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Abstrak 

Toko Istana Sprei menjual produk berupa sprei dan bedcover sejak tahun 2011. 

Hampir semua produk sprei dan bedcover yang ditawarkan adalah produksi sendiri dan Toko 

Istana Sprei melayani pemesanan sesuai keinginan pelanggan. Toko Istana Sprei 

memanfaatkan instagram sebagai media untuk berkomunikasi dengan para konsumen. Dari 

kegiatan promosi tersebut, konsumen akan melewati tahapan Attention, Interest, Desire, 

dan menggerakan tindakan Action. Tujuan penelitian ini adalah untuk mengetahui serta 

menganalisa pengelompokan tahapan AIDA melalui media sosial instagram pada konsumen 

Toko Istana Sprei. Teknik analisa yang digunakan adalah kluster non hirarki atau k-means 

clustering. Dari perhitungan terbentuk 2 Cluster. Cluster pertama beranggotakan 81 anggota 

dan diberi nama Peduli AIDA. Cluster kedua beranggotakan 19 anggota dan bernama Tidak 

Peduli AIDA. Berdasarkan hasil tersebut, maka disarankan kepada pihak Istana Sprei untuk 

lebih memperhatikan promosi yang dilakukannya melalui media sosial instagram agar 

konsumen membeli produk yang dipromosikan dan diharapkan Toko Istana Sprei 

menggunakan media sosial seperti Tiktok, Facebook, Telegram ataupun sejenisnya 

sehingga jangkauan pemasaran pada Toko Istana Sprei lebih luas dan penurunan 

volume penjualan Toko Istana Sprei saat ini bisa diatasi. 

 

Kata kunci: teori AIDA, komunikasi pemasaran 
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Abstract 

 The Istana Sprei Shop has been selling products in the form of bed sheets and bed 
covers since 2011. Almost all of the bed sheet and bed cover products offered are self -
produced and the Istana Bed Cover Shop serves orders according to customer wishes. The 
Istana Bed Sheet Store uses Instagram as a medium to communicate with consumers. From 
these promotional activities, consumers will go through the stages of Attention, Interest, 
Desire, and take action. The aim of this research is to find out and analyze the grouping of 
AIDA stages via Instagram social media among consumers of the Istana Sprei shop. The 
analysis technique used is non-hierarchical clustering or k-means clustering. From the 
calculations, 2 clusters were formed. The first cluster consisted of 81 members and was 
named Peduli AIDA. The second cluster consists of 19 members and is called Don't Care 
AIDA. Based on these results, it is recommended that Istana Sprei shop pay more attention 
to the promotions it carries out via Instagram social media so that consumers buy the 
products being promoted and it is hoped that the Istana Sprei shop will use social media 
such as Tiktok, Facebook, Telegram or the like so that the marketing reach at the Istana 
Sprei shop is greater. The area and decline in sales volume of the Istana Sprei store can now 
be overcome. 

 
Keywords : AIDA theory, marketing communications 
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