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Abstract 

This study aims to analyze the effectiveness of using daily vlogs in the marketing strategy of the 

film "Agak Laen" and understand how this approach influences audience enthusiasm. In the digital 

era that focuses on visual and interactive content, the success of a film depends not only on its 

production quality but also on the effectiveness of its marketing strategies. The urgency of this 

research lies in the need to understand the ever-changing dynamics of digital marketing and assess 

the potential of daily vlogs as an innovative marketing tool in the film industry. Utilizing a 

qualitative methodology with a field study approach, this research collects data through 

interviews, observations, and content analysis from the Official Agak Laen social media, as well 

as secondary sources such as reports and relevant literature. The study's findings reveal: First, 

the "Social Media Marketing Model of the Film Agak Laen" demonstrates that the integration of 

daily vlogs into the marketing strategy allows for deeper and more personal interactions with the 

audience, enhancing engagement and supporting the viral spread of content. Second, "Critique of 

Marketing Communication for Daily Vlog Film 'Agak Laen'" discusses the challenges faced, 

including the risk of over-saturation and audience skepticism towards aggressively promoted 

content. The study identifies that although daily vlogs are an effective tool for increasing visibility 

and engagement, this approach requires high authenticity and strategic management to avoid 

potential negative effects such as content fatigue among the audience. The recommendations 

include enhancing content personalization, utilizing audience analytics for better targeting, and 

balancing between promotion and providing added value to viewers. 
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INTRODUCTION 

Promotion is an integral part in the context of marketing communications (Mendes, 

2021). The evolution of social media has led to a shift in communication systems including 

marketing, becoming more efficient through digitalization. Historically, film promotion was 

confined to traditional media channels such as advertisements in cinemas and magazines, as 

well as trailers broadcast on television. However, with the advancements in digital 

technology, film promotion has undergone dramatic changes (Sinulingga, 2021).  

Today, film marketing campaigns leverage online platforms such as social media and 

video streaming to reach a broad and interactive audience Film trailers can be easily 

uploaded and disseminated through various online channels, while video streaming 

platforms utilize user data to target advertisements and recommendations to the appropriate 

audience. The main difference between past and present film promotions is that current 

strategies are more open, interactive, and tend to utilize digital technology and user data to 

reach audiences more effectively (Latha et al., 2020). 

Film promotion has become more effective on social media because these platforms 

allow for direct interaction with a broader and more open audience. Social media enables 

filmmakers and distributors to build closer relationships with fans through engaging and 
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relevant content, as well as through direct responses to comments and feedback. 

Additionally, social media allows for more precise targeting based on user interests and 

behaviors, enabling ads and promotional content to be presented to the audience most likely 

interested in the film (Hutapea & Wulansari, 2021).  

Film promotion has become more effective on social media because these platforms 

allow for direct interaction with a broader and more open audience. Social media enables 

filmmakers and distributors to build closer relationships with fans through engaging and 

relevant content, as well as through direct responses to comments and feedback. 

Additionally, social media allows for more precise targeting based on user interests and 

behaviors, enabling ads and promotional content to be presented to the audience most likely 

interested in the film (Liu et al., 2020). 

Social media has an effective mechanism for capturing and disseminating information 

to the public, including the ability to quickly share content, interaction features such as likes 

and shares, the use of tags or mentions to direct attention, and the capability to target specific 

audiences through advertising features. Through a combination of these mechanisms, social 

media becomes a highly effective tool in campaigning messages or information to a broad 

and relevant audience (Saputra, 2019). 

Agak Laen succeeded in attracting 8 million viewers since its release in cinemas on 

February 1, 2024. By March 12, 2024, this comedy film had reached 8,800,337 viewers 

(Riandi & Setiawan, 2024b), setting various records in the Indonesian film industry. The 

viewership of 8 million propelled Agak Laen to become the second highest-grossing 

Indonesian film of all time. One of the marketing strategies employed in the production of 

Agak Laen was the use of daily vlogs through the YouTube channel "Agak Laen Official." 

