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ABSTRAK 

 
Penelitian ini bertujuan untuk mengidentifikasi dan mengevaluasi efektifitas 

strategi marketing media sosial yang telah diterapkan oleh Twitter 

@TREASUREbr_ yaitu fanbase untuk grup musik TREASURE dalam 

meningkatkan Engagement Rate berupa engagements dan impressions. Penelitian 

ini menggunakan metodologi content analysis secara kualitatif (skema coding) 

dan kuantitatif (statistik deskriptif) berupa Tes Kruskal Wallis dan Binary Logistic 

Regression untuk menentukan model strategi. Ada delapan strategi marketing 

media sosial (manipulated input) yang diteliti, yaitu Number of Hahstag, Mention, 

Link, Promotion Period, Time, Day, Length of Tweet, dan Media. Data yang 

digunakan merupakan data dari Twitter analytics performa akun 

@TREASUREbr_ selama satu tahun. Hasil peneltian  menunjukkan bahwa semua 

strategi berdampak secara signifikan terhadap Engagement Rate, kecuali strategi 

Day dan Media. 
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ABSTRACK 

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

marketing strategies that have been implemented by Twitter @TREASUREbr_, 

namely the fanbase for the music group TREASURE in increasing the 

Engagement Rate in the form of engagements and impressions. This study uses 

content analysis methodologies qualitatively (coding schemes) and quantitatively 

(descriptive statistics) in the form of the Kruskal Wallis Test and Binary Logistic 

Regression to determine the strategy model. There are eight social media 

marketing strategies (manipulated input) studied, namely Number of Hahstag, 

Mention, Link, Promotion Period, Time, Day, Length of Tweet, and Media. The 

data used is data from Twitter analytics account performance @TREASUREbr_ 

for one year. The results of the research showed that all strategies had a significant 

impact on the Engagement Rate, except the Day and Media strategies.    
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