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EFEKTIVITAS CONTENT MARKETING INSTAGRAM BY.U DALAM
UPAYA MEMBENTUK BRAND AWARENESS

Devira Chaerunnisa

ABSTRAK

Perkembangan perusahaan untuk mencapai keberhasilan bisnisnya kini semakin
ketat hingga memunculkan persaingan. Untuk menjadi lebih unggul dan dikenal
masyarakat, perusahaan perlu memberikan knowledge sehingga dapat membentuk
brand awareness. Untuk mendapatkan brand awareness, perusahaan
membutuhkan penyampaian informasi yang baik melalui pemasaran komunikasi,
salah satu bentuk komunikasi yang banyak digunakan saat ini adalah komunikasi
berbasis platform digital dan media sosial Instagram menjadi platform yang cocok
digunakan. Strategi content marketing di media sosial penting dilakukan untuk
mengenalkan dan mempromosikan produk. By.U menjadi sebuah produk yang
telah efektif melakukan strategi content marketing di media sosial Instagram
dengan naiknya followers yang tinggi dibandingkan kompetitornya. Penelitian ini
bertujuan untuk membuktikan adanya efektivitas content marketing Instagram
By.U dalam upaya membentuk brand awareness melalui pendekatan kuantitatif
deskriptif dengan metode penelitian survei dan wawancara sebagai pendukung data.
Pengukuran efektivitas dianalisis menggunakan scoring EPIC Model. Teknik
pengambilan sampel menggunakan nonprobability sampling, yaitu quota sampling.
Kuesioner diberikan kepada 121 responden yang merupakan pengguna aktif
Instagram kalangan generasi Z dan telah melihat unggahan Instagram By.U. Hasil
penelitian menunjukkan adanya efektivitas content marketing Instagram By.U di
mana hasil perhitungannya berada pada posisi skala “sangat efektif” sehingga
efektivitas content marketing dari dimensi design, current events, the reading
experience, timing, dan tone dapat dihubungkan dengan analisa EPIC. Dengan
demikian dapat disimpulkan bahwa content marketing yang dilakukan pada
Instagram By.U dalam upaya membentuk brand awareness dinyatakan telah efektif.

Kata Kunci: Content Marketing, Efektivitas
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THE EFFECTIVENESS OF BY.U'S INSTAGRAM CONTENT MARKETING
IN EFFORTS TO FORM BRAND AWARENESS

Devira Chaerunnisa

ABSTRACT

The development of the company to achieve business success is now getting tougher,
to the point of giving rise to competition. To be eminent and known to the public,
companies need to share knowledge about their business so that they can form
brand awareness. To form brand awareness, companies need good information
delivery through communication marketing, one of them which is widely used is
communication based on a digital platform and Instagram is a social media which
suitable to use. Content marketing strategies on social media are important to
introduce and promote products. By.U is a company that has effectively
implemented a content marketing strategy on social media Instagram, seen from
the high increase in followers compared to its competitors. This study aims to prove
the effectiveness amount of By.U's Instagram content marketing in efforts to form
brand awareness through a descriptive quantitative approach with survey research
methods and interviews as data support. The measurement of effectiveness was
analyzed using the EPIC Model scoring calculation. The sampling technique used
was non-probability sampling by quota sampling. The questionnaire was given to
121 respondents who are active users of Instagram among Generation Z and have
seen By.U's Instagram posts. The results of the study indicate the effectiveness of
By.U's Instagram content marketing with scoring calculation are in the "very
effective” scale position so that the effectiveness of content marketing from the
dimensions of design, current events, the reading experience, timing, and tone can
be related to the EPIC analysis. Thus, it can be concluded that the content
marketing carried out on Instagram By.U in an effort to form brand awareness has
been stated as effective.

Keywords: Content Marketing, Effectiveness
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