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ABSTRAK

Penelitian studi kasus ini bertujuan guna menganalisis konten social media Restoran
Kalpatree Bandung. Studi penelitian ini dijalankan berdasarkan data yang diperoleh
dari laporan Instagram insight pada akun tersebut serta seluruh feed Instagram yang
berjumlah 696, kemudian dihitung dengan formula consumer engagement rate,
proses open coding dan coding sheets.Selanjutnya, hasil tersebut dikelompokkan
dalam 4 klasifkasi dan 12 kategori sebagi indikator untuk menentukan self~promotion
dan value-adding. Hasil analisis deskriptif diperoleh bahwa konten terbaik berhasil
memperoleh 10,64% dan berarti memiliki indikator hasil inferaction baik untuk
rentang jumlah pengikut 10.000-25.000 dengan klasifikasi yaitu image with detail
post content dan termasuk dalam kategori emotional brand post. Perolehan ini
menunjukkan bahwa konten yang menarik dan baik untuk dapat dipergunakan
termasuk dalam kelompok tersebut.

Kata kunci: konten media sosial, promosi diri, penambahan nilai, interaksi,
instagram, Restoran Kalpatree Bandung
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ABSTRACT

The case study research aims to analyse the social media content of Kalpatree
Bandung restaurant. This research study was conducted based on data obtained from
the Instagram insights reports on that account as well as the entire Instagram feed
totalling 696, then counted with the consumer engagement rate formula, the open
coding process and the coding sheets. Subsequently, the results were grouped in 4
classifications and 12 categories as indicators to determine self-promotion and
value-adding. The results of the descriptive analysis obtained that the best content
managed to earn 10.64% and means having a good interaction indicators for the
range of followers 10,000-25,000 with classification is image with detail post content
and included in the category of emotional brand post. This acquisition shows that
interesting and good content to be used belongs to the group.

Keywords: social media content, self-promotion, value-adding, interaction, consumer
engagement, restaurant Kalpatree Bandung
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