The film Agak Laen has surprised the Indonesian public and is set to premiere in America 

on March 22, 2024, in renowned cinemas in Los Angeles, Sacramento, San Francisco, and 

many others (Riandi & Setiawan, 2024a).The urgency of this research is to delve into the 

phenomenon of digital content consumption, particularly the daily vlogs at 

@agaklaenofficial, and to understand the level of audience enthusiasm for the film "Agak 

Laen". By tracking patterns of audience behavior and preferences on social media platforms, 

this study will not only provide deep insights into the dynamics of digital content 

consumption but is also relevant in the context of independent film marketing and the 

interaction between content creators and fans. Thus, the understanding derived from this 

research can contribute valuable insights in designing more effective promotional strategies 

and achieving success in an increasingly fragmented and dynamically changing market. 

 

LITERATURE REVIEW 

This research analyzes the use of daily vlogs for the film “Agak Laen” as a marketing 

medium. One of the primary reasons behind the popularity of daily vlogs is the human desire 

to connect and share (Desiana et al., 2019). This high level of engagement creates 

opportunities for brand partnerships, product promotions, and even monetization 

opportunities through advertising or direct support from fans (Printina, 2018). In today's 
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digital creative economy, daily vlogs have become a significant source of income for many 

individuals. 

In this context, the author analyzes several indicators of contemporary film marketing 

as units of analysis. These include: 1) Engagement (Ainul Wildan et al., 2021), 2) Social 

media campaign performance (Jovanica et al., 2022), 3) Brand (Mu & Zhang, 2021), 4) and 

4) Return on investment (ROI) which is necessary to assess the effectiveness of film 

marketing (Bosede et al., 2016). 

For a more in-depth analysis in the context of the literature review, the author adopts 

several previous studies for comparison with this article. These include: 

First, the study titled “Promotion Strategy at the Pre-Production Stage of the Film 'Haji 

Asrama' (HAS)” (Permana et al., 2019). which discusses the promotion strategies for the 

film "Haji Asrama" at the pre-production stage. In contrast, this research extends from the 

pre-production to the post-production stages. 

Next, the study titled “Promotion Strategy for the Film ‘Love for Sale 2” (Susanti & 

Wisesa, 2020). Which examines promotion strategies for the film "Love for Sale 2," focusing 

on the AIDA concept (Awareness, Interest, Desire, and Action) and the use of online media 

such as Instagram and YouTube. In contrast, this research focuses on social media 

marketing. 

Furthermore, the study titled “Promotion Strategy for the Film ‘Ada Apa Dengan Cinta 

2’ Through Online Media” (Ma’Arif et al., 2017). Discusses the motives and promotion 

strategies for the film "Ada Apa Dengan Cinta 2" through online media, including YouTube, 

social media, and collaborations with online media. The promotion strategy we use is similar 

to that of “Ada Apa Dengan Cinta 2,” but we have an advantage in using social media 

marketing strategy analysis. 

Lastly, the study titled “Distribution Strategy for the Film ‘Naura & Genk Juara” 

(Astuti, 2018)”, reviews the distribution strategies for the film "Naura & Genk Juara," 

including the use of cinemas, film roadshows, and online platforms, as well as partnerships 

with OTT apps. In contrast, this research employs social media marketing strategies. 

 

METHOD 

This study adopts a qualitative approach to analyze the impact of daily vlog uploads 

on the @agaklaenofficial account on audience enthusiasm for the film "Agak Laen" 

(Creswell, 2020; Weyant, 2022). In this research, the author utilizes a field research approach 

as the primary method to understand the dynamics of audience enthusiasm towards the film 

"Agak Laen" through vlogging activities on the @agaklaenofficial account (Américo et al., 

2022). This paper employs a constructivist paradigm as the philosophical foundation of the 

research, with the understanding that audience enthusiasm is constructed through 

experiences of interacting with social media content (Olsen & Pilson, 2022). 

Data collection techniques used in this study include interviews, observation, and 

media document analysis. The primary data sources for this research are the Agak Laen 

accounts on Instagram and YouTube. Secondary data sources include reports, scientific 

articles, and books relevant to the research topic. The data analysis technique employed in 
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this research is content analysis (Krippendorff, 2022). Data validity tests used in this study 

include triangulation with existing reference sources and expert data validation (Flick, 2020). 

