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ABSTRAK 

Usaha ikan salai patin di Desa Koto Masjid, Kecamatan XIII Koto Kampar, 

Kabupaten Kampar merupakan salah satu sumber penghidupan utama masyarakat. 

Namun, masih banyak pelaku usaha yang memasarkan produknya secara 

tradisional sehingga jangkauan pasar menjadi terbatas. Penelitian ini bertujuan 

untuk mengetahui penerapan serta menganalisis tingkat peranan Digital 

Marketing dalam pemasaran ikan salai patin. Penelitian dilakukan pada Mei 

hingga Agustus 2025 dengan pendekatan mixed method melalui teknik survei dan 

wawancara. Hasil penelitian menunjukkan bahwa Digital Marketing telah 

diterapkan secara aktif dan terstruktur, dengan memanfaatkan media sosial seperti 

Facebook, WhatsApp, dan Instagram. Frekuensi promosi berkisar antara satu 

hingga sepuluh kali dalam tiga minggu. Evaluasi dilakukan melalui pesan dan 

komentar pelanggan. Dampaknya cukup signifikan, seperti peningkatan jangkauan 

pasar ke wilayah Batam, Aceh, Pekanbaru, serta peningkatan kapasitas produksi 

dari 9,6 ton menjadi 12 hingga 16 ton per bulan. Selain itu, total 118 pembeli 

diperoleh hanya dalam satu minggu dari ketiga platform media sosial tersebut. 

Tingkat peranan Digital Marketing berdasarkan empat indikator mencapai skor 

total 484 dengan rata-rata 3,46 dan masuk dalam kategori Sangat Berperan. Hasil 

ini menegaskan bahwa Digital Marketing memiliki kontribusi penting dalam 

pengembangan usaha ikan salai patin secara berkelanjutan. 

Kata Kunci: Salai Patin, Pemasaran, Media Sosial 
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ABSTRACT 

The smoked catfish (salai patin) business in Koto Masjid Village, XIII Koto 

Kampar Subdistrict, Kampar Regency, is one of the main sources of livelihood for 

the local community. However, many business owners still rely on traditional 

marketing methods, limiting their market reach. This study aims to examine the 

implementation and analyze the significance level of Digital Marketing in 

promoting smoked catfish products. The research was conducted from May to 

August 2025 using a mixed-method approach through surveys and interviews. The 

findings show that Digital Marketing has been actively and systematically 

applied, utilizing social media platforms such as Facebook, WhatsApp, and 

Instagram. Promotional content is posted between one and ten times over three 

weeks. Evaluation is conducted by reviewing customer messages and comments. 

The impact is significant, marked by expanded market reach to areas such as 

Batam, Aceh, and Pekanbaru, and increased production capacity from 9.6 tons to 

12 and even 16 tons per month. Furthermore, a total of 118 buyers were recorded 

within just one week across the three platforms. The overall Digital Marketing 

score reached 484 with an average of 3.46, categorized as Highly Influential. 

These results affirm that Digital Marketing plays a crucial role in the sustainable 

development of the smoked catfish business. 

Keywords: Salai Patin, Marketing, Social Media 
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