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ABSTRAK 

Sefira Tiara Wardhany, 202010415082. Peran Brand Ambassador 

“Agnes Monica” Sebagai Promosi Produk Freshcare Melalui Iklan Televisi 

RCTI (Studi Deskriptif Kualitatif Pada Karyawan Supermarket Jakarta 

Garden City). Dibimbing oleh Hani Astuti S.Sos., M.I.Kom. Program Studi 

Ilmu Komunikasi, Fakultas Ilmu Komunikasi, Universitas Bhayangkara 

Jakarta Raya. 

 

Penggunaan Brand Ambassador (BA) sekaligus dengan promosi merupakan 

strategi pemasaran umum untuk meningkatkan penjualan. Tujuan penelitian ini 

adalah untuk mengetahui peran Brand Ambassador “Agnes Monica” sebagai 

promosi produk Freshcare melalui iklan televisi RCTI. Penelitian menggunakan 

pendekatan kualitatif dengan metode deskriptif untuk memahami secara mendalam 

fakta-fakta yang didapatkan di lokasi penelitian terkait peran Brand Ambassador 

“Agnes Monica” sebagai promosi produk freshcare melalui iklan televisi RCTI. 

Pada penentuan informan, digunakan teknik purposive sampling dengan beberapa 

kriteria yang telah ditentukan. Adapun teknik pengumpulan data dilakukan melalui 

wawancara, observasi, dan dokumentasi. Hasil dari penelitian yaitu adanya adanya 

attention, interest, search, action dan share. Attention, dengan durasi 16-30 detik 

terdapat beberapa strategi untuk membangun perhatian audiens dalam melihat atau 

menonton iklan. Interest, dengan banyaknya varian dan wangi freshcare, ditambah 

dengan pembawaan Brand Ambassador menciptakan opsi yang beragam sehingga 

setiap varian terasa memiliki fungsi unik dan memperluas pilihan konsumen 

terutama pada varian freshcare smash. Search, internet mendukung pencarian 

informasi produk freshcare, dengan Agnes Monica sebagai brand ambassador yang 

mendorong penonton untuk mencari lebih lanjut. Action, terdapat beberapa hal yang 

mendorong audiens untuk memutuskan pembelian produk freshcare melalui iklan 

yang ditayangkan di televisi RCTI. Share, dengan ketersediaannya yang luas di 

warung kecil hingga besar, seringkali menjadi pilihan favorit konsumen. Ini 

mendorong orang-orang yang menyukai produk tersebut untuk 

merekomendasikannya kepada orang lain. Attention menjadi poin dominan dalam 

iklan produk freshcare di RCTI. Penggunaan strategi yang menyita perhatian pada 

iklan tersebut berhasil menciptakan dampak positif sejak tahap awal, mendukung 

keputusan pembelian konsumen. Produk freshcare smash, dengan keberagaman 

manfaat yang ditawarkan, menjadi pilihan utama konsumen, sehingga 

meningkatkan minat konsumen. 

 

Kata Kunci : Brand Ambassador (BA), AISAS (Action, Interest, Search, Action, 

dan Share), Promosi, Freshcare. 
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ABSTRACT 

Sefira Tiara Wardhany, 202010415082. The Role of Brand Ambassador "Agnes 

Monica" as a Promotion of Freshcare Products Through RCTI Television 

Advertisements (Qualitative Descriptive Study on Jakarta Garden City 

Supermarket Employees). Supervised by Hani Astuti S.Sos., M.I.Kom. 

Communication Studies Program, Faculty of Communication Sciences, 

Bhayangkara University, Greater Jakarta. 

The use of brand ambassadors (BA) along with promotion is a common marketing 

strategy to increase sales. The purpose of this study is to determine the role of 

brand ambassador "Agnes Monica" as a promotion of freshcare products through 

RCTI television advertisements. The research used a qualitative approach with 

descriptive methods to deeply understand the facts obtained at the research 

location related to the role of brand ambassador "Agnes Monica" as a promotion 

of freshcare products through RCTI television advertisements. In determining 

informants, purposive sampling technique was used with several predetermined 

criteria. The data collection techniques were carried out through interviews, 

observation, and documentation. The results of the research are attention, 

interest, search, action and sharing. Attention, with a duration of 16-30 seconds, 

there are several strategies to attract the audience's attention when viewing or 

watching advertisements. Interesting, with the many variants and fragrances of 

freshcare, coupled with the presence of the Brand Ambassador, it creates a 

variety of options so that each variant feels like it has a unique function and 

expands consumer choices, especially the freshcare smash variant. Search, the 

internet supports the search for freshcare product information, with Agnes 

Monica as a brand ambassador who encourages viewers to search further. 

Action, there are several things that encourage the audience to decide to purchase 

freshcare products through advertisements broadcast on RCTI television. Share, 

with its wide availability in small to large stalls, is often a favorite choice for 

consumers. This encourages people who like the product to recommend it to 

others. Attention is the dominant point in advertising Freshcare products on 

RCTI. The use of attention-grabbing strategies in advertising succeeded in 

creating a positive impact from the early stages, supporting consumer purchasing 

decisions. Freshcare smash products, with the diversity of benefits offered, have 

become consumers' main choice, thereby increasing consumer interest. 

 

Keywords: Brand Ambassador (BA), AISAS (Action, Interest, Search, Action, and 

Share),Promotion, Freshcare. 
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