fell approximately 28.4 percent from Rp41,300 to Rp29,583.
	On TikTok, the same brand’s return on investment fell 20.1 percent from 8.62 to 6.89 while spend
	rose 56.1 percent and cost per order rose 26.0 percent. The same product, managed by the same
	person, over the same three months, produced a 47.8 percentage point divergence in return
	trajectory, which isolates platform selection as the primary strategic variable. The average order value
	figures make the mechanism explicit: the brand transacted at approximately Rp243,200 per order on
	Shopee and Rp129,222 on TikTok, so the platform was not merely converting less efficiently but
	selling a materially cheaper basket. Respondent A’s own segmentation logic identifies exactly this
	mismatch, yet TikTok remained the primary platform for the brand throughout the period without
	documented reconsideration. This is the clearest evidence in the dataset that a gap between stated
	STP awareness and applied STP practice carries a measurable cost.
	5.4 4Ps Model
	The literature warns that e-commerce agencies typically reside within the Promotion
	dimension of the 4Ps and that effectiveness depends on recognizing the interconnectedness of all
	four elements (Kotler and Armstrong, 2021). This pattern is confirmed precisely in the findings.
	Promotion is the most consistently applied dimension across all three respondents. Price is present
	primarily as discount management. Place is most developed in Respondent C's platform
	differentiation framework but inconsistently applied in practice. Product is addressed at varying
	depths across respondents without formal USP documentation.
	Collectively the three respondents cover all four dimensions more completely than any single
	account demonstrates, but this collective knowledge is not integrated into a shared campaign
	planning process. The coffee brand’s cross-platform contrast again illustrates the point. On Shopee,
	keyword placement, discount strategy and product cover optimization address Product, Price, Place
	and Promotion simultaneously within the platform’s own mechanics, producing return improvement
	from 5.89 to 7.52 with cost per order falling approximately 28.4 percent. On TikTok, promotional
	content volume was the primary lever applied, without the Place reconsideration the product
	category required, and return fell 20.1 percent while spend rose 56.1 percent. The failure mode is
	specifically a Place decision that was never subjected to the scrutiny routinely applied to Promotion,
	which is what the literature predicts when promotion-led strategy substitutes for multi-P integration.
	5.5 AIDA Model
	Funnel marketing is the only theory any respondent named explicitly, yet explicit funnel-stage
	budgeting and stage-specific creative execution are absent from the agency’s campaign architecture,
	and AIDA accordingly scores 1 of 3 for all three respondents in Table 10. The model is well suited to
	digital advertising because each stage maps directly to a measurable metric: impressions for
	Attention, engagement for Interest, add-to-cart for Desire, and conversion for Action (Lewis, 1898).
	The agency has full access to all of these through Shopee Seller Center and TikTok Ads Manager. The
	infrastructure for AIDA-guided management is in place; what is missing is deliberate stage-specific
	resource allocation.
	Respondent A's loss leader and traffic generator logic comes closest to explicit funnel
	architecture, mapping acquisition investment to the awareness stage and profit recovery to
	conversion. However, this operates at the product-portfolio level rather than the campaign-creative
	level. At the specialist level, funnel thinking manifests as a platform allocation intuition TikTok for
	awareness, Shopee for conversion without stage-specific budget or creative differentiation.
	The coffee brand’s cross-platform performance illustrates the consequence precisely. On
	Shopee, the platform’s purchase-intent environment places consumers at the Desire or Action stage
	on arrival, so a conversion-focused strategy is appropriate and effective. On TikTok, the same
	conversion-focused approach is applied to an audience at the Attention stage with no documented
	consideration-stage content bridging the gap. Increasing spend by 56.1 percent accelerated reach and
	produced 24.8 percent revenue growth, but return fell from 8.62 to 6.89 because the additional
	exposure was not converted. This is exactly the outcome AIDA predicts when funnel stages are
	skipped. The Men’s Fashion account shows a milder version of the same dynamic in a well-aligned
	context: click-through rose 13.7 percent while click-to-order conversion fell from 5.70 to 4.26 percent,
	and the account was carried by a 9.7 percent rise in average order value rather than by improved
	stage progression. That the pattern persists across the full study period in both accounts suggests the
	agency lacks a formal mechanism for diagnosing funnel blockage from data it already collects.
