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STRATEGI PEMASARAN KONTEN MELALUI AKUN  

INSTAGRAM @id_executive 

 
GITTA ARYANA PUSPITA SARI 

ABSTRAK 
 

Dalam konteks pemasaran digital, Instagram telah menjadi platform yang sangat 
penting, terutama bagi merek fashion lokal seperti EXECUTIVE. Meskipun merek 
ini telah berusaha keras memanfaatkan Instagram dengan konten visual yang 
menarik, mereka masih menghadapi tantangan dalam meningkatkan jumlah 
pengikut. Oleh karena itu, strategi pemasaran konten yang baik sangat diperlukan 
untuk menarik perhatian audiens dan meningkatkan interaksi. Penelitian ini 
menggunakan pendekatan kualitatif dengan metode studi kasus untuk 
mengeksplorasi strategi pemasaran digital EXECUTIVE di Instagram 
(@id_executive). Objek penelitian adalah strategi pemasaran konten digital 
EXECUTIVE, dengan subjek meliputi staf pemasaran, 2 pengikut aktif 
@id_executive, dan 2 narasumber ahli pemasaran digital. Data dikumpulkan 
melalui observasi langsung, wawancara, dan analisis tangkapan layar akun 
Instagram (@id_executive). Analisis dilakukan dengan reduksi data, penyajian, 
dan penarikan kesimpulan, serta validasi melalui triangulasi sumber. Berdasarkan 
konsep strategi pemasaran konten oleh Simon Kingsnorth (2016) yang memiliki 7 
dimensi yaitu credible, shareable, useful or fun, Interesting, relevant, difference, 
dan on brand. Hasil penelitian menunjukan bahwa EXECUTIVE unggul dalam 
identitas merek, namun perlu meningkatkan variasi, keterbagian, dan interaksi 
dalam konten mereka. Secara keseluruhan, EXECUTIVE sebaiknya memperbaiki 
strategi konten mereka dengan menghadirkan konten yang lebih beragam dan 
melibatkan audiens, dan mengembangkan USP yang jelas untuk menonjol di pasar 
yang kompetitif. 
 

 

Kata kunci: Akun media sosial Instagram @id_executive, Pemasaran konten
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CONTENT MARKETING STRATEGY THROUGH THE INSTAGRAM 

ACCOUNT @id_executive 

 
GITTA ARYANA PUSPITA SARI 

ABSTRACT 
 

In the context of digital marketing, Instagram has become a crucial platform, 

especially for local fashion brands like EXECUTIVE. Despite the brand's efforts to 

utilize Instagram with visually appealing content, they still face challenges in 

increasing their follower count. Therefore, an effective content marketing strategy 

is essential to capture the audience's attention and enhance engagement. This study 

uses a qualitative approach with a case study method to explore EXECUTIVE's 

digital marketing strategy on Instagram (@id_executive). The research focuses on 

EXECUTIVE's digital content packaging strategy, involving marketing staff, two 

active followers of @id_executive, and two digital marketing experts. Data were 

collected through direct observation, interviews, and analysis of Instagram 

screenshots (@id_executive). The analysis was conducted through data reduction, 

presentation, and conclusion drawing, with validation through source 

triangulation. Based on Simon Kingsnorth's (2016) content marketing strategy 

concept, which includes seven dimensions: credible, shareable, useful or fun, 

interesting, relevant, different, and on brand, the findings show that EXECUTIVE 

excels in brand identity but needs to improve content variety, shareability, and 

engagement. Overall, EXECUTIVE should enhance their content strategy by 

introducing more diverse and engaging content and developing a clear USP to 

stand out in a competitive market. 

 

 

 

 

Keywords: Social media Instagram account @id_executive, content marketing 
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