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PENGARUH PROMOSI MELALUI FITUR-FITUR INSTAGRAM 

TERHADAP BRAND AWARENESS PADA NAYADE HOUSE (Survey 

Pada Followers Instagram @nayadehouse) 

 

RISKA TRISWINANDA 

 

 

ABSTRAK 

Fenomena komunikasi pemasaran di media sosial Instagram menjadi tren dan 

merupakan hal yang menarik untuk diamati. Para pelaku bisnis memanfaatkan Instagram 

untuk memperkenalkan produknya kepada masyarakat yang lebih luas. Pada penelitian ini, 

peneliti mengamati merek lokal Nayade House yang bergerak dalam bidang fashion dan 

melakukan komunikasi pemasaran melalui Instagram. Nayade House menggunakan 

Instagram sebagai platform media sosial utama dalam aktivitas promosi produk. Penelitian ini 

bertujuan untuk mengetahui pengaruh promosi melalui fitur-fitur Instagram terhadap brand 

awareness pada Nayade House yang diturunkan melalui dimensi variabel hashtag (X1), 

geotag (X2), follow (X3), share (X4), like (X5), comment (X6) dan mention (X7) terhadap 

brand awareness (Y). Hipotesis penelitian ini diuji menggunakan analisis regresi linier 

berganda pada 100 responden. Kriteria responden yang dipilih adalah followers Instagram 

@nayadehouse serta masih aktif dalam menggunakan Instagram. Hasil penelitian yang 

menggunakan metode kuantitatif menunjukkan bahwa terdapat pengaruh fitur-fitur Instagram 

Nayade House terhadap brand awareness. Namun mengingat semakin menjamurnya Fashion 

Online Shop di Instagram, maka @nayadehouse harus terus meningkatkan inovasi pemasaran 

terutama dalam social media marketing yang dijalankan.  

 

Kata kunci: Instagram, Fitur-fitur Instagram, Brand Awareness, Nayade House 

 

 

 

 

 

 

 

 

 

 

 

 

 



THE EFFECT OF PROMOTION THROUGH INSTAGRAM FEATURES 

TO BRAND AWARENESS IN NAYADE HOUSE (Survey At Instagram 

Followers @ nayadehouse) 

 

RISKA TRISWINANDA 

 

 

ABSTRACT 

 

The phenomenon of marketing communication on Instagram social media has become 

a trend and is an interesting thing to observe. Business people use Instagram to introduce 

their products to the wider community. In this study, researchers observed the local brand 

Nayade House engaged in fashion and marketing communication through Instagram.. 

Nayade House uses Instagram as the main social media platform in product promotion 

activities. This study aims to determine the effect of promotion through Instagram features on 

brand awareness at Nayade House that is derived through the dimensions of hashtag (X1), 

geotag (X2), follow (X3), share (X4), like (X5), comment ( X6) and mention (X7) of brand 

awareness (Y). This research hypothesis was tested using multiple linear regression analysis 

on 100 respondents. The criteria for the respondents chosen were Instagram @nayadehouse 

followers and are still active in using Instagram. The results of research using quantitative 

methods indicate that there are influences of Instagram Nayade House features on brand 

awareness. However, given the increasingly mushrooming Fashion Online Shop on 

Instagram, @nayadehouse must continue to improve marketing innovation, especially in 

social media marketing. 
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