	5.6 Customer Perceived Value as Mediating Variable
	The study positions Customer Perceived Value as the mediating variable between marketing
	theory application and advertising effectiveness, using click-through rate as the primary proxy. The
	data provides directional but qualified support for this pathway. Across the three Shopee accounts,
	click-through at or above the benchmark accompanies return improvement in every case: Men’s
	Fashion at 3.58 to 4.07 percent with return rising from 17.19 to 23.29, and Female Clothing stable at
	3.81 to 3.90 percent with return rising from 8.99 to 9.94. This is consistent with Sweeney and Soutar’s
	(2001) finding that perceived value mediates between marketing stimuli and purchase intention.
	Two accounts qualify the proxy rather than the pathway. Coffee Products on Shopee
	improved its return by 27.7 percent while click-through fell from 2.40 to 2.17 percent, indicating that
	a narrowing but better-qualified click population can raise perceived value without raising the proxy.
	Men’s Fashion raised its click-through while its click-to-order conversion fell from 5.70 to 4.26
	percent, indicating that the proxy can rise without a corresponding rise in the conversion it is
	supposed to predict. Click-through therefore captures perceived value at the point of encounter, as
	Chaffey and Ellis-Chadwick (2019) argue, but not the depth of value required to complete a purchase.
	The coffee brand’s cross-platform divergence provides the most theoretically precise
	evidence for the conditions under which the mediated pathway operates. On Shopee, targeted
	audience alignment builds perceived value efficiently and converts into return improvement at an
	average order value of approximately Rp243,200. On TikTok, increasing reach investment did not
	build perceived value sufficiently for conversion at comparable value, and the same brand transacted
	at approximately Rp129,222. This is consistent with Woodruff’s (1997) hierarchical model: TikTok’s
	fast-content environment communicates attribute-level value effectively for low-involvement
	products, as the Muslimah Fashion account’s 90.2 percent return gain demonstrates, but is
	insufficient for higher-involvement products requiring consequence-level and goal-level value
	articulation before purchase.
	5.7 Revisiting the Hypothesis
	The evidence supports a conditional verdict rather than an absolute one, and the condition
	can be stated precisely.
	Where theory application aligns with the agency’s own stated platform-product rules, the
	data supports H1. Four of the six accounts met this condition, and every one improved on both
	measures used, averaging a 41.0 percent gain in return and a 25.0 percent reduction in cost per order.
	Click-through in the three Shopee accounts remained at or above the platform benchmark in all three
	months, consistent with the mediated pathway proposed in Section 3.5, and the Table 1 thresholds
	are met for the Marketing Concept, STP and 4Ps indicators, and for AIDA in the Female Clothing
	account.
	Where the application is misaligned, H0 is retained. The two non-compliant accounts
	averaged an 8.2 percent decline in return and an 11.7 percent increase in cost per order. In the Coffee
	Products TikTok account the deterioration reached 20.1 percent despite a 56.1 percent increase in
	spend, and it occurred during the strongest demand period in the Indonesian retail calendar. Here
	theoretical awareness was present in the respondent’s own words but absent from the decision
	actually taken, and its presence produced no measurable benefit.
	Table 10 sharpens the conclusion. Theory Application Index scores range only from 5 to 7 of a
	possible 12, a spread of two points, while return outcomes across the same accounts range from
	−20.1 to +90.2 percent, a spread of 110 percentage points. Articulation of theory does not discriminate
	between strong and weak accounts. Compliance with the agency’s own rules does,
	separating the two groups by 49.2 percentage points on return and 36.7 percentage points on cost
	per order. The operative variable is therefore not whether practitioners hold theoretical knowledge,
	which all three demonstrably do at a comparable level, but whether that knowledge is applied at the
	point of platform selection, which occurred in four cases out of six. This is consistent with Dwivedi et
	al.’s (2021) characterisation of digital marketing agencies as technically competent but strategically
	underdocumented. It also sets a precise target for the recommendations in Chapter 6: what is missing
	is not education but enforcement, and the absence of any score of 3 in Table 10 identifies exactly
	where enforcement would have to be introduced.
	5.8 Implications and Summary
	Three organizational mechanisms explain the theory-practice gap identified in this study.
