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MOTTO 

 

There’s no knowing what will come, but hard work will get us somewhere. 

(Jeon Jung-kook) 

 

For indeed, with hardship (will be) ease. Indeed with hardship will be ease. 

(Qs. Al-Insyirah : 5-6) 

 

Never give up, because beautiful things can be born from misery. 

(Bridgett Devoue) 

 

Effort makes you. You will regret if someday if you don’t do your best now. 

Don’t think it’s too late but keep working on it. 

It may take time, but there’s nothing that gets worse due to practicing, so 

practice. 

You may get depressed, but its evidence that you are doing good. 

(Jeon Jung-kook) 
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ABSTRAK 

 

Penelitian ini bertujuan untuk mengoptimalisasi pemasaran melalui instagram Desa 

Wisata Pandanrejo yang menggunakan 4 fokus utama untuk mencapai target 

tersebut menurut Aliza Sherman dan Danielle Elliott Smith (2013:85-104) yaitu 

setting realistic goals up front, paying attention to demonstrate presence, 

establishing a presence process, dan setting a schedule. Penelitian ini 

menggunakan metode kualitatif melalui pendekatan deskriptif. Teknik penelitian 

yang digunakan adalah wawancara dan observasi. Wawancara pada penelitian ini 

dilakukan kepada Ketua Pengelola Desa Wisata Pandanrejo, admin instagram Desa 

Wisata Pandanrejo, dan pengunjung Desa Wisata Pandanrejo. Observasi pada 

penelitian ini dilakukan pada akun instagram Desa Wisata Pandanrejo dengan 

melihat insight yang dimiliki dan menggunakan alat analisis performa instagram 

yaitu iconosquare dan popsters.us. Hasil data yang diperoleh di uji keabsahannya 

menggunakan teknik triangulasi sumber dan analisis dilakukan menggunakan 

model analisis Miles dan Huberman. Penelitian yang dilakukan menunjukkan hasil 

yaitu Desa Wisata Pandanrejo menjadikan instagram sebagai media utama dalam 

melakukan kegiatan pemasaran dan memiliki divisi khusus dalam mengelola media 

sosial yaitu Divisi Pandan Kreator tetapi pengelolaan yang terjadi masih belum 

optimal karena belum adanya pembagian admin untuk masing-masing tugas pada 

pengelolaan instagram Desa Wisata Pandanrejo serta instagram Desa Wisata 

Pandanrejo belum memiliki timeline sebagai acuan pembuatan konten. Pengelolaan 

instagram Desa Wisata Pandanrejo yang belum optimal dapat dilihat melalui 

perbandingan performa instagram Desa Wisata Pandanrejo dengan kompetitornya 

yang masih belum unggul pada kategori total posts, total likes, dan total comments. 

Konten yang menjadi ekspektasi audiens adalah konten berupa foto dan video. 

Penelitian ini menghasilkan rekomendasi mengenai rencana pengelolaan instagram 

berupa timeline untuk feeds dan stories serta konten rekomendasi agar interaksi 

pada instagram Desa Wisata Pandanrejo meningkat dan mengoptimalisasi 

engagement instagram Desa Wisata Pandanrejo. 

Kata Kunci : Optimalisasi, Instagram Marketing, Desa Wisata Pandanrejo.  
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ABSTRACT 

 

This study aims to optimize marketing through the Pandanrejo Tourism Village 

Instagram which uses 4 main focuses to achieve these targets according to Aliza 

Sherman and Danielle Elliott Smith (2013: 85-104), namely setting realistic goals 

upfront, paying attention to demonstrate presence, establishing a presence. 

process, and setting a schedule. This study uses a qualitative method through a 

descriptive approach. The research technique used is interview and observation. 

Interviews in this study were conducted with the Head of the Pandanrejo Tourism 

Village Manager, the Pandanrejo Tourism Village Instagram admin, and visitors 

to the Pandanrejo Tourism Village. Observations in this study were carried out on 

the Instagram account of Pandanrejo Tourism Village by looking at the insights 

they have and using Instagram performance analysis tools, namely iconosquare 

and popsters.us. The results of the data obtained were tested for validity using the 

source triangulation technique and the analysis was carried out using the Miles 

and Huberman analysis model. The research conducted shows the results that the 

Pandanrejo Tourism Village makes Instagram the main media in carrying out 

marketing activities and has a special division in managing social media, namely 

the Pandan Creator Division, but the management that occurs is still not optimal 

because there is no admin division for each of task in managing Instagram. 

Pandanrejo Tourism Village and Instagram Pandanrejo Tourism Village do not yet 

have a timeline as a reference for content creation. The management of the 

Pandanrejo Tourism Village Instagram which has not been optimal can be seen 

through the comparison of the Pandanrejo Tourism Village's Instagram 

performance with its competitors who are still not superior in the categories of total 

posts, total likes, and total comments. The content that the audience expects is 

content in the form of photos and videos. This study resulted in recommendations 

regarding the Instagram management plan in the form of a timeline for feeds and 

stories as well as recommended content so that interaction on the Pandanrejo 

Tourism Village Instagram increased and optimizes the Pandanrejo Tourism 

Village Instagram engagement. 

Keywords: Optimization, Instagram Marketing, Pandanrejo Tourism Village. 
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