   

RESULTS AND DISCUSSION 

The Film Social Media Marketing Model is Agak Laen 

In the competitive film industry, social media marketing plays a crucial role in 

attracting attention and rallying audience enthusiasm. "Agak Laen" serves as an exemplary 

case of how a film can leverage social media to not only meet but exceed box office 

expectations. This subsection will delve into the creative strategies adopted by the marketing 

team of "Agak Laen," which integrates digital elements and social interaction to optimize 

reach and influence public perception of the film. From the use of engaging spoilers to the 

involvement of public figures in promotions, these marketing efforts have significantly 

transformed how films are promoted in the digital era. Below is a tabulation of the 

observation results on YouTube gathered by the author: 

 

Tabel 1. Marketing of Agak Laen Films In Media YouTube 

Segment Theme Detail 

Podcast with Pandji 

Pragiwaksono 

Plot Haunted house business is not selling; a 

friend comes to help. 

Characters Variations of financial and personal issues 

among characters: gambling, military career, 

marriage, drugs. 

Explanation Ernest praises the film's approach of 

providing detailed explanations for character 

actions. 

Podcast with Kemal 

Palevi and Ernest 

Reception Ernest is surprised the film reached 8 

million viewers; discusses betting on viewer 

numbers. 

Release Time Film launch is considered timely during the 

presidential election and dominance of 

horror films. 

Content Effect Spoilers before airing greatly influence 

audience enthusiasm. 

Testimony by 

Luhut Binsar 

Pandjaitan 

Recommendations Luhut gives a score of 10/10, highly 

recommends the film. 

Emotions The film evokes various emotions: touched, 

happy, joyful. 

Press Conference 

Enthusiasm Tissa hopes the film reaches 11 million 

viewers, showing high enthusiasm. 

Character Roles Indah talks about the challenges of her 

serious role in a comedy. 
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Actor's Emotions Bene uses personal emotions in a scene with 

Okki, affecting performance. 

 

The marketing strategy implemented by the team of "Agak Laen" appears to have been 

designed with a keen understanding of the unique social and cultural circumstances at the 

time. They chose an opportune moment to launch the film, coinciding with the social media 

uproar due to the presidential election and the dominance of horror films in cinemas. "Agak 

Laen" emerged as a refreshing alternative that the public was eagerly awaiting, offering a 

new atmosphere that was desired by audiences who might have been tired of similar themes  

(Egha & Achsa, 2021). 

Marketing activities relied not only on traditional promotion but also smartly utilized 

spoilers as part of their communication strategy. The early exposure of content through 

spoilers before the film's release successfully created a buzz and increased curiosity and 

enthusiasm among viewers. This approach aided in building momentum and broadening the 

discourse about the film before it even began screening in theaters (Ramadhan & 

Chatamallah, 2022). 

In this way, the film not only effectively reached its target audience but also fostered 

ongoing dialogue among potential viewers, which ultimately contributed to its remarkable 

success at the box office. This innovative marketing approach, which combines a deep 

understanding of social dynamics and clever use of media elements, proved its effectiveness 

in a competitive industry (Zahrah et al., 2022). 

 

Tabel 2. Marketing of Films Agak Laen in Social Media YouTube 

Promotion 

Models 

Description 

Event Timing The film was released during the presidential election period and the 

dominance of horror films, capitalizing on the right social 

atmosphere. 

Content 

Marketing 

The use of spoilers in the promotional campaign to increase curiosity 

and engage the audience. 

Viral 

Marketing 

The film achieved rapid success with an increase in viewers just days 

after its release. 

Word of Mouth Discussions in podcasts and bets on viewer numbers demonstrate the 

effectiveness of word of mouth. 

Key Opinion 

Leader 

Testimonials from Luhut Binsar Pandjaitan, a high-ranking official, 

lend credibility to the push. 

Targeted 

Advertising 

The film's launch strategy targeted the needs and preferences of 

specific audience groups. 

 

In addition to YouTube, there has also been content marketing from the TikTok 

platform that provides interesting insights into the use of influencers and spontaneous 

interactions as promotional techniques. On January 30, 2024, Elsa Japasal, a well-known 
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influencer in Indonesia, used a direct approach to encourage her audience to watch the film. 

By personally and enthusiastically saying, "Hello, don't forget to watch the film 'Agak Laen' 

on February 1st at your nearest cinema, I'm watching it again. Watch it, let's go watch," Elsa 

not only informed about the film’s release date but also expressed her personal support for 

the film. This creates an emotional connection with her followers, which could increase the 

likelihood of them watching the film (Yupi & Heryadi Putri, 2023). 