	First, strategic theoretical knowledge is concentrated at the senior level and is not formally
	transmitted downward, making the agency's theoretical capability dependent on senior involvement
	rather than embedded in replicable processes. Second, platform intelligence functions as a practical
	substitute for formal STP and AIDA documentation, which is effective when product-platform
	alignment is intuitively clear but lacks the diagnostic power to identify and correct misalignment
	when performance deteriorates. Third, conversion pressure from monthly reporting cycles and
	seasonal campaign peaks systematically suppresses upper-funnel investment in favor of
	bottom-funnel conversion mechanics, a dynamic Dwivedi et al. (2021) identified as structurally
	common across digital marketing agencies.
	The most actionable implication is the codification of the agency's existing segmentation
	knowledge into a campaign brief template that requires explicit platform-product alignment
	assessment before budget allocation. The knowledge to do this already exists within the team
	Respondent C's price-threshold rule, Respondent A's buying power segmentation, and the collective
	platform-audience mapping across all three respondents and formalising it would close the primary
	gap identified in the STP and AIDA findings without requiring additional research investment. Table 10
	indicates the size of the opportunity: raising even the four theory-respondent cells currently scored at
	1 to a documented 3 would move the agency from a mean index of 6.3 of 12 to above 9 without
	adding a single new idea to what the team already knows. Chapter 6 presents the conclusions,
	limitations, and recommendations arising from these findings.
	Chapter 6
	Conclusion and Recommendation
	isolated as the primary strategic variable, and implicit theoretical knowledge is shown to be
	insufficient to prevent a 20.1 percent return decline in the one account where stated and applied
	theory diverged.
	The study’s principal contribution is the characterisation of how the theory-practice gap
	operates in this organisational context through three identifiable mechanisms: the concentration of
	strategic knowledge at the senior level without formal downward transmission, the substitution of
	platform intelligence for explicit theoretical frameworks, and the suppression of upper-funnel
	investment by conversion-stage performance pressure. Its secondary contribution is methodological.
	By scoring theoretical articulation and rule compliance as separate variables and displaying both
	against account performance, the study shows that the two are not interchangeable: articulation
	varied by two points across the team while outcomes varied by 110 percentage points, and it was
	compliance, not articulation, that tracked performance. These mechanisms are consistent with
	patterns identified in the broader digital marketing literature, suggesting relevance beyond this single
	case.
	6.2 Recommendations
	6.2.1 Codify Existing Segmentation Knowledge
	The agency already possesses sophisticated segmentation intelligence across its team.
	Respondent A's buying power segmentation framework, Respondent C's price-threshold rule, and the
	collective platform-audience mapping developed across all three respondents represent a substantial
	body of tacit knowledge that could be formalized into a campaign brief template. This template
	should require explicit platform-product alignment assessment before budget allocation, ensuring
	that the kind of product-platform mismatch observed in the coffee brand's TikTok account is
	identified and addressed at the planning stage rather than discovered through deteriorating
	performance data.
	6.2.2 Implement Funnel-Stage Budget Allocation for TikTok
	The findings indicate that TikTok campaigns for considered-purchase products require
	deliberate mid-funnel content investment that is currently absent from the agency's approach.
	Implementing a simple AIDA-stage budget allocation framework for TikTok accounts, distinguishing
	between awareness creative, consideration content such as product education and social proof, and
	conversion mechanics, would provide a structured mechanism for diagnosing and addressing the
	funnel blockages that are currently visible in the performance data but not connected to a corrective
	strategic response.
	6.2.3 Establish Cross-Level Strategy Reviews
	The senior-junior theory divide identified in this study represents a structural vulnerability in
	the agency's knowledge management. Monthly strategy review sessions structured around the four
	theoretical frameworks in this study would begin to close this gap, building specialist-level theoretical
	fluency over time and reducing the agency's dependence on senior manager involvement for
	strategic quality assurance. These sessions would not require external input, as the theoretical
	knowledge already exists within the senior management level and needs only to be made explicit and
	transmissible.
	6.3 Limitations and Future Research
	This study is subject to several limitations that should be considered when interpreting its
	findings. The single-agency case study design, while providing depth of contextual insight, limits the
	generalizability of the findings to other agencies operating in different organizational, cultural, or
	market contexts. The three-month study period, while capturing the commercially consequential
	Ramadan and Lebaran season, does not allow for the assessment of longer-term brand-building
	effects that full-funnel theory application would predict. The absence of engagement rate data for the
	TikTok accounts limited the operationalization of the Customer Perceived Value mediating variable, as
	only CTR rather than both proxy indicators could be applied consistently across all six accounts.
