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ABSTRAK

Penelitian ini bertujuan menganalisis implementasi penggunaan Instagram untuk
meningkatkan brand awareness Four Points by Sheraton Jakarta dengan mengacu
pada konsep 4C (Context, Communication, Collaboration, dan Connection) sebagai
variabel independen, sementara Brand Awareness diukur melalui Brand
Recognition dan Brand Recall sebagai variabel dependen. Metode kuantitatif
Deskriptif digunakan dengan menyebarkan kuesioner skala Likert kepada 100
pengikut aktif akun Instagram @fourpointsjakarta melalui purposive sampling.
Data diolah menggunakan SPSS versi 25.0 dengan uji validitas, reliabilitas
(Cronbach’s Alpha), serta analisis korelasi Spearman. Hasil penelitian
menunjukkan bahwa seluruh dimensi 4C berpengaruh positif signifikan terhadap
brand awareness (koefisien 0,693—-0,820; p < 0,01), dengan dimensi Connection
memberikan kontribusi terbesar meskipun Brand Recall masih perlu dioptimalkan.
Temuan ini menegaskan bahwa penyajian konten kontekstual, komunikasi digital
yang efektif, kolaborasi dengan influencer, dan upaya membangun koneksi
personal merupakan kunci strategi pemasaran digital yang sukses. Disarankan agar
manajemen Four Points by Sheraton Jakarta meningkatkan konsistensi estetika
visual, interaksi dua arah, dan kerjasama strategis guna memperdalam hubungan
emosional dengan audiens.

Kata Kunci: Brand Awareness, Media Sosial Instagram, Pemasaran Digital



ABSTRACT

This study aims to analyze the implementation of using Instagram to increase brand
awareness of Four Points by Sheraton Jakarta by referring to the 4C concept
(Context, Communication, Collaboration, and Connection) as an independent
variable, while Brand Awareness is measured through Brand Recognition and
Brand Recall as the dependent variable. Descriptive quantitative method was used
by distributing Likert scale questionnaires to 100 active followers of
@fourpointsjakarta Instagram account through purposive sampling. The data was
processed using SPSS version 25.0 with validity, reliability (Cronbach's Alpha),
and Spearman correlation analysis. The results showed that all 4C dimensions have
a significant positive effect on brand awareness (coefficient 0.693-0.820; p < 0.01),
with the Connection dimension making the largest contribution even though Brand
Recall still needs to be optimized. The findings confirm that contextual content
presentation, effective digital communication, collaboration with influencers, and
efforts to build personal connections are key to a successful digital marketing
strategy. It is recommended that the management of Four Points by Sheraton
Jakarta improve the consistency of visual aesthetics, two-way interaction, and
strategic cooperation to deepen the emotional connection with the audience.

Keywords: Brand Awareness, Social Media Instagram, Digital Marketing
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