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STRATEGI KOMUNIKASI DIGITAL DALAM 

MEMBANGUN BRANDING BUDGET MATCHING PADA AKUN 

INSTAGRAM @RENOVRUMA.ID 

Alya Sallva Fauziah 

 

 

ABSTRAK 

 

Perkembangan teknologi komunikasi digital telah mengubah cara konsumen mencari 

informasi dan mengambil keputusan, termasuk pada sektor jasa renovasi rumah yang 

memiliki tingkat risiko tinggi. Media sosial tidak hanya berfungsi sebagai sarana 

promosi, tetapi juga sebagai ruang untuk membangun persepsi dan kepercayaan 

terhadap penyedia jasa. Dalam konteks ini, komunikasi digital menjadi faktor penting 

karena layanan renovasi bersifat tidak berwujud dan tidak dapat diuji sebelum 

digunakan.Penelitian ini bertujuan untuk menganalisis strategi komunikasi digital 

Renovruma.id dalam membangun branding melalui konsep Budget Matching di 

Instagram. Penelitian ini menggunakan pendekatan kualitatif dengan metode studi 

kasus. Data diperoleh melalui wawancara mendalam dengan Founder, Manager 

Marketing, Social Media Specialist, serta pengikut aktif akun Instagram 

@renovruma.id, dan diperkuat melalui triangulasi data. Hasil penelitian menunjukkan 

bahwa Renovruma.id memanfaatkan konten edukasi, konten before–after, dan konten 

testimoni pelanggan sebagai strategi utama komunikasi digital. Konten edukasi 

membangun pemahaman audiens, konten before–after berfungsi sebagai bukti visual 

kompetensi layanan, sementara konten testimoni berperan sebagai social proof dalam 

membangun kepercayaan merek. Selain itu, komunikasi konsep Budget Matching yang 

menekankan transparansi dan penyesuaian anggaran membentuk citra Renovruma.id 

sebagai brand yang solutif dan berorientasi pada kebutuhan konsumen. Penelitian ini 

menyimpulkan bahwa strategi komunikasi digital Renovruma.id berperan penting 

dalam membangun branding dan kepercayaan audiens pada industri jasa renovasi 

rumah. 

 

Kata kunci: Strategi Komunikasi Digital, Digital Branding, Instagram, Budget 

Matching, Jasa Renovasi Rumah 



Universitas Bakrie 
 

viii 

  

STRATEGI KOMUNIKASI DIGITAL DALAM 

MEMBANGUN BRANDING BUDGET MATCHING PADA 

AKUN INSTAGRAM @RENOVRUMA.ID 

Alya Sallva Fauziah 

 

 

ABSTRAK 

 

The development of digital communication technology has transformed the way 

consumers seek information and make decisions, including in the home renovation 

service industry, which is characterized by a high level of risk. Social media functions 

not only as a promotional platform but also as a space for building perceptions and trust 

toward service providers. In this context, digital communication plays a crucial role, as 

renovation services are intangible and cannot be tested prior to purchase. This study 

aims to analyze the digital communication strategy of Renovruma.id in building 

branding through the Budget Matching concept on Instagram. This research adopts a 

qualitative approach using a case study method. Data were collected through in-depth 

interviews with the Founder, Marketing Manager, Social Media Specialist, and active 

followers of the Instagram account @renovruma.id, and were strengthened through data 

triangulation.The findings indicate that Renovruma.id utilizes educational content, 

before–after content, and customer testimonial content as the main digital 

communication strategies. Educational content helps build audience understanding, 

before–after content serves as visual evidence of service competence, while testimonial 

content functions as social proof in strengthening brand trust. In addition, the 

communication of the Budget Matching concept, which emphasizes transparency and 

budget adjustment, shapes the image of Renovruma.id as a solution-oriented brand that 

is responsive to consumer needs. This study concludes that the digital communication 

strategy implemented by Renovruma.id plays a significant role in building branding and 

audience trust in the home renovation service industry. 