	A further limitation concerns the number of respondents. Three individuals were
	interviewed, constituting the entirety of one operational team. As Section 3.2.1 sets out, this is a
	deliberate total population sample rather than a shortfall, and it is what permits each respondent to
	be paired with the two accounts that respondent controls. It nonetheless limits the range of
	perspectives captured, and the findings should not be read as representative of the agency as a
	whole or of comparable agencies in the market.
	A further limitation concerns the Theory Application Index introduced in Section 3.6 and
	reported in Table 10. The scale was constructed for this study and coded by a single researcher, so the
	scores carry the interpretive judgement of one coder without an inter-rater reliability check. The
	distinction between a score of 1 and a score of 2 in particular rests on whether a respondent
	articulated a repeatable rule or merely reasoning consistent with one, a boundary that different
	coders might draw differently. The scores should therefore be read as a structured summary of the
	qualitative coding rather than as a measurement instrument, and their principal analytical function in
	this study is a negative one: to demonstrate that variation in theoretical articulation across the team
	is too small to explain variation in performance.
	A final limitation concerns the operationalisation of price point in the compliance
	classification. Respondent C’s Rp200,000 threshold refers to product unit price, but unit price lists
	were not made available for the six accounts, so average order value derived from platform revenue
	and order counts was used as the proxy. Average order value reflects basket composition rather than
	unit price, and no account exceeded Rp200,000 at basket level on TikTok. The compliance
	classification therefore rests on the broader distinction between considered-purchase and
	impulse-purchase categories, of which the price threshold is one indicator among several, rather than
	on the threshold alone. Cost per order for the three Shopee accounts is likewise derived from order
	counts that the platform reports rounded to the nearest hundred, making those figures accurate to
	within approximately five percent and suitable for comparison of direction and magnitude rather
	than for precise valuation.
	Future research could address these limitations by extending the study period, incorporating
	multiple agencies for cross-case comparison, and collecting more granular funnel-stage metrics to
	enable a more complete test of the Customer Perceived Value mediated pathway. Research
	examining whether formal theory training at the specialist level produces measurable improvements
	in account performance would also directly address the practical recommendations arising from this
	study.
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	Appendix
	Karakter TikTok juga berbeda karena berbasis video. Konten yang berhasil biasanya didukung musik,
	tren, gimmick, dan live streaming. Orang di TikTok cenderung mencari hiburan yang cepat dan
	menarik secara visual.
	Berbeda dengan Instagram. Di Instagram, audiens lebih memperhatikan estetika produk. Mereka
	melihat apakah produknya menarik secara visual, tampilannya bagus, dan cocok diposting atau tidak.
	Karena itu, strategi di Instagram lebih menonjolkan visual dan branding dibanding gimmick.
	Interviewer: Bagaimana menentukan pesan atau narasi utama yang dikomunikasikan kepada calon
	pelanggan?
	Respondent A: Biasanya dimulai dari tagline. Tagline itu sebenarnya merepresentasikan visi dan
	positioning brand. Brand ingin dikenal sebagai apa, itu yang harus konsisten disampaikan.
	Contohnya Wardah. Secara produk, Wardah mirip dengan brand kecantikan lain, tetapi mereka
	konsisten membangun positioning sebagai brand yang dekat dengan perempuan muslim. Karena itu,
	identitas brand mereka menjadi kuat di market tersebut.
	Contoh lain seperti Kopiko dengan tagline “Jagonya Kopi”. Saat itu masyarakat sedang menyukai kopi,
	dan Kopiko berhasil membuat produk kopi yang praktis dibawa ke mana-mana dalam bentuk permen.
	Tagline yang sederhana dan mudah diingat akhirnya membuat brand mereka kuat di pasar.
	Interviewer: Bagaimana memastikan pesan produk tetap konsisten di berbagai format iklan?
	Respondent A: Yang paling penting adalah jangan membuat pesan yang terlalu keras atau terlalu
	sempit sehingga sulit dikembangkan ke berbagai media. Pesan brand harus fleksibel dan mudah
	diterapkan di berbagai format komunikasi.
