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ABSTRAK 

Penelitian ini bertujuan menganalisis strategi pemasaran digital melalui TikTok 

terhadap perkembangan penjualan Bumilindo, distributor resmi Samsung di 

Indonesia. Metode penelitian menggunakan pendekatan deskriptif kualitatif 

melalui wawancara, observasi, dan dokumentasi. Fokus kajian meliputi tiga 

dimensi strategi TikTok: konten organik, kolaborasi influencer, dan promosi 

cicilan 

Hasil penelitian menunjukkan konten organik yang edukatif meningkatkan 

brand awareness, kolaborasi influencer memperluas jangkauan dan membangun 

kepercayaan, sedangkan promosi cicilan mendorong konversi pembelian. 

Strategi ini terbukti meningkatkan penjualan hingga 50% serta memperkuat 

loyalitas pelanggan. 

Kata kunci: strategi pemasaran digital, TikTok, konten organik, kolaborasi 

influencer, promosi cicilan, penjualan. 
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ABSTRACT 

This study aims to analyze digital marketing strategies through TikTok on the sales 

growth of Bumilindo, an official Samsung distributor in Indonesia. The research 

employed a descriptive qualitative approach using interviews, observations, and 

documentation. The focus of the study covers three dimensions of TikTok strategy: 

organic content, influencer collaboration, and installment promotion. 

The results show that educational organic content increases brand awareness, 

influencer collaboration expands reach and builds trust, while installment 

promotions drive purchase conversion. This strategy has been proven to increase 

sales by up to 50% and strengthen customer loyalty. 

Keywords: digital marketing strategy, TikTok, organic content, influencer 

collaboration, installment promotion, sales. 
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