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ABSTRAK 

 

Penelitian ini memiliki bertujuan untuk mengetahui implementasi strategi 

Content Marketing Dyandra Academy dalam meningkatkan volume penjualan 

kelas Event Exhibition 101 dan menganalisis matriks konten dalam Instagram 

Dyandra Academy yang bersifat inspire, entertain, educate, dan convince. Metode 

penelitian yang digunakan adalah penelitian kualitatif dengan pengumpulan data 

menggunakan wawancara semi-terstruktur, observasi, dan dokumentasi. Validitas 

penelitian menggunakan triangulasi teknik dengan analisis data menggunakan 

model Miles dan Huberman.  

Hasil dari penelitian menunjukkan bahwa strategi Content Marketing yang 

dilakukan oleh Dyandra Academy terbukti memiliki pengaruh penting dalam 

meningkatkan volume penjualan kelas Event Exhibition 101. Pembuatan konten 

oleh Dyandra Academy mampu membentuk dimensi dalam Content Marketing 

yaitu reader cognition, sharing motivation, persuasion, decision making, dan 

factors.  

Saran bagi Dyandra Academy adalah untuk menetapkan persentase Key 

Performance Indicator (KPI) setiap bulan dalam mengukur keberhasilan konten 

yang dibuat. Dalam pembuatan konten Dyandra Academy perlu menekankan pada 

event exhibition memiliki experience yang menyenangkan tidak hanya event konser 

Korea saja. Tipe konten convince atau yang bersifat persuasif terhadap audiens 

diharapkan dapat ditingkatkan intensitas pembuatannya.  

 

Kata Kunci: Content Marketing, Penjualan, Matriks Konten  



viii 

 

ABSTRACT 

This study aims to determine the implementation of Dyandra Academy's 

Content Marketing strategy in increasing the sales volume of Event Exhibition 101 

class and analyze the content matrix in Dyandra Academy's Instagram which is 

inspire, entertain, educate, and convince. The research method used is qualitative 

research with data collection using semi-structured interviews, observation, and 

documentation. The validity of the study using triangulation techniques with data 

analysis using the Miles and Huberman model.  

The results of the study show that the Content Marketing strategy carried 

out by Dyandra Academy has proven to have an important influence in increasing 

the sales volume of the Event Exhibition 101 class. Content creation by Dyandra 

Academy is able to form dimensions in Content Marketing, namely reader 

cognition, sharing motivation, persuasion, decision making, and factors.  

The suggestion for Dyandra Academy is to set a percentage of Key 

Performance Indicators (KPIs) every month in measuring the success of the content 

created. In content creation, Dyandra Academy needs to emphasize exhibition 

events to have a fun experience, not only Korean concert events. The type of content 

that is convincing or persuasive to the audience is expected to increase the intensity 

of its creation.  

 

Keywords: Content Marketing, Sales, Content Matrix 
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