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ABSTRAK

Universitas Islam 45 Bekasi
Program Studi [lmu Komunikasi
Fakultas Komunikasi, Sasta dan
Bahasa 2023

Aprilliana Eka Putri J/41182037190073

Strategi Social Media Marketing Pada Akun Instagram @ragakopi Dalam
Membangun Brand Image

Di bawah bimbingan Kartini Rosmalah D.K.,M.I.LKom

Total 109 halaman skripsi, 12 halaman romawi, 23 daftar gambar, 4 daftar tabel,
dan 4 lembar lampiran

Maraknya penggunaan media sosial khususnya Instagram, membuat para pelaku
usaha turut memanfaatkan dan menggunakan Instagram untuk melakukan
pemasaran produk atau jasa, termasuk membangun brand image. Begitupula yang
dilakukan (@ragakopi. Sebuah bisnis minuman kopi lokal, brand image yang kuat
dan positif sangat diperlukan bagi @ragakopi karena dapat menjadi pembeda dari
para pesaing atau brand lainnya. Melalui media sosial tentunya akan sangat
membantu dalam bisnis coffee shop untuk mengenalkan, memberi pengaruh,
menumbuhkan kepercayaan dan persepsi positif hingga meningkatkan permintaan
dan kepuasan pelanggan. Penelitian ini bertujuan untuk mengetahui strategi social
media marketing yang dilakukan @ragakopi dalam membangun brand image
melalui media sosial Instagram. Teori yang digunakan dalam penelitian ini adalah
teori As’ad dan Alhadid yang di dalamnya terdapat Online Communities.
Interaction, Sharing Of Content, Accessbility, dan Credibility. Penelitian ini
menggunakan metode deskriptif kualitatif dengan subjek penelitiannya yaitu akun
Instagram (@ragakopi. Hasil penelitian menunjukan bahwa strategi social media
marketing (@ragakopi dalam membangun brand image dilakukan melalui sharing
of content yang dikemas baik dan menarik, maka munculah online communities,
interaction, accessibility, dan creadibility dengan memanfaatkan fitur-fitur yang
ada di Instagram, seperti fitur Feeds, Story/Instastory, Highlight, Reels, Direct
Message (DM), Sharing, Followers, Hashtag, Tag, dan Instagram Ads. Brand
Image dari @ragakopi ditunjukan aktif mengadakan event dan memiliki top of mind
Raga Space menawarkan ruang untuk mengadakan kebutuhan acara, Coffee
Catering, dan Photoshoot Rent. Tidak hanya sekedar menjual produk saja tetapi
(@ragakopi juga menjual jasa yang berupa tempat, ruang dan kegiatan lainnya.
Solusi dari peneliti sebaiknya penelitian selanjutnya dapat melakukan
pengembangan penelitian dengan menggunakan metode Kuantitatif.

Kata Kunci: Social Media Marketing, Brand Image, Instagram.



ABSTRACK

Islamic University 45 Bekasi
Communication Studies
Program

Faculy of Communications,
Literature and Languages 2023

Aprilliana Eka Putri J/41182037190073

Social Media Marketing Strategy on the @ragakopi Instagram Account in
Building a Brand Image.

Under the guidance of Kartini Rosmalah D.K.,M..LKOM

A total of 109 thesis pages, 11 roman page, 23 lists of picture, 4 Lists of tables,
and 4 attachments.

The widespread use of social media, especially Instagram, has encouraged business
people to utilize and use Instagram to market their products or services, including
building a brand image. That's what (@ragakopi does. For a local coffee drink
business, a strong and positive brand image is needed for @ragakopi because it
can be a differentiator from competitors or other brands. Through social media, of
course, it will be very helpful in the coffee shop business to introduce, influence,
foster trust and positive perceptions so as to increase customer demand and
satisfaction. This study aims to determine the social media marketing strategy
carried out by @ragakopi in building a brand image through Instagram social
media. The theory used in this study is the theory of As'ad and Alhadid in which
there is an online community. Interaction, Content Sharing, Accessibility and
Credibility. This study uses a qualitative descriptive method with the research
subject, namely the Instagram account (@ragakopi. The results of the study show
that @ragakopi's social media marketing strategy in building a brand image is
carried out through sharing content that is packaged well and attractively, then
online communities emerge, interaction, accessibility, and credibility by utilizing
existing features on Instagram, such as the Feeds feature, Story/Instastory,
Highlights, Reels, Direct Message (DM), Sharing, Followers, Hashtags, Tags, and
Instagram Ads. The brand image @ragakopi looks active in holding events and has
top of mind Raga Space which offers space for event needs, Coffee Catering and
Photoshoot Rentals. Not only selling products, @ragakopi also sells services in the
form of places, spaces and other activities. The solution from researchers should
be that further research can carry out development research using quantitative
methods.

Keywords: Social Media Marketing, Brand Image, Instagram.
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