	Misalnya, jika sebuah brand sudah memiliki positioning yang kuat seperti Kopiko dengan konsep kopi
	praktis, maka pesan tersebut bisa diteruskan ke berbagai media promosi tanpa kehilangan identitas
	brand-nya.
	Interviewer: Apakah Anda juga memberikan rekomendasi kepada klien terkait pemilihan platform
	atau pendekatan produk di luar aktivitas periklanan?
	Respondent A: Pasti. Pemilihan platform harus disesuaikan dengan target market produknya.
	Misalnya produk Gen Z biasanya kurang cocok dipasarkan lewat Facebook. Sebaliknya, produk yang
	lebih premium atau glamour lebih cocok dipasarkan di Instagram karena audiensnya lebih sesuai.
	Kalau brand ingin hasil yang cepat dan lebih agresif, biasanya kami merekomendasikan TikTok. Jadi
	pemilihan platform tetap menjadi bagian dari strategi pemasaran secara keseluruhan.
	Interviewer: Bagaimana framework pemasaran diterapkan dalam pengelolaan kampanye sehari-hari
	untuk meningkatkan persepsi nilai pelanggan di Shopee dan TikTok?
	Respondent A: Semua tergantung pada karakter produknya. Tidak ada satu framework yang bisa
	diterapkan ke semua produk secara umum.
	Ada produk yang menggunakan strategi loss leader, yaitu “bakar uang” di awal untuk mendapatkan
	customer acquisition dalam jumlah besar, lalu keuntungan diambil dari pembelian berikutnya atau
	produk lainnya. Ada juga produk yang fokus sebagai traffic generator untuk menarik pembeli masuk
	ke toko sebelum diarahkan membeli produk lain.
	Strategi seperti ini cukup umum digunakan. Contohnya pada beberapa produk susu atau consumer
	goods yang berani mengeluarkan biaya akuisisi besar di awal demi membangun basis pelanggan
	terlebih dahulu. Jadi framework pemasaran selalu disesuaikan dengan tujuan dan karakter
	masing-masing brand.
	Interviewer: Terima kasih atas waktunya, Kak Ricky.
	Coffee Brand
	Respondent B
	Interviewer: Oke, recording sudah dimulai. Pertama, boleh perkenalkan diri terlebih dahulu?
	Respondent B: Halo, perkenalkan, saat ini saya bekerja di sebuah advertising agency di bidang digital
	marketing, khususnya menangani advertising atau ads.
	Interviewer: Informasi kunci apa tentang target audience klien yang biasanya kamu prioritaskan saat
	mengembangkan strategi kampanye, dan bagaimana hal tersebut memengaruhi arah kampanye?
	Respondent B: Biasanya saya melihat dari behavior target audience atau calon customer-nya terlebih
	dahulu. Misalnya kalau targetnya anak muda atau Gen Z, terutama di TikTok, maka konten yang
	digunakan harus lebih relate dengan gaya Gen Z.
	Kalau targetnya lebih dewasa, seperti baby boomers, tentu pendekatan kontennya juga berbeda dan
	lebih disesuaikan. Selain behavior, saya juga melihat demografi mereka, seperti usia, generasi, dan
	kebiasaan belanja mereka di platform seperti Shopee atau TikTok. Jadi strategi kampanye sangat
	dipengaruhi oleh bagaimana perilaku audiens tersebut.
	Interviewer: Untuk segmentasi sendiri, bagaimana cara Anda melakukan segmentasi target audience
	klien?
	Respondent B: Biasanya saya melihat interest mereka terlebih dahulu. Misalnya kalau targetnya
	perempuan, apakah mereka lebih tertarik ke fashion, skincare, atau kategori lainnya. Jadi sebenarnya
	kembali lagi ke behavior dan minat audiensnya.
	Interviewer: Apakah segmentasi di setiap platform berbeda atau cenderung sama?
	Respondent B: Kurang lebih sama. Yang membedakan biasanya hanya cara pengaturan campaign dan
	format kontennya saja. Behavior audiens di TikTok dan Shopee sebenarnya mirip, tetapi di TikTok kita
	lebih fokus menggunakan video sebagai format utama campaign.
	Interviewer: Dalam positioning produk, faktor apa saja yang biasanya kamu pertimbangkan saat
	memposisikan produk klien di pasar yang kompetitif?
