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I may not be the best, but i’'m doing my best

— Unknown —

This journey will not be everything you want, but it will be everything you need.

You are going to learn so much about who you are. You will grow in so many ways
you never thought possible. You will find peace inside of your own skin and you
will find peace in circumstances that test your strength. You will find the people
who feel like home, the ones who light you up. So, this journey might not be as

easy as you want it to be, but it will more wonderful than you could ever imagine

— Nikki Warne —

Still... I should get back up. If [ can't fly, I will walk. Because not everyone can fly.

I don 't know how many more obstacles and failures are ahead of me, but I will
keep walking. Hoping that one day, | can plant a flag at the top of mountain

— Nari Oh from Girl’s World (Season 2) Chapter 90 —
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ABSTRAK

Taman Hutan Raya Ir. H. Djuanda atau Tahura Djuanda merupakan satu-satunya
taman hutan raya di Bandung Raya, yang dimanfaatkan juga untuk kegiatan
pariwisata. Dalam rangka ingin memperkenalkan produk wisata Tahura Djuanda,
pengelola melakukan kegiatan content marketing melalui Instagram
(@tahuradjuanda.official). Namun, kegiatan yang dilakukan tersebut masih belum
konsisten. Oleh sebab itu, tujuan penelitian yang akan dilakukan adalah untuk
membuat suatu konten berdasarkan pada konsep strategi Content Marketing Five
C%s. Adapun penelitian ini menggunakan metode kualitatif dengan tujuan
eksploratif. Lalu, terkait dengan teknik pengumpulan data dilakukan melalui
wawancara, observasi, dan dokumentasi. Berdasarkan hasil temuan lapangan,
terdapat tantangan yang dihadapi. Salah satunya terlihat dalam produksi konten
yang dilakukan oleh pengelola tanpa perencanaan atau insidental. Selain itu,
pengelola juga seringkali merasa kebingungan dalam menentukan tema konten
yang akan dibagikan. Oleh sebab itu, rekomendasi yang diberikan berupa
beberapa ide untuk tema konten yang akan dibagikan dan content calendar untuk
menjaga konsistensi postingan konten pada Instagram Tahura Djuanda.

Kata kunci: Content Marketing, Media Sosial, Instagram, Pariwisata, Taman
Hutan Raya Ir. H. Djuanda.
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ABSTRACT

The Ir. H. Djuanda Forest Park or Tahura Djuanda, is the only grand forest park
in Bandung, also utilized for tourism activities. To promote Tahura Djuanda’s
tourism products, the management engages in content marketing through
Instagram (@tahuradjuanda.official). However, these efforts have been
inconsistent. Therefore, this research aims to develop content based on the Five
C's Content Marketing Strategy. This study employs a qualitative method with an
exploratory purpose, using interviews, observations, and documentation for data
collection. Field findings reveal several challenges, including unplanned and
incidental content production by the management and frequent confusion in
determining content themes. Consequently, recommendations include various
content theme ideas and a content calendar to maintain consistency in posting on
Tahura Djuanda’s Instagram.

Keywords: Content Marketing, Social Media, Instagram, Tourism, Ir. H. Djuanda
Forest Park.
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