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Peran RedTravelers Sebagai Spokesperson Dan Brand Community

Dalam Membangun Engagement Media Sosial Instagram
RedDoorz

Muhammad Divo Tribowo

ABSTRAK
Pertumbuhan pengguna Instagram di Indonesia yang mencapai 99,78 juta pada
Oktober 2025 mendorong berbagai brand di industri perhotelan untuk membangun
kehadiran digital yang lebih kompetitif. RedDoorz menanggapi tantangan
engagement yang rendah pada akun Instagram resminya melalui pembentukan
RedTravelers, sebuah komunitas kreator konten yang berfungsi sebagai
spokesperson kolektif brand. Penelitian ini bertujuan untuk mengetahui dan
mendeskripsikan peran RedTravelers sebagai spokesperson dan brand community
dalam membangun engagement media sosial Instagram @reddoorzid. Penelitian
menggunakan paradigma konstruktivis dengan pendekatan kualitatif dan metode
studi kasus, melalui wawancara mendalam terhadap lima informan yang terlibat
langsung dalam pengelolaan dan interaksi dengan komunitas RedTravelers, serta
satu triangulator sebagai pihak yang memberikan insight temuan dari sudut
pandang praktisi media sosial. Analisis data dilakukan dengan mengacu pada tiga
konsep utama, yaitu spokesperson, brand community, dan engagement. Hasil
penelitian menunjukkan bahwa kredibilitas RedTravelers sebagai spokesperson
dibangun melalui kombinasi kebijakan struktural brand dan kesadaran personal
kreator, sementara soliditas RedTravelers sebagai brand community tumbuh dari
perpaduan antara arahan resmi RedDoorz dan solidaritas yang berkembang mandiri
antar anggota. Dari sisi engagement, RedTravelers dapat dimaknai berperan pada
social engagement dan conversion melalui konsistensi kode promo, meskipun
kaitannya dengan pertumbuhan followers cenderung tidak langsung dan lebih
terasa dalam jangka panjang.

Kata kunci: spokesperson, brand community, engagement, RedTravelers,
Instagram, Media Sosial
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The Role of RedTravelers as Spokesperson and Brand
Community in Building RedDoorz Instagram Social Media

Engagement

Muhammad Divo Tribowo

ABSTRACT
The growth of Instagram users in Indonesia, reaching 99.78 million by October
2025, has pushed hospitality brands to build a more competitive digital presence.
RedDoorz addressed the low engagement rate on its official Instagram account by
establishing RedTravelers, a content creator community functioning as the brand's
collective spokesperson. This study aims to identify and describe the role of
RedTravelers as RedDoorz's spokesperson and brand community in building
engagement on the Instagram account @reddoorzid. The research employs a
constructivist paradigm with a qualitative approach and case study method,
conducted through in-depth interviews with five informants directly involved in
managing and interacting with the RedTravelers community, as well as one
triangulator who validated the findings from a social media practitioner's
perspective. Data analysis draws on three main concepts: spokesperson, brand
community, and engagement. The findings reveal that RedTravelers' credibility as
a spokesperson is built through a combination of the brand's structural policies and
creators' personal awareness, while its solidity as a brand community emerges from
the interplay between RedDoorz's official direction and solidarity that develops
organically among members. In terms of engagement, RedTravelers is shown to
contribute significantly to increased social engagement and conversion through
consistent promo code usage, although its impact on follower growth tends to be
indirect and more evident in the long term.

Keywords: spokesperson, brand community, engagement, RedTravelers,
Instagram, social media
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