	Respondent B: Biasanya kami diskusi dulu dengan owner terkait tujuan brand-nya. Apakah mereka
	ingin unggul di branding atau ingin bersaing lewat harga.
	Kalau ingin fokus pada branding, biasanya margin produk dibuat lebih besar sehingga positioning-nya
	dibangun lewat citra brand yang kuat. Namun kalau marginnya tipis dan harus bersaing dengan
	kompetitor, biasanya strategi diarahkan untuk mengejar quantity atau volume penjualan. Jadi
	positioning sangat bergantung pada tujuan bisnis dan strategi owner.
	Interviewer: Untuk branding, bagaimana cara menentukan pesan utama yang harus dikomunikasikan
	kepada calon pelanggan?
	Respondent B: Pertama, kita harus mencari tahu dulu value proposition dan unique selling point dari
	produk tersebut. Misalnya produk jas hujan, kita harus tahu apa yang ingin ditonjolkan, apakah
	kualitas bahan, ketahanan, atau fitur lainnya.
	Kalau unique selling point sudah jelas, maka branding dan pesan utama campaign bisa difokuskan
	pada keunggulan tersebut agar lebih konsisten dan mudah diingat oleh pelanggan.
	Interviewer: Lalu bagaimana cara memastikan pesan produk tetap konsisten di berbagai format iklan?
	Respondent B: Biasanya kami membuat satu design campaign atau key message utama yang
	digunakan di semua platform. Jadi ada satu pesan inti, misalnya dalam bentuk satu kalimat utama,
	yang dipakai secara konsisten di seluruh campaign dan media promosi.
	Pesan itu biasanya diambil dari value proposition atau pesan utama brand yang ingin disampaikan ke
	audiens.
	Interviewer: Apakah kamu juga memberikan rekomendasi kepada klien terkait pemilihan platform
	atau penempatan produk di luar aktivitas periklanan?
	Respondent B: Iya, tentu. Kami tidak hanya fokus pada optimasi iklan saja, tetapi juga melihat
	perkembangan organik toko. Biasanya kami tetap memberikan rekomendasi agar toko bisa
	berkembang secara keseluruhan, bukan hanya dari sisi ads.
	Interviewer: Bagaimana framework pemasaran diterapkan dalam pengelolaan kampanye sehari-hari
	untuk meningkatkan persepsi nilai pelanggan pada campaign Shopee dan TikTok?
	Respondent B: Misalnya pada campaign Shopee seperti campaign 5.5. Biasanya framework yang kami
	gunakan fokus pada pemberian diskon. Kami diskusikan dulu dengan owner terkait batas maksimal
	diskon yang bisa diberikan.
	Produk yang diberi diskon biasanya adalah produk best seller agar lebih menarik perhatian customer.
	Selain itu, campaign juga bisa didukung dengan program seperti flash sale untuk meningkatkan daya
	tarik promosi. Jadi framework-nya cukup beragam, tetapi untuk campaign seperti 5.5 biasanya fokus
	utamanya memang pada strategi diskon.
	Interviewer: Apakah ada teori marketing yang kamu gunakan atau ketahui?
	Respondent B: Salah satu yang paling sering digunakan adalah funnel marketing.
	Interviewer: Dan itu diaplikasikan dalam pekerjaan sehari-hari?
	Respondent B: Pasti. Funnel marketing menjadi salah satu dasar dalam menentukan strategi yang
	tepat. Selain itu, kami juga harus memahami customer journey agar bisa mengetahui pendekatan apa
	yang paling efektif untuk setiap tahap customer.
	Menurut saya, untuk ads di Shopee dan TikTok saat ini, funnel marketing dan customer journey
	adalah dua konsep yang paling penting.
	Interviewer: Oke, dari saya cukup pertanyaannya. Terima kasih dan selamat siang, Kak Isma.
	Respondent B: Oke, selamat siang.
	Men’s fashion t shirt
	Muslimah fashion
	Respondent C
	Interviewer: Selamat siang, boleh perkenalkan diri terlebih dahulu?
	Respondent C: Halo, selamat siang. Saat ini saya bekerja sebagai Ads Specialist.
	Interviewer: Informasi utama apa yang biasanya Anda pertimbangkan mengenai target audiens, dan
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