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STRATEGI KONTEN MEDIA SOSIAL INSTAGRAM BASARNAS DALAM 

OPTIMALISASI KETERLIBATAN AUDIENS GENERASI Z 

(STUDI KASUS INSTAGRAM @sar_nasional) 

 

Lawdy Ghina Ervayosa Sembiring 

 

ABSTRAK 

 

Media sosial menjadi sarana utama penyampaian informasi di era digital, termasuk bagi 

lembaga pemerintah seperti Basarnas yang memanfaatkan Instagram @sar_nasional untuk 

menyampaikan informasi pencarian dan pertolongan. Namun, fenomena yang ada 

memperlihatkan bahwa tingkat interaksi yang diperoleh setiap unggahan menunjukkan variasi 

yang berbeda-beda, terlihat dari perbedaan interaksi antar jenis konten, di mana konten 

kolaborasi cenderung menghasilkan respons lebih tinggi dibandingkan konten lainnya. 

Penelitian ini bertujuan untuk menganalisis strategi konten media sosial Instagram yang 

diterapkan Basarnas dalam mengoptimalkan keterlibatan audiens Generasi Z serta mengetahui 

alasan penerapan strategi tersebut. Penelitian ini menggunakan teori 4C (Context, 

Communication, Collaboration, Connection) dari Chris Heuer (Solis, 2011) untuk 

menganalisis strategi konten, serta konsep Consumer Brand Engagement dari (Hollebeek, 

Glynn, & Brodie, 2014) yang meliputi dimensi kognitif, afektif, dan aktivasi untuk mengukur 

keterlibatan audiens. Penelitian ini menggunakan pendekatan kualitatif dengan metode studi 

kasus melalui wawancara mendalam, observasi, dan dokumentasi, serta triangulasi sumber. 

Hasil penelitian menunjukkan bahwa keempat aspek 4C saling mendukung dalam menarik 

perhatian dan mendorong keterlibatan Generasi Z, dengan aspek collaboration terbukti paling 

efektif meningkatkan engagement, sementara aspek connection masih menjadi celah karena 

komunikasi dua arah dengan audiens belum sepenuhnya optimal. Strategi konten Basarnas juga 

terbukti mampu mendorong audiens memproses informasi secara mendalam, membangun 

respons emosional, serta berpartisipasi aktif terhadap konten yang dipublikasikan. 

 

Kata Kunci: strategi konten; teori 4C; Consumer Brand Engagement; Instagram; Generasi Z 
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Instagram Social Media Content Strategy of BASARNAS in Optimizing Generation Z 

Audience Engagement: A Case Study of the @sar_nasional Instagram Account 

 

Lawdy Ghina Ervayosa Sembiring 

 

ABSTRACT 

 

Social media has become a primary means of disseminating information in the digital era, 

including for government institutions such as Basarnas, which utilizes Instagram account 

@sar_nasional to disseminate search and rescue information. However, the existing 

phenomenon shows that the level of interaction generated by each post varies, as indicated by 

differences in engagement across content types, with collaborative content tending to generate 

higher responses than other types of content. This study aims to analyze the Instagram social 

media content strategy implemented by Basarnas to optimize audience engagement among 

Generation Z and to identify the reasons underlying the implementation of such strategies. This 

study employs Chris Heuer’s 4C theory (Context, Communication, Collaboration, and 

Connection) as proposed by Solis (2011) to analyze the content strategy, as well as the concept 

of Consumer Brand Engagement proposed by Hollebeek, Glynn, and Brodie (2014), which 

consists of cognitive, affective, and activation dimensions to measure audience engagement. 

This research adopts a qualitative approach using a case study method through in-depth 

interviews, observation, and documentation, supported by source triangulation. The results 

indicate that the four aspects of the 4C framework mutually support efforts to attract attention 

and encourage Generation Z engagement, with collaboration proving to be the most effective 

aspect in increasing engagement. Meanwhile, connection remains an area for improvement, as 

two-way communication with the audience has not yet been fully optimized. Basarnas’ content 

strategy has also been shown to encourage audiences to process information more deeply, 

develop emotional responses, and actively participate in the published content. 

 

Keywords: content strategy; 4C theory; Consumer Brand Engagement; Instagram; Generation 

Z 
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