Meanwhile, a conversation between Ernest Prakasa and his colleagues on July 27, 

2023, depicted a different marketing strategy focused on creating content involving humor 

and challenges (Santoni et al., 2023). In the discussion, Ernest challenged Indra to take the 

lead role, betting that the film could attract one million viewers. This conversation not only 

demonstrated confidence in the film’s potential but also invited the audience to be part of a 

larger narrative, a film developed from an idea that emerged from spontaneous discussions 

and collective enthusiasm. 

Such interactions on social media are highly effective because they naturally leverage 

audience engagement. The audience is not treated merely as passive viewers but as a 

community that can influence the course of film production. This creates a deeper sense of 

ownership over the film, motivating them to not only watch but also support its success 

(Walisah, 2019). Additionally, using social media to broadcast these interactions ensures 

that these moments have a wide reach, reinforcing the message that "Agak Laen" is a project 

born from participation and collective enthusiasm. 

The marketing strategies used here combine elements of: 1) viral marketing, 2) word 

of mouth, and 3) engagement marketing, where each element works together to create buzz 

around the film. This approach is not just about selling the film but about creating an 

inclusive and interactive experience that encourages the audience to interact and feel directly 

involved in the film’s success. Thus, "Agak Laen" uses the power of social media to 

transform the way films are promoted, making it more than just a viewing experience but 

also a social phenomenon. 

Furthermore, in the promotional content on Instagram for the film "Agak Laen", 

interactions among the cast combine humor with marketing strategies that hang on curiosity, 

an effective technique in creating engagement with the audience. The joking activities 

among the cast not only reflect a good familiarity and chemistry between them but also act 

as a mechanism to attract attention and build audience engagement in an informal way. The 

blend of absurd stories and the introduction of real-life story elements in jokes, such as 

"Perempuan Tanah Jahenam" and "Serigala Terkilir", indirectly offers insights into the 

creativity and nuance of humor that might be expected in the film. This approach aligns with 

the Uses and Gratifications theory, which emphasizes how active audiences seek media that 

satisfies their specific needs – in this case, the need for entertainment and information. 

The use of light spoilers at the end of the conversation is also an important tactic, where 

although the information given is simple, it is enough to keep the fire of curiosity without 

revealing crucial details of the plot. This triggers further discussions among followers on 

social media, reinforcing the viral effect of the content. According to the Media Richness 

Theory, social media as a rich communication tool allows versatile interactions involving 
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text, video, and direct comments, thus maximizing the impact and dissemination of 

information. This strategy not only supports the success of direct promotions but also adds 

value through word-of-mouth, as followers are likely to share content they find unique and 

engaging. Such an approach, which combines information and entertainment in a light 

format, demonstrates a deep understanding of how the dynamics of social media can be 

leveraged to maximize audience enthusiasm and engagement. 

 

Critique of the Marketing Communication of the Daily Vlog for the Film "Agak Laen" 

Agak Laen films can be categorized as a success and has gone quite viral in Indonesia. 

This is indicated by its entry into the international Box Office and the substantial viewer 

intensity, making it one of the top 10 highest-grossing films in Indonesian cinemas of all 

time. However, this model is not without criticism, allowing for refinement in its marketing 

approach. Below is the tabulation of critiques analyzed by the author: 

 

Tabel 3. Critique of Social Media Marketing for the Film "Agak Laen’ 

Model/ Observation 

Result 

Critique  

Event Timing Although the chosen timing is clever, relying on political or 

popular events can be risky if the public mood shifts 

dramatically. 

Content Marketing 

(Spoiler) 

The use of spoilers may limit new experiences for viewers in 

theaters, reducing the surprise and satisfaction of seeing an 

unexpected plot. 

Viral Marketing This strategy may not be sustainable in the long term and 

could have a negative impact if viral content is not well 

received by the public. 

Word of Mouth 

(Podcast Discussion) 

Overly positive discussions may not reflect the wider public 

opinion, potentially creating overly high expectations. 

Key Opinion Leader 

(Luhut Testimoni) 

Dependence on public figures can lead to skepticism, 

especially if the public feels that their opinions are not 

objective. 

