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Digital Brand Storytelling Sebagai Upaya Membangun Brand Engagement (Studi Kasus 

Pada Instagram @skindivore) 

FAHMI FAUZI 

ABSTRAK 

 

Teknik komunikasi storytelling, yang dahulu kala digunakan oleh manusia purba, kini 

digunakan kembali sebagai teknik komunikasi, khususnya dalam media digital. Storytelling 

ingin meninggalkan pesan mendalam agar memicu rasa emosional audiens, selalu diingat, dan 

dimasukkan kedalam hati, sehingga sebuah brand yang memanfaatkan storytelling dapat 

membuat audiens tergabung atau terlibat dalam brand. Skindivore adalah salah satu brand yang 

menggunakan storytelling dalam media sosial Instagramnya, sebagai upaya membangun brand 

engagement. Penelitian ini dikaji menggunakan teori dan kriteria brand storytelling oleh Aaker 

2018 dan brand engagement oleh Evans 2010. Penelitian ini menggunakan metode studi kasus 

eksplanatif, yang menjelaskan suatu kasus dari kacamata teori atau konsep brand storytelling 

dan brand engagement dengan pendekatan kualitatif. Teknik analisis data yang digunakan 

adalah analisis terhadap konten Instagram @skindivore dan juga wawancara dengan beberapa 

followers dari Instagram @skindivore serta owner dan content marketing Skindivore. Hasil 

penelitian menunjukan pentingnya 3 konsep brand storytelling dari Aaker, didukung dengan 

teori brand engagement dari Evans, agar brand storytelling yang dilakukan oleh Skindivore 

dapat membangun brand engagement lebih kuat dan berbeda dengan brand skincare lainnya. 

Brand storytelling Skindivore sebagai upaya membangun brand engagement di Instagram telah 

memenuhi 3 kriteria brand storytelling dan mampu membangun brand engagement dihadapan 

followers-nya berdasarkan 4 kriteria dari Evans.  

Kata Kunci: Brand Engagement, Digital Brand Storytelling, Media Sosial Instagram, 

Skincare. 
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Digital Brand Storytelling Sebagai Upaya Membangun Brand Engagement (Studi Kasus 

Pada Instagram @skindivore) 

FAHMI FAUZI 

ABSTRACT 

 

communication technique storytelling which was once used by early humans, is now being 

reused as a communication technique, especially in digital media. Storytelling wants to leave a 

deep message to trigger the audience's emotional sense, always be remembered, and put in the 

heart, so that a brand that uses storytelling can make the audience join or be involved in the 

brand. Skindivore is a brand that uses storytelling in its Instagram social media, as an effort to 

build a brand engagement. This research is examined using the theory and criteria of brand 

storytelling by Aaker 2018 and brand engagement by Evans 2010. This research method is an 

explanatory case study that explains a case from the perspective of theory or the concept of 

brand storytelling and brand engagement with a qualitative approach. The data analysis 

technique used is an analysis of @skindivore's Instagram content and also interviews with 

several followers of Instagram @skindivore and the owner and content marketing of 

Skindivore. The results of the study show the importance of the 3 concepts of brand storytelling 

from Aaker, supported by brand engagement from Evans, so that brand storytelling carried out 

by Skindivore can build brand engagement is stronger and different from skincare brands. 

brand storytelling as an effort to build brand engagement on Instagram has met 3 criteria for 

brand storytelling and was able to build brand engagement in front followers based on 4 criteria 

from Evans. 

Keywords: Brand Engagement, Digital Brand Storytelling, Instagram Social Media, Skincare. 
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