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ABSTRAK 

 

AJ Boutique Hotel merupakan hotel yang baru beroperasi sekitar tiga tahun, 

namun telah menunjukkan perkembangan yang signifikan melalui peningkatan 

okupansi yang didukung oleh pemanfaatan TikTok sebagai sarana promosi. Akun 

TikTok AJ Boutique Hotel juga paling unggul dibanding hotel sejenis. Penelitian 

ini bertujuan untuk menganalisa dan mendeskripsikan pemanfaatan TikTok AJ 

Boutique Hotel dalam membangun brand awareness. Paradigma penelitian ini 

adalah konstruktivis dengan metode kualitatif deskriptif, yang menggunakan 

purposive sampling karena berdasarkan kriteria untuk mengetahui peristiwa secara 

mendalam. Pengumpulan data dilakukan melalui observasi, wawancara, dan 

dokumentasi, dengan analisa berupa reduksi data, penyajian data, dan penarikan 

kesimpulan. Hasil penelitian menunjukkan bahwa tingkat brand awareness AJ 

Boutique Hotel berada pada tahap brand recognition, yang dimunculkan melalui 

pemanfaatan sebelas fitur TikTok dengan mengacu pada teori The Circular Model 

of SOME. Fitur tersebut diantaranya,  editing tools, penggunaan musik viral, auto 

subtitle, kombinasi hashtag primer dan sekunder, profil dan biodata yang 

menampilkan identitas hotel seperti logo dan nama, For Your Page (FYP), kolom 

komentar, pesan langsung, tag lokasi, siaran langsung, serta fitur share. Selain itu, 

akun TikTok @ajboutiquehotel993 menerapkan gaya promosi storytelling dengan 

pemilihan waktu unggah yang tepat, serta penggunaan hook yang 

menarik. Pemanfaatan fitur-fiitur tersebut terbukti efektif dalam menampilkan 

keunggulan hotel dan memperkuat brand awareness melalui konten visual yang 

kreatif, interaktif, dan menarik bagi audiens. 

 

Kata kunci: TikTok, AJ Boutique Hotel, The Circular Model of SOME, Brand 

Awareness 
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ABSTRACT 

 

AJ Boutique Hotel has been operating for approximately three years, yet it has 

demonstrated significant growth through increased occupancy supported by the use 

of TikTok as a promotional medium. The hotel’s TikTok account also outperforms 

those of similar hotels. This study aims to analyze and describe how AJ Boutique 

Hotel utilizes TikTok to build brand awareness. The research adopts a constructivist 

paradigm with a descriptive qualitative method, using purposive sampling based 

on specific criteria to gain an in-depth understanding of the observed phenomena. 

Data were collected through observation, interviews, and documentation, and were 

analyzed through data reduction, data presentation, and conclusion drawing. The 

findings indicate that the brand awareness level of AJ Boutique Hotel is at the brand 

recognition stage, which is formed through the use of eleven TikTok features based 

on The Circular Model of SOME. These features include editing tools, viral music 

usage, auto subtitles, a combination of primary and secondary hashtags, a profile 

and bio displaying the hotel’s identity such as its logo and name, the For Your Page 

(FYP) algorithm, the comment section, direct messages, location tags, live 

streaming, and the share feature. In addition, the TikTok account 

@ajboutiquehotel993 employs a storytelling-based promotional style, utilizes 

optimal posting times, and incorporates engaging hooks. The use of these features 

has proven effective in showcasing the hotel’s strengths and strengthening brand 

awareness through creative, interactive, and visually appealing content. 

 

Keywords: TikTok, AJ Boutique Hotel, The Circular Model of SOME, Brand 

Awareness 

  


