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MOTTO 

So, surely with hardship comes ease.  

Surely with ‘that’ hardship comes ‘more’ ease. 

(Surah Al-Inshiraḥ: 5-6) 

 

Allah does not burden a soul beyond that it can bear. 

(Surah Al-Baqarah: 286) 

 

I’m not leaving my fate up to chance. 

(The Mandalorian) 

 

When it feels to scary to jump, that is exactly when you jump. 

 Otherwise you end up staying in the same place your whole life. 

(Abel Morales) 
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ABSTRAK 

Pemasaran dengan menggunakan Media Sosial dinilai sebagai cara yang efektif 

dalam memasarkan suatu daya tarik wisata. Pemasaran melalui Media Sosial juga 

sudah diterapkan dalam proses pemasaran dari daya tarik wisata Telaga Nilem. 

Penelitian ini bertujuan mengembangkan jenis konten yang akan diunggah sehingga  

menghasilkan konten yang dapat menarik perhatian dan memicu rasa minat untuk 

berkunjung dari audiens Instagram @talaganilem.official ke daya tarik wisata 

Telaga Nilem. Penelitian ini berfokus pada penggunaan strategi kreatif pesan untuk 

pengembangan konten nya dengan menggunakan teknik Copywriting menurut 

Nurdin Hidayah (2021) yang memiliki 8 dimensi didalamnya yaitu Headline, Social 

Proof, Testimony, Product, Promo, Assurance, Call to Action (CTA), serta Foto 

dan Video. Penelitian ini sendiri menggunakan metode kualitatif dengan 

pendekatan deskriptif. Dengan teknik pengambilan data penelitian berupa 

wawancara, observasi, dan dokumentasi. Wawancara yang dilakukan yaitu dengan 

Kepala Divisi Pemasaran dan Kerjasama Perumda Aneka Usaha Kuningan (PDAU) 

serta 2 ahli dibidang Copywriting. Observasi yang dilakukan juga melalui 

pengamatan daya tarik wisata secara langsung dan pengamatan dari unggahan akun 

Instagram @talaganilem.official. Kemudian hasil data yang sudah diperoleh akan 

dianalisis dan diuji keabsahannya menggunakan traingulasi data sumber dan 

triangulasi data teknik. Penelitian yang sudah dilakukan menunjukan hasil data 

bahwa belum sepenuhnya dimensi dari Copywriting sudah diterapkan dalam konten 

unggahan original dari akun Instagram @talaganilem.official. Dari 8 dimensi dalam 

Copywriting tersebut hanya 2 dimensi yang belum diterapkan dalam unggahan 

original nya. Juga terdapat jenis konten yang efektif dalam meningkatkan minat dan 

berakhir di tindakan atau interaksi dari aundiens berdasarkan Copywriters yang 

menjadi informan. Penelitian ini menghasilkan rekomendasi berupa bentuk konten 

yang memiliki fokus Copywriting sesuai dengan konsep yang dipakai sehingga 

konten yang dibentuk dapat menarik perhatian dan memunculkan rasa minat untuk 

berkunjung dari audiens Instagram @talaganilem.official. 

Kata Kunci: Instagram, Konten, Kreatif Pesan, Copywriting, Telaga Nilem 
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ABSTRACT 

Marketing using Social Media is considered an effective way to market a tourist 

attraction. Marketing through Social Media has also been applied in the marketing 

process of the Telaga Nilem tourist attraction. This research aims to develop the 

type of content to be uploaded to produce content that can attract attention and 

trigger a sense of interest in visiting from the @talaganilem.official Instagram 

audience to the Telaga Nilem tourist attraction. This research focuses on the use of 

creative message strategies for content development using Copywriting techniques 

according to Nurdin Hidayah (2021) which has 8 dimensions in it, namely 

Headline, Social Proof, Testimony, Product, Promo, Assurance, Call to Action 

(CTA), and Photos and Videos. This research itself uses a qualitative method with 

a descriptive approach. With research data collection techniques in the form of 

interviews, observation, and documentation. The interviews conducted were with 

the Head of Marketing and Cooperation Division of Perumda Aneka Usaha 

Kuningan (PDAU) and 2 Copywriting experts. Observations were also made 

through direct observation of tourist attractions and observations from uploads of 

@talaganilem.official Instagram accounts. Then the results of the data that have 

been obtained will be analyzed and tested for validity using source data 

triangulation and technical data triangulation. The research that has been 

conducted shows the data results that the dimensions of Copywriting have not been 

fully implemented in the original upload content of the @talaganilem.official 

Instagram account. Of the 8 dimensions in Copywriting, only 2 dimensions have 

not been applied in the original upload. There are also types of content that are 

effective in increasing interest and ending in action or interaction from audiences 

based on Copywriters who are informants. This research produces 

recommendations in the form of content that has a Copywriting focus on the 

concepts used so that the content formed can attract attention and generate a sense 

of interest in visiting from the @talaganilem.official Instagram audience. 

Keywords: Instagram, Content, Creative Message, Copywriting,  Telaga Nilem 
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