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Analisis Content Marketing Media Sosial Instagram Racoon dalam
Meningkatkan Brand Awarenes

ANNISA TIARA ERNANTO

ABSTRAK

Perkembangan media sosial telah mengubah cara perusahaan membangun
hubungan dengan konsumen, termasuk dalam membentuk kesadaran merek (brand
awareness). Salah satu platform yang banyak digunakan adalah Instagram, yang
menjadi media utama dalam strategi content marketing. Penelitian ini bertujuan
untuk menganalisis bagaimana strategi content marketing yang diterapkan oleh
akun Instagram RACOON berperan dalam meningkatkan brand awareness di
kalangan audiensnya. Hasil penelitian menunjukkan bahwa RACOON secara
konsisten menerapkan content marketing dengan berbagai jenis konten, seperti
edukasi produk, kampanye visual, hingga interaksi melalui fitur Instagram Stories
dan Reels. Strategi tersebut terbukti efektif dalam meningkatkan brand recall dan
brand recognition di kalangan pengikutnya.Konsistensi pesan visual, gaya
komunikasi yang sesuai dengan target pasar, serta frekuensi unggahan menjadi
faktor utama dalam membangun brand awareness melalui Instagram.Penelitian ini
menyimpulkan bahwa strategi content marketing yang terencana dan terarah dapat
menjadi alat yang efektif dalam membentuk dan memperkuat kesadaran merek,
khususnya di platform media sosial visual seperti Instagram.

kata Kunci : Content Marketing, Brand Awareness, Instagram, Strategi Digital
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Meningkatkan Brand Awarenes

ANNISA TIARA ERNANTO

ABSTRAK

The development of social media has transformed the way companies build
relationships with consumers, particularly in shaping brand awareness. Instagram
has emerged as one of the most widely used platforms and serves as a primary
medium for content marketing strategies. This study aims to analyze how the
content marketing strategy implemented by RACOON's Instagram account
contributes to enhancing brand awareness among its audience. The research
employs a qualitative approach with a descriptive case study method, utilizing
social media observation, content documentation, and interviews with the account
managers. The findings reveal that RACOON consistently applies content
marketing through various types of content, such as product education, visual
campaigns, and interactive features like Instagram Stories and Reels. These
strategies have proven effective in increasing brand recall and brand recognition
among followers. Visual message consistency, communication style tailored to the
target market, and posting frequency are identified as the main factors driving
brand awareness. In conclusion, a well-planned and targeted content marketing
strategy can serve as an effective tool for building and strengthening brand
awareness, particularly on visual-based social media platforms such as Instagram.

Keywords: Content Marketing, Brand Awareness, Instagram, Digital Strategy
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