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ABSTRAK

Pertumbuhan hotel berbintang di kota Bandung dalam lima tahun terakhir terus
mengalami kenaikan yang signifikan dan menimbulkan persaingan antar pelaku bisnis.
Yello Hotel Paskal Bandung adalah salah satu hotel bintang tiga yang memanfaatkan
media sosial Instagram sebagai pemasaran digital dalam upaya menghadapi
persaingan dengan kompetitor. Penelitian ini bertujuan untuk mengetahui pelaksanaan
bauran pemasaran (4P) menggunakan Instagram, pelaksanaan marketing strategy
(segmenting, targeting, and positioning) menggunakan Instagram dan mengetahui
efektivitas strategi pemasaran Instagram di Yello Hotel Paskal Bandung. Teori yang
menjadi dasar penelitian ini adalah bauran pemasaran 4P (product, price, promotion,
and place) dan STP (Segmenting, Targeting, Positioning). Metode penelitian yang
digunakan adalah kualitatif deskriptif. Data dikumpulkan dengan menggunakan
observasi, dokumen dan wawancara. Pengecekan keabsahan data menggunakan
triangulasi sumber dan dianalisis dengan bantuan SWOT. Hasil penelitian menujukan
bahwa pelaksanaan bauran pemasaran (4P) melalui Instagram di Yello Hotel Paskal
cukup baik. Konsep product yang ditawarkan unik dengan tema street dan gaming,
price khusus seperti diskon ditawarkan kepada member, promotion dilakukan dengan
softseling yang bekerja sama dengan influencer, dan lokasi yang ditawarkan strategis
dan fasilitas lengkap. Pelaksanaan marketing strategy (segmenting, targeting, and
positioning) menggunakan media sosial Instagram sudah dilaksanakan dengan baik.
Yello Hotel Paskal menargetkan tiga segmen pasar utama: FIT, Government, dan
Corporate. Dalam strategi targeting, Yello Hotel Paskal memusatkan pada promosi
social event dan paket staycation. Dalam strategi positioning, Yello Hotel Paskal
menjadi pilihan utama bagi tamu yang ingin menginap di pusat kota Bandung dan
mencari hotel yang mudah dijangkau serta memiliki fasilitas yang lengkap. Efektivitas
strategi pemasaran sosial media instagram cukup efektif. Terjadi peningkatkan jumlah
pengikut baru pada periode Agustus 2023 — Januari 2024 dengan memanfaatkan tools
Instagram ads secara teratur. Namun, berdasarkan laporan insight bulanan,
engagement rate terlihat menurun, meskipun Yello Hotel Paskal Bandung sudah
menerapkan strategi pemasaran dengan mengunggah konten baru sebanyak 3-4 kali
seminggu. Hal ini disebabkan postingan konten yang tidak variatif dan monoton. Oleh
sebab itu, penting bagi pihak hotel untuk memikirkan konten yang lebih variatif dan
membuat content plan yang mampu meningkatkan engagement rate.

Kata kunci : Hotel, Srategi Pemasaran, Bauran Pemasaran, Instagram



ABSTRACT

In the last five years, the growth of star hotels in Bandung has increased significantly
and has led to competition between business actors. Yello Hotel Paskal Bandung is a
three-star hotel that using Instagram as digital marketing to face the competitors. This
research aims to determine the implementation of the marketing mix (4P) using
Instagram, implementation of marketing strategy (segmenting, targeting, and
positioning) using Instagram, and the effectiveness of the Instagram marketing
strategy at Yello Hotel Paskal Bandung. The basis theory of this research is the 4P
marketing mix (product, price, promotion, and place) and STP (Segmenting,
Targeting, Positioning). The research method used descriptive-qualitative. Data was
collected using observation, documents, and interviews. Checking the validity of the
data uses source triangulation and analyzed with SWOT. The research results show
that the implementation of the marketing mix (4P) via Instagram at Yello Hotel Paskal
Bandung is quite good. The product concept offered is unique with street and gaming
themes; special prices such as discounts are offered to members; promotions are
carried out through soft selling in collaboration with influencers; and the location is
strategic and has complete facilities. The implementation of marketing strategy
(segmenting, targeting, and positioning) using Instagram social media has been
carried out well. Yello Hotel Paskal targets three main market segments: FIT,
Government, and Corporate. In the targeting strategy, Yello Hotel Paskal focuses on
promoting social events and staycation packages. In the positioning strategy, Yello
Hotel Paskal is the first choice for guests who want to stay in the center of Bandung
and are looking for hotels that are easily accessible and have complete facilities. The
effectiveness of the Instagram social media marketing strategy is quite effective. There
was an increase in the number of new followers in the period August 2023 — January
2024 by regularly utilizing Instagram ads tools. However, based on monthly insight
reports, the engagement rate appears to be decreasing, even though Yello Hotel Paskal
Bandung has implemented a marketing strategy by uploading new Instagram content
3-4 times a week. This is caused by posting content that are not varied and
monotonous. Therefore, it is important for hotels to think about more varied content
and create content plans that are expected to increase engagement rates.

Keywords: Hotel, Marketing Strategy, Marketing Mix, Instagram
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