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ABSTRACT

Marketing Communication Campaign and Young People:
A Case Study of Shopee Haul

By

Cindy Meiliana
Muninngar Sri Saraswati,PhD, Advisor

SWISS GERMAN UNIVERSITY

This thesis focuses on the shopping haul campaign as a marketing communication

strategy of e-commerce and the response of young people. The purpose of this study

is to analyze the marketing communication strategy used by Shopee in running the

Shopee Haul campaign and to find out the response of young people to Shopee Haul

campaign using the AIDA model. This research is a qualitative case study, which uses

data collection methods of content analysis, in-depth interviews, and focus group

discussions. The study found that while the Shopee Haul campaign satisfied the AIDA

model, it was not sufficient to motivate young people to participate in the Shopee

Haul campaign despite their attention and interest to watch the Shopee Haul campaign

videos.

Keywords: Marketing Communication, Campaign Strategy, E-commerce, AIDA

Model, Young People, Consumer Response
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