 

Keywords: Digital Communication Strategy, Digital Branding, Instagram, Budget 

Matching, Home Renovation Services 

  



Universitas Bakrie 
 

ix 

  

DAFTAR ISI 

KATA PENGANTAR .................................................................................................. iii 

BAB I ............................................................................................................................. 1 

PENDAHULUAN ......................................................................................................... 1 

1.1 Latar Belakang ............................................................................................... 1 

1.2 Rumusan Masalah ........................................................................................ 10 

1.3 Tujuan Penelitian ......................................................................................... 10 

1.4 Manfaat Penelitian ....................................................................................... 10 

1.4.1 Manfaat Teoritis ............................................................................................................... 10 

1.4.2 Manfaat Praktis ................................................................................................................ 11 

BAB II ......................................................................................................................... 12 

TINJAUAN PUSTAKA............................................................................................... 12 

2.1 Konsep yang Relevan ................................................................................... 12 

2.1.1  Komunikasi Pemasaran Digital ....................................................................................... 12 

2.1.2  Strategi Digital Branding dalam Content Digital ............................................................ 13 

2.1.2.1 Jenis Konten Digital dalam Strategi Branding @Renovruma.id .................................. 16 

2.1.4  Konsep Budget Matching ................................................................................................ 20 

2.1.5  Branding .......................................................................................................................... 22 

2.2 Penelitian Sebelumnya dan Pernyataan Kebaruan ............................................................. 26 

2.2 Penelitian Sebelumnya ............................................................................................................ 30 

2.3 Model Kerangka Pemikiran ............................................................................................... 32 

BAB III ........................................................................................................................ 33 

METODE PENELITIAN ........................................................................................... 33 

3.1   Desain dan Pendekatan .............................................................................. 33 

3.2 Objek dan Subjek Penelitian ....................................................................... 34 

3.3 Teknik Pengumpulan Data .......................................................................... 38 

3.4 Wawancara Mendalam ................................................................................ 38 

3.5  Analisis Data ............................................................................................. 40 

3.6 Triangulasi Data ........................................................................................... 42 

3.7  Operasional Konsep ................................................................................. 44 



Universitas Bakrie 
 

x 

  

BAB IV ........................................................................................................................ 47 

HASIL DAN PEMBAHASAN.................................................................................... 47 

4.1 Gambaran Konteks Penelitian ........................................................................ 48 

4.1.1 Gambaran Umum @Renovruma.id ...................................................................................... 48 

4.1.2 Visi dan Misi @renovruma.id .............................................................................................. 50 

4.2 Gambaran Umum Objek Penelitian ............................................................... 51 

4.3 Gambaran Umum Subjek Penelitian ............................................................. 53 

4.3.1 Profil Informan ..................................................................................................................... 55 

4.3.2 Profil Triangulator............................................................................................................ 57 

4.4 Penyajian Data.............................................................................................. 59 

4.4.1 Strategi Komunikasi Digital Renovruma.id di Instagram ..................................................... 59 

4.4.5 Komunikasi Konsep Budget Matching dalam Strategi Digital Branding 

Renovruma.id............................................................................................................................................... 65 

4.5 Hasil Pembahasan dan Diskusi ....................................................................... 68 

4.5.1 Strategi Digital Branding Renovruma.id sebagai Bentuk Komunikasi Digital .................... 69 

4.5.2 Peran Konten Edukasi dalam Strategi Digital Branding Renovruma.id ............................... 70 

4.5.3 Peran Konten Before–After dalam Memperkuat Brand Image Renovruma.id ..................... 72 

4.5.4 Peran Konten Testimoni dalam Membangun Social Proof dan Brand Trust ....................... 74 

4.5.5 Komunikasi Konsep Budget Matching dalam Pembentukan Branding 

Renovruma.id............................................................................................................................................... 77 

4.5.6 Analisis Branding Renovruma.id ................................................................ 81 

4.5.6.1 Brand Awareness ............................................................................................................... 82 

4.5.6.2 Brand Image ...................................................................................................................... 82 

4.5.6.3 Brand Trust ........................................................................................................................ 83 

4.5.7 Temuan Penelitian ................................................................................................................ 83 

BAB V .......................................................................................................................... 86 

SIMPULAN DAN SARAN ......................................................................................... 86 

5.1 Simpulan ........................................................................................................... 86 

5.2 Kendala dan Keterbatasan Penelitian ............................................................ 88 

5.2.1 Kendala Penelitian ................................................................................................................ 88 

5.2.2 Keterbatasan Penelitian ........................................................................................................ 88 

5.3 Saran dan Implikasi ......................................................................................... 89 

5.3.1 Saran untuk Penelitian Selanjutnya ...................................................................................... 89 

5.3.2 Saran untuk Renovruma.id ............................................................................................... 90 



Universitas Bakrie 
 

xi 

  

DAFTAR PUSTAKA................................................................................................... 92 

Lampiran Transkrip Wawancara Informan .............................................................. 94 

 


