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STRATEGI KOMUNIKASI PEMASARAN MELALUI MEDIA
SOSIAL INSTAGRAM DALAM MENGOMUNIKASIKAN BRAND
IDENTITY (STUDI KASUS PADA GEZELLIG CAFE & RESTO
RAWAMANGUN)

Shintia Diva Azzahra

ABSTRAK

Penelitian ini menganalisis strategi komunikasi pemasaran Gezellig Cafe & Resto
melalui Instagram dalam mengomunikasikan Brand Identity kepada audiens digital.
Penelitian berfokus pada elemen Context dan Collaboration dari teori 4C Chris Heuer
serta dimensi Physique, Personality, dan Culture dari Brand Identity Prism Kapferer.
Data diperoleh melalui observasi konten Instagram periode Januari hingga Juni 2026,
wawancara mendalam dengan enam informan yang terdiri atas owner, pengelola media
sosial, satu influencer, dan tiga followers, serta dokumentasi. Analisis data
menggunakan model interaktif Miles dan Huberman dengan triangulasi sumber untuk
mendukung keabsahan data. Hasil penelitian menunjukkan bahwa Contfext belum
berjalan secara strategis dan terstruktur karena tidak didukung content plan, content
pillar, maupun jadwal unggahan yang tetap. Sementara itu, Physique Belanda masih
bertumpu pada penanda tertentu dan Culture belum dikembangkan menjadi narasi
budaya yang berkelanjutan. Melalui Collaboration, Physique ditampilkan lebih intens,
Personality tetap membangun kesan cozy dengan variasi gaya kreator, sedangkan
Culture lebih sering dikomunikasikan secara eksplisit dibandingkan Context, meskipun
kedalaman narasinya belum seragam. Temuan menunjukkan bahwa Context dan
Collaboration memberikan kontribusi yang berbeda dalam mengomunikasