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ABSTRAK 

Penelitian ini bertujuan untuk mengidentifikasi dan mengevaluasi efektifitas 

strategi marketing sosial media yang telah diterapkan oleh Instagram 

@manajemen.bakrie dalam meningkatkan engagement rate-nya (like, comment, 

share, save). Penelitian menggunakan metodologi content analysis secara kualitatif 

(skema coding) dan kuantitatif (statistik deskriptif) serta Tes Kruskal Wallis. 

Terdapat 7 strategi marketing sosial media yang diteliti, yaitu post format, caption, 

hashtag, informational content, color, interactivity, dan time. Data yang digunakan 

merupakan data performa posting @manajemen.bakrie selama satu tahun. Hasil 

penelitian menunjukkan semua strategi marketing sosial media memiliki dampak 

yang signifikan terhadap engagement rate yang bervariasi, terkecuali strategi time. 

Sehingga tim marketing sosial media Instagram @manajemen.bakrie perlu 

melakukan pengkajian ulang terhadap strategi optimalisasi waktu pengunggahan 

posting-nya. 

 

Kata kunci: Universitas Bakrie, Pemasaran, Instagram, Engagement Rate, Content 

Analysis 
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ABSTRACT 

This study aims to identify and implement the effectiveness of the social media 

marketing strategy that has been implemented by Instagram @manajemen.bakrie 

in increasing the engagement rate (like, comment, share, save). The research used 

qualitative (coding schema) and quantitative (descriptive statistical) 

methodological content analysis as well as the Kruskal Wallis Test. There are 7 

social media marketing strategies studied, namely post format, caption, hashtag, 

informational content, color, interactivity, and time. The data used is the post-

performance data of @manajemen.bakrie for one year. The results show that all 

social media marketing strategies have a significant impact on varying levels of 

engagement, with the exception of strategy time. So that the Instagram 

@manajemen.bakrie social media marketing team needs to do a review of the 

strategy for optimizing its post upload time. 

 

Keywords: Bakrie University, Marketing, Instagram, Engagement Rate, Content 

Analysis 
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