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Anggita Puspitasari /41182037150045 
Strategi Digital Marketing Communication Creative AGENCY ” Visualabs”  
Dalam meningkatkan Jumlah Pengguna Jasa 
Di Bawah Bimbingan Siti Khadijah 
 
 
Penelitian ini bertujuan untuk mengetahui bagaimana strategi digital marketing 

Komunikasi yang dilakukan oleh Visualabs. Visualabs  merupakan perusahaan 

bergerak dibidang jasa yang meraih sukses dalam meraup penjualan. Penelitian ini 

bertujuan untuk menjelaskan bagaimana analisis strategi digital marketing 

komunikasi visualabs yang berpusat pada media sosial Instagram. Hal tersebut 

menunjukan bahwa Agency Jasa Digital Marketing bukan hal yang mudah dan 

diperlukan strategi komunikasi pemasaran dalam membangun bisnis tersebut.  

Penelitian ini merupakan penelitian deskriptif kualitatif. Teknik pengumpulan data 

menggunakan observasi, wawancara, dan dokumentasi.Dalam penelitian ini 

penulis menggunakan paradigma deskriptif kualitatif. Narasumber dalam 

pengambilan data yaitu Bapak Alun Bening selaku founder dari Visualabs dan 

Dena selaku Tim Visualabs. Serta melakukan observasi pada media sosial dan 

instagram lainnya yang mendukung penulisan Tugas Akhir ini.  Pada penelitian 

ini penulis menggunakan metode Digital Marketing komunikasi dan  analisa 

komunikasi pemasaran jasa 7P (Product, Price, Place, Promotion, people, proses, 

physical evidence). Berdasarkan hasil dari penelitian Visualabs melibatkan peran 

komunikasi pemasaran jasa ( Marketing 7P ) serta digital marketing dalam hampir 

seluruh kegiatan pemasaran dan penjualan visualabs. visualabs memasarkan 

produknya jasanya secara online dengan melakukan optimalisasi digital marketing 

tools secara terintegrasi.   

 

Kata Kunci : Digital Marketing komunikasi, Marketing 7P. 



 
 

ABSTRACT 
 

 Universitas Islam 45 Bekasi  
 Study of Communication Science
 Faculty of Communication, 
Literature and 
 Language 2022 
 

Anggita Puspitasari / 41182037150045 
Digital Marketing Communication Creative Agency  ”Visualabs” Strategy  
In Increase The Number of Service Users 
Under the guidance Siti Khadijah 
 
 
 This study aims to find out how the digital marketing communication 

strategy is carried out by Visualabs. Visualabs is a company moving on in the 

service sector that has succeeded in gaining sales. This study aims to explain how 

to analyze visualabs digital marketing communication strategies centered on 

Instagram social media. This shows that the Digital Marketing Service Agency is 

not an easy thing and a marketing communication strategy is needed in building 

the business. This research is a qualitative descriptive study. Data collection 

techniques using observation, interviews, and documentation. In this study, the 

author uses a qualitative descriptive paradigm. The resource persons in data 

collection were Mr. Alun Bening as the founder of Visualabs and Dena as the 

Visualabs Team. As well as making observations on other social media and 

Instagram that support the writing of this Final Project. In this study the authors 

use the method of Digital Marketing communication and analysis of the 

Marketing Communication 7P (Product, Price, Place, Promotion, people, proses, 

physical evidence).  Results Based on Visualabs research, it involves the role of 

service marketing communication (Marketing 7P) and digital marketing in almost 

all marketing and sales activities of Visualabs. visualabs markets its services 

online by optimizing digital marketing tools in an integrated manner.  

 
Key Note : Marketing Digital Communication, Marketing 7P. 
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