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ABSTRAK 

ELVA MUHARANI. Analisis Perbandingan Campaign di Media Sosial 
Antara Produk Aqua dan Le Minerale Dengan Menggunakan Metode Sentiment 
Analysis. Dibimbing oleh HARDIANA WIDYASTUTI 

 
Air minum dalam kemasan penting untuk memenuhi kebutuhan air minum 

sehari-hari. Banyak pengguna media sosial yang membagikan pendapat dan 
pengalamannya terkait produk air minum dalam kemasan. Penelitian ini bertujuan 
membantu perusahaan memahami opini dan preferensi pelanggan dari media sosial 
sehingga dapat mengidentifikasi kekuatan dan kelemahan produk, layanan, dan 
merek mereka. Data yang digunakan adalah data primer yang berisi postingan dari 
beberapa media sosial dengan memperhatikan jumlah like, komentar, dan analisis 
sentimen teks media sosial dalam bentuk data tabel yang dapat divisualisasikan 
untuk melihat opini dan sentimen pengguna media sosial, dengan kata kunci “Sehat 
Aqua” dan “Le Mineral”. Proses analisis sentimen menghasilkan diagram sebaran 
media sosial, grafik trend pembahasan produk, wordcloud, dan grafik perbandingan 
jumlah like. Hasil analisis sentimen untuk produk Le Minerale lebih positif daripada 
Aqua. Output dari analisis matriks SIPOC yaitu rekomendasi campaign, strategi 
media sosial, campaign kesehatan lingkungan, campaign kandungan bromat, saran 
endorsement, dan strategi campaign kemasan. 
 
Kata kunci: analisis sentimen, aqua, le minerale, media sosial 
 

ABSTRACT 

ELVA MUHARANI. Comparative Analysis of Campaigns on Social Media 
Between Aqua and Le Minerale Products Using Sentiment Analysis Method. 
Supervised by HARDIANA WIDYASTUTI 
 

Bottled drinking water is a choice to meet daily drinking water needs. Many 
social media users share their opinions and experiences regarding bottled drinking 
water products. This research aims to help companies understand customer opinions 
and preferences from social media to identify the strengths and weaknesses of their 
products, services, and brands. The data used is primary data which contains posts 
from several social media by paying attention to the number of likes, comments, 
and sentiment analysis of social media texts in the form of table data which can be 
visualized to see the opinions and sentiments of social media users, with the 
keywords "Sehat Aqua" and "Le Mineral". The sentiment analysis process produces 
social media distribution diagrams, product discussion trend graphs, wordclouds, 
and comparison graphs of the number of likes. The sentiment analysis results for 
Le Minerale products are more positive than those for Aqua. The output from the 
SIPOC matrix analysis is campaign recommendations, social media strategies, 
environmental health campaigns, bromate content campaigns, endorsement 
suggestions, and packaging campaign strategies. 

 
Keywords: aqua, le minerale, sentiment analysis, social media 
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