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PEMANFAATAN INSTAGRAM TERHADAP PEMBENTUKAN BRAND 

IMAGE FIFIN WEDDING ORGANIZER (STUDI KASUS PADA 

INSTAGRAM @FIFIN.WEDDINGORGANIZER) 

 

AIRUL SEPTIAN FARONSYAH 

ABSTRAK 

 

Adanya pandemi Covid-19 membuat peranan media sosial dibutuhkan, dengan 

demikian optimalisasi penggunaan media sosial dalam hal ini Instagram di era 4.0 

saat ini sangat dibutuhkan, salah satunya dalam aspek usaha wedding organizer di 

daerah yang ingin dikenal oleh masyarakat luas. Fokus penelitian ini adalah 

meneliti bagaimana konten Instagram yang disajikan oleh pihak Fifin Wedding 

Organizer di Palembang dengan menggunakan analisis social media marketing dan 

brand image. Metode penelitian ini menggunakan kualitatif dengan jenis studi 

kasus, yang melibatkan lima informan dan satu informan ahli. Hasil dari penelitian 

menunjukkan bahwa Instagram hanya dimanfaatkan Fifin Wedding Organizer 

sebatas membagikan informasi seputar wedding organizer. Fitur yang digunakan 

secara maksimal pun hanya sebatas Instagram stories (Ig stories), yang mana hal 

ini memungkinkan tidak efektifnya pengelolaan Instagram 

@fifin.weddingorganizer. Selanjutnya, Fifin Wedding Organizer hanya 

menargetkan masyarakat Palembang saja dalam menyebarkan informasi melalui 

konten Instagram untuk membentuk brand image. Kemudian, dari lima indikator 

social media marketing yaitu, content creation, content sharing, connecting, dan 

community building, bahwa salah satu dari indikator social media marketing, yaitu 

content creation belum maksimal dilakukan, karena kurangnya jenis konten yang 

bersifat edukasi. Lalu, dari indikator brand image yaitu corporate image, product 

image dan user image, salah satu dari indikator brand image yaitu, product image 

juga belum maksimal dilakukan, karena belum mampu menciptakan jangka 

panjang dari sebuah produk yang dimiliki. 

Kata kunci: social media marketing, brand image, Instagram 
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INSTAGRAM UTILIZATION ON THE ESTABLISHMENT OF THE 

FIFIN WEDDING ORGANIZER BRAND IMAGE (CASE STUDY ON 

INSTAGRAM @FIFIN.WEDDINGORGANIZER) 

 

AIRUL SEPTIAN FARONSYAH 

ABSTRACT 

 

The existence of the Covid-19 pandemic requires the role of social media, thus 

optimizing the use of social media, in this case, Instagram in the current 4.0 era is 

urgently needed, one of which is in the aspect of the business of wedding organizers 

in areas that the wider community wants to know. The focus of this research is to 

examine how Instagram content is presented by Fifin Wedding Organizer in 

Palembang using social media marketing and brand image analysis. This research 

method uses a qualitative case study type, involving five informants and one expert 

informant. The results of the study show that Instagram is only used by Fifin 

Wedding Organizer to the extent of sharing information about wedding organizers. 

The features that are used optimally are only limited to Instagram stories (Ig 

stories), which makes the management of Instagram @fifin.weddingorganizer 

ineffective. Furthermore, Fifin Wedding Organizer only targets the people of 

Palembang in disseminating information through Instagram content to form a 

brand image. Then, from the five indicators of social media marketing, namely, 

content creation, content sharing, connecting, and community building, one of the 

indicators of social media marketing, namely content creation, has not been 

optimally implemented, due to a lack of educational content. Then, from the brand 

image indicators, namely corporate image, product image and user image, one of 

the brand image indicators, namely, product image has also not been optimally 

implemented, because it has not been able to create long-term results from a 

product that is owned. 

 

Keywords: social media marketing, brand image, instagram 
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