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ABSTRAK 

Aktivitas promosi menggunakan media sosial Instagram saat ini semakin 

berkembang dan mempermudah pelaku usaha di berbagai industri bisnis, 

diantaranya yang berada di industri Event Organizer. PT. ATAP Promotion 

merupakan Event Organizer yang mempromosikan event-nya melalui media sosial 

Instagram, salah satu event-nya adalah Pengadilan Musik DCDC yang menjadi 

fokus dalam penelitian ini. Tujuan penelitian ini adalah untuk mengukur efektivitas 

media sosial sebagai media promosi event Pengadilan Musik DCDC menggunakan 

metode EPIC Model. Penelitian ini menggunakan jenis penelitian kuantitatif 

deskriptif dengan mengambil sampel populasi dari followers Instagram 

@dcdc.official, menggunakan metode EPIC Model yaitu empati atau empati 

(empathy), persuasi (persuasion), dampak (impact) dan komunikasi 

(communication). Hasil EPIC Rate dari setiap dimensi adalah Empathy = 3,72 poin, 

Persuasion =  3,81 poin, Impact = 3,75 poin, Communication = 3,74 poin, yang 

mana mendapatkan hasil nilai rata-rata dari skor EPIC Rate sebesar 3,75 poin, ini 

mengindikasikan bahwa efektivitas instagram sebagai media promosi event 

Pengadilan Musik DCDC dinyatakan efektif. 

 

 

 

Kata kunci: EPIC Model, efektivitas, Instagram, @dcdc.official 

  



ii 
 

ABSTRACT 

Promotional activities using social media Instagram are currently growing and 

making it easier for businesses in various business industries, including those in the 

Event Organizer industry. PT. ATAP Promotion is an Event Organizer that 

promotes its events through social media Instagram, one of the events is Pengadilan 

Musik DCDC which is the focus of this research. The purpose of this research is to 

measure the effectiveness of social media Instagram as a promotional media for 

Pengadilan Muisk DCDC events using the EPIC Model method. This research uses 

descriptive quantitative research by taking population samples from followers of @ 

dcdc.official, use the EPIC Model method, dimensions are empathy, persuasion, 

impact and communication. EPIC Rate results for each dimension are Empathy = 

3.72 points, Persuasion = 3.81 points, Impact = 3.75 points, Communication = 3.74 

points, which gets the average value of the EPIC Rate score at 3, 75 points, it 

indicates that the effectiveness of social media Instagram as a promotional media 

for Pengadilan Musik DCDC considered effective. 

 

 

Keywords: EPIC Model, effectiveness, Instagram, @dcdc.official 
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