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INTISARI 

 

Viral-nya thread “KKN di Desa Penari” yang ditulis oleh SimpleMan 

dimedia sosial Twitter 2019 silam tentu menarik banyak perhatian, salah satunya 

adalah MD Pictures. MD Pictures merupakan salah satu rumah produksi film yang 

akhirnya mendapat ijin untuk menggarap cerita ini menjadi film bergenre horor 

berjudul “KKN di Desa Penari”. Sayangannya film yang dijadwalkan rilis pada 

Maret 2020 ini harus tertunda penayangannya selama 2 tahun karena pandemi 

Covid-19. Film yang akhirnya rilis pada April 2022 ini pun mampu mengukir 

sejarah baru film terlaris sepanjang masa dengan 9,2 juta penonton dalam satu bulan 

penayangan. 

Penelitian ini bertujuan untuk mengetahui strategi pemasaran film “KKN di 

Desa Penari” yang berhasil menjaga eksistensinya selama penundaan penayangan 

2 tahun dan berhasil meraih 9,2 juta penonton dalam 1 bulan penayangan. Metode 

penelitian yang digunakan adalah kualitatif dengan pendekatan deskriptif. Proses 

pengambilan data dengan observasi dan dokumentasi melalui media sosial resmi 

MD Pictures. Hasil penelitian mengungkapkan strategi pemasaran film “KKN di 

Desa Penari” bertumpu pada penerapan konsep AIDA dalam upaya 

mempertahankan eksistensi film agar tetap menjadi top of mind di masyarakat. 

Kesimpulan dari penelitian ini, strategi pemasaran dengan menggunakan konsep 

AIDA menjadi pondasi utama kesuksesan film “KKN di Desa Penari” dengan 

memanfaatkan momentum viral-nya thread “KKN di Desa Penari” dimedia sosial 

Twitter yang dipadukan dengan promosi dengan konsep AIDA menjadikan film ini 

mendapat sorotan lebih dari audiens dan mampu menjaga eksistensinya ditengah 

penundaan penayangan selama pandemi Covid- 19. 

 

Kata kunci : Strategi Pemasaran, Eksistensi, Media sosial, Konsep AIDA 
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ABSTRACT 

 

The viral thread "KKN in the Dancer Village" written by SimpleMan on 

social media Twitter in 2019 certainly attracted a lot of attention, one of which was 

MD Pictures. MD Pictures is one of the film production houses that finally got 

permission to work on this story into a horror film entitled "KKN in the Dancer 

Village". Unfortunately, the film, which was scheduled for release in March 2020, 

had to be delayed for 2 years due to the Covid-19 pandemic. The film, which was 

finally released in April 2022, was also able to make new history for the highest- 

grossing film of all time with 9.2 million viewers in one month of broadcast. 

This study aims to determine the marketing strategy for the film "KKN in 

the Dancer Village" which managed to maintain its existence during the 2-year 

broadcast delay and managed to reach 9.2 million viewers in 1 month of broadcast. 

The research method used is qualitative with a descriptive approach. The process 

of collecting data is through observation and documentation through the official 

MD Pictures social media. The results of the research reveal that the marketing 

strategy for the film "KKN in the Dancer Village" relies on the application of the 

AIDA concept in an effort to maintain the existence of the film so that it remains top 

of mind in society. The conclusion from this study, the marketing strategy using the 

AIDA concept became the main foundation for the success of the film "KKN in the 

Penari Village" by taking advantage of the viral momentum of the "KKN in the 

Penari Village" thread on Twitter social media combined with promotion with the 

AIDA concept making this film receive the spotlight more than the audience and 

able to maintain its existence in the midst of broadcast delays during the Covid-19 

pandemic. 

 

Keyword : Marketing Strategy, Existence, Social Media, AIDA Concept 


