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MOTTO 

 
"Bad things come suddenly, with no warning. But we forget that sometimes that's 

how the good things come too."  

 

(Ellen Pompeo sebagai Meredith Grey dalam Grey's Anatomy) 
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ABSTRAK 

 

Dengan adanya media sosial, perusahaan dapat mencapai target pasar di wilayah yang lebih 

luas karena interaksi terjadi secara daring. Untuk meringankan biaya pemasaran, beberapa 

perusahaan menggunakan media sosial Instagram. Untuk menjalankan promosi pada media 

sosial Instagram dengan baik, terdapat tiga faktor yang perlu diperhatikan yaitu audience, 

branding, dan campaign. Adyatama Tour merupakan salah satu perusahaan yang 

menggunakan Instagram untuk meningkatkan penjualan dan mengurangi biaya pemasaran. 

Penelitian ini berbentuk kualitatif deskriptif dan bertujuan untuk mengetahui audience, 

branding, serta campaign yang dilaksanakan Adyatama Tour. Terdapat tiga informan utama 

yang diwawancarai karena dinilai dapat menjelaskan dengan rinci. Berdasarkan hasil 

pengolahan data, faktor audience memiliki kekurangan. Dimensi pendekatan menggunakan 

konten masih belum memiliki target demografi follower khusus. Dimensi isi konten juga masih 

diperlukan penentuan tema khas. Kemudian pada faktor branding dinilai sudah cukup baik. 

Dimensi intensitas pengunggahan konten sudah dilakukan sesuai jadwal, meskipun berkendala 

pada saat high season. Dimensi pengalaman serta ulasan dan saran dari pelanggan tidak 

terdapat ulasan negatif, akan tetapi terdapat saran yang membahas mengenai isi konten 

Instagram Adyatama Tour. Faktor campaign sudah terdapat Paid Campaign menggunakan ads 

secara otomatis. Lalu pada Organic Campaign sudah terdapat kegiatan yang mengajak 

pelanggan Adyatama Tour untuk membuat konten untuk Adyatama Tour. Dengan hasil 

tersebut, rekomendasi yang dapat penulis berikan yaitu menentukan target demografi yang 

lebih spesifik, mendatangi workshop pembuatan konten Instagram, menjalankan jadwal 

pengunggahan konten yang sudah disesuaikan dengan high season, serta membuat jadwal 

pelaksanaan paid dan organic campaign. 
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ABSTRACT 

 

With social media, companies can reach target markets in a wider area because interactions 

occur online. To reduce marketing costs, some companies use Instagram social media. To run 

an Instagram social media strategy well, there are three factors that need to be considered, 

namely audience, branding, and campaign. Adyatama Tour is one company that uses Instagram 

to increase sales and reduce marketing costs. This research is descriptive qualitative and aims 

to find out the audience, branding, and campaign implemented by Adyatama Tour. There are 

three main informants who were interviewed because they were considered to be able to 

explain in detail. Based on the results of data processing, the audience factor has shortcomings. 

The dimension of the approach using content still does not have a specific follower 

demographic target. The content dimension also still needs to determine a distinctive theme. 

Then the branding factor is considered good enough. The dimension of content uploading 

intensity has been carried out according to schedule, although it is constrained during the high 

season. The dimensions of experience and reviews and suggestions from customers do not have 

negative reviews, but there are suggestions that discuss the content of Adyatama Tour's 

Instagram content. The campaign factor already has a Paid Campaign using ads automatically. 

Then in the Organic Campaign there are activities that invite Adyatama Tour customers to 

create content for the Adyatama Tour. With these results, the recommendations that the author 

can give are determining a more specific demographic target, attending an Instagram content 

creation workshop, implementing a content upload schedule that has been adjusted to the high 

season, and creating a schedule for implementing paid and organic campaigns. 
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