Targeted Advertising It may feel too calculated or ignore audience segments that are 

not included in the targeted demographic. 

Influencer Marketing 

(Elsa Japasal) 

Criticism of authenticity; followers might doubt the sincerity 

of influencers if they feel like they are being sold something. 

Engagement Marketing Requires consistency and continuous effort, which can 

exhaust the marketing team and lead to audience fatigue. 

Podcast Pandji 

Pragiwaksono (Plot) 

If not explained properly, plot details can be misinterpreted, 

confusing, or disappointing to an audience expecting 

something else. 
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Podcast Ernest 

(Penerimaan) 

Surprise at high viewer numbers can create unrealistic 

expectations for subsequent films in the same franchise or 

genre. 

 

In the context of the marketing strategy adopted by the film "Agak Laen," the smart 

use of timing, aligning with political or popular events, though strategic, carries significant 

risks. Dependence on these external dynamics could backfire if the public's mood towards 

these events shifts dramatically (Chen & Chen, 2019). This could render a strategy 

previously considered effective less relevant or even counterproductive. 

The use of spoilers in content marketing is often seen as an attention-grabbing tactic, 

yet it also has the potential to limit the surprising experiences that could be enjoyed by 

audiences in theaters (du Plessis, 2022). When the plot or film twists are revealed too early, 

it may diminish satisfaction and curiosity, which are key to an enjoyable viewing experience. 

Viral marketing strategies that focus on the rapid spread of content through social 

media may be impressive initially but are not always sustainable in the long term (Puriwat 

& Tripopsakul, 2021). If the content that goes viral is not well received or elicits negative 

reactions from the public, it could negatively impact the perception of the film itself. 

Word-of-mouth approaches, particularly through highly positive podcast discussions, 

can create unrealistic expectations (Brilliantia et al., 2022). While these strengthen the buzz 

around the film, one-sided or overly optimistic discussions may not reflect a broader or 

objective public view, thus affecting the credibility of the information conveyed. 

The involvement of key opinion leaders, such as testimonials from well-known public 

figures, can enhance visibility and credibility. However, this is also prone to skepticism, 

especially if the public believes that these views may not be entirely objective or motivated 

by factors other than the film's quality itself. 

Targeted advertising, although effective in reaching specific audiences, can feel overly 

calculated and may neglect broader audience segments. This strategy could lead to alienation 

for those who do not feel included in the targeted demographics, reducing the film’s potential 

to reach a more diverse viewer base. 

Influencer marketing strategies, such as those employed by Elsa Japasal, are often 

effective in building personal connections with the audience. However, criticism arises when 

followers feel that the influencer is not authentic or overly commercial, which can undermine 

trust and the persuasive impact of the messages conveyed. 

Engagement marketing can indeed create deep and ongoing interactions with the 

audience, but this strategy requires significant effort and consistency from the marketing 

team. Without consistency, this approach can lead to fatigue for both the marketing team and 

the audience engaged with the campaign. 

Exposing plot details in podcasts by Pandji Pragiwaksono can lead to misinterpretation 

or confusion if not clearly communicated. Too specific or inaccurate details can disappoint 

audiences who may have different expectations or interpretations of the film based on that 

information. 



 
 
 

 

SINOMICS JOURNAL | VOLUME 3 ISSUE 3 (2024) 

WWW.SINOMICSJOURNAL.COM 
813 

 

ISSN (e): 2829-7350 | ISSN(p): 2963-9441 

Finally, discussions about the film's reception in podcasts by Ernest Prakasa, who was 

surprised by the high viewer numbers, can create unrealistic standards for subsequent films. 

This can raise expectations that cannot be met by other productions in the same genre or 

series, potentially causing disappointment among fans and critics. 

In the continuously evolving digital era, social media marketing has become a pivotal 

instrument in the film industry for reaching a broader audience and enhancing their 

engagement (Wujarso et al., 2023). The film "Agak Laen" is a prime example of how digital 

marketing, particularly through daily vlogs, can utilize social media platforms to not only 

meet but also exceed box office expectations. Social media marketing offers various 

interactive mechanisms that allow filmmakers to communicate directly with their audience, 

creating a more personal and responsive dialogue (Febiyanti, 2021). 

In the marketing context for "Agak Laen," the use of daily vlogs as a primary strategy 

has demonstrated how effective scheduled and consistent video content is in building a 

narrative around the film (Nainggolan et.al, 2021). According to Everett Rogers' Diffusion 

of Innovations theory, communication innovations like daily vlogs facilitate the spread of 

information and accelerate the adoption of products by the wider public. In this case, daily 

vlogs provide content that is not only informative but also entertaining, encouraging online 

word-of-mouth dissemination (Umam, 2021). 

The engagement strategies used in the "Agak Laen" marketing campaign reflect the 

principles outlined in the Network Effect theory, where the value of a product increases as 

more people use it or interact with it (Fahimah & Ningsih, 2022). Social media, with its vast 

global network, facilitates these interactions and allows the film to gain momentum through 

shares, likes, and comments, which in turn draw more viewers to theaters (Putra Perssela et 

al., 2022). 

However, digital marketing also faces challenges, particularly related to content 

saturation and difficulties in standing out among competitors (Felix et al., 2024). According 

to the Information Overload theory, modern consumers often feel overwhelmed by an excess 

of information, which can diminish the effectiveness of marketing messages. To counteract 

this, "Agak Laen" employs smart segmentation and targeting to ensure that their content 

reaches demographics most likely to be interested in the film, adhering to the principles of 

Targeted Advertising (Fitri, 2023). 

The use of key opinion leaders (KOLs) and influencers in promoting "Agak Laen" also 

demonstrates the application of the Social Proof theory, where people are more likely to 

engage with a product or service that appears popular or endorsed by individuals they respect 

or admire (Baharsyam & Wahyuti, 2022). Testimonials from well-known figures and their 

social influence provide the necessary social validation to attract a larger audience. 

However, this approach is not without risks. Dependence on influencers and KOLs can 

lead to criticisms of authenticity, as outlined in the Authenticity concept within marketing 

theory (Kusumah et al., 2023). Modern audiences tend to seek transparency and genuineness, 

and overly accelerated or forced promotions can influence negative perceptions of the film 

(Shoumi, 2019). 
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Therefore, it is crucial for marketers to consider the balance between innovation and 

saturation, personalization and generality, and authenticity and promotion, to maximize the 

impact of their social media marketing campaigns (Rahayu, 2022). In this way, films like 

"Agak Laen" not only achieve high box office performance but also maintain relevance in 

the eyes of an ever-changing audience  (Hidayat, 2019). 

The novelty of this research lies in the application of an in-depth analysis of the use of 

daily vlogs in the marketing strategy of the film "Agak Laen," offering new insights into the 

dynamics between digital media and its influence on audience behavior. Unlike previous 

studies which generally focus on the use of social media in general, this study specifically 

examines the synergistic effects between the daily uploaded video content and the 

interactions generated from that content on enhancing audience enthusiasm. Through this 

approach, the study not only expands understanding of the effectiveness of digital marketing 

strategies in the film industry but also provides a strategic framework for the use of digital 

media in building and sustaining audience interest, offering a new perspective in film 

marketing studies that can be adopted by other film producers to maximize audience 

engagement. 

  

CONCLUSION 

The conclusion of this study reaffirms that the use of daily vlogs as a marketing tool 

in promoting the film "Agak Laen" has successfully created and significantly enhanced 

audience enthusiasm. This analysis demonstrates that a combination of engaging content and 

authentic interactions through social media platforms can have a substantial impact on 

viewers and their influence on the commercial success of the film. Daily vlogs, with their 

dynamic and interactive format, have proven not only as a promotional tool but also as a 

medium for building an actively engaged viewer community, providing feedback and 

promoting the film through their networks. 

Based on the findings of this study, it is recommended for filmmakers and marketers 

in the entertainment industry to intensify the use of daily vlogs as part of their marketing 

strategies. This strategy should be combined with accurate audience data analysis to tailor 

content that is more personal and relevant to viewer preferences. Additionally, it is crucial 

to ensure the authenticity of interactions in each content presented, avoiding over-promotion 

that can reduce positive audience perceptions. Strengthening collaborations with influencers 

and online communities will also enhance the reach and effectiveness of marketing 

campaigns, leveraging the potential viral effects of social media to support the success of the 

film in a competitive market. 
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