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ABSTRAK 

Hamidah Ath Thoihra, 2023: Efektivitas Iklan Melalui Media Sosial Tiktok 

Menggunakan Metode Epic (Studi Kasus Pada Tiktok @Tiktokmatahari). 

Skripsi, Jakarta: Program Studi D4 Pemasaran Digital, Fakultas Ekonomi, 

Universitas Negeri Jakarta.  

 

Penelitian ini bertujuan untuk mengetahui efektivitas iklan Matahari Departement 

Store melalui media sosial TikTok menggunakan metode EPIC (Empathy, Persuasion, 

Impact, Communication). Sampel yang digunakan pada penelitian ini berjumlah 202 

responden dengan kriteria yaitu mempunyai media sosial Tiktok, berdomisili di DKI 

Jakarta, serta berusia 17- 31 tahun. Penelitian ini menilai empat indikator utama, yaitu 

Empathy, Persuasion, Impact, dan Communication, yang merupakan bagian dari 

Metode EPIC. Hasil penelitian menunjukkan bahwa Metode EPIC sangat efektif dalam 

melakukan iklan di TikTok berdasarkan respons dari pengikut akun @tiktokmatahari.  

 

Kata Kunci : Efektivitas iklan, epic model, media sosial, tiktok, pakaian 
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ABSTRACT 

Hamidah Ath Thoihra, 2023: Effectiveness Of Advertising Through Tiktok Social 

Media Using The Epic Method (Case Study On Tiktok @Tiktokmatahari). Thesis, 

Jakarta: Applied Digital Marketing Undergraduate Study Program, Faculty of 

Economics, Jakarta State University. 

 

This research aims to determine the effectiveness of Matahari Department Store 

advertising via TikTok social media using the EPIC (Empathy, Persuasion, Impact, 

Communication) method. The sample used in this research consisted of 202 

respondents with the criteria being that they had Tiktok social media, lived in DKI 

Jakarta, and were aged 17-31 years. This research assesses four main indicators, 

namely Empathy, Persuasion, Impact, and Communication, which are part of the EPIC 

Method. The research results show that the EPIC Method is very effective in 

advertising on TikTok based on responses from followers of the @tiktokmatahari 

account. 

 

Keywords: Advertising effectiveness, epic model, social media, tiktok, fashion 
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