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ABSTRAK 

Penelitian ini menganalisis strategi optimalisasi konten Instagram 

@exoticmalukutourism untuk meningkatkan interaksi pengguna, berdasarkan The 

Circular Model of SOME (Luttrell, 2018). Akun ini berperan penting dalam promosi 

pariwisata Maluku. Menggunakan metode kualitatif deskriptif melalui observasi, 

wawancara, dan analisis dokumen, penelitian mengidentifikasi efektivitas strategi yang 

diterapkan. Hasil menunjukkan bahwa implementasi model Luttrell pada akun 

@exoticmalukutourism bervariasi. Pada SHARE, pencatatan interaksi dan 

pemanfaatan fitur interaktif belum optimal, meski Build Trust sudah baik. Indikator 

OPTIMIZE memerlukan optimalisasi lebih lanjut dalam penggunaan Instagram 

Analytics dan analisis sentimen. Aspek MANAGE menunjukkan adanya monitoring 

dan respons cepat, namun konsistensi dan klasifikasi isu perlu ditingkatkan. Terakhir, 

pada ENGAGE, hubungan influencer sudah baik, tetapi riset minat audiens dan 

penggunaan iklan berbayar masih perlu diintensifkan. 

Kata Kunci: Digital Marketing, Social Media Marketing, The Circular Model of 

SOME 
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ABSTRACT 

This study analyzes the optimalization strategy of the Instagram account 

@exoticmalukutourism to increase user interaction, based on The Circular Model of 

SOME (Luttrell, 2018). This account plays an important role in promoting tourism in 

Maluku. Using a descriptive qualitative method through observation, interviews, and 

document analysis, the study identifies the effectiveness of the strategies implemented. 

The results indicate that the implementation of Luttrell's model on the 

@exoticmalukutourism account varies. In the SHARE phase, interaction tracking and 

the use of interactive features are not yet optimal, although Build Trust is already good. 

The OPTIMIZE indicator requires further optimization in the use of Instagram 

Analytics and sentiment analysis. The MANAGE aspect shows that there is monitoring 

and quick response, but consistency and issue classification need to be improved. 

Finally, in ENGAGE, the relationship with influencers is good, but audience interest 

research and the use of paid advertising still need to be intensified.  

Keywords: Digital Marketing; Social Media Marketing; The Circular Model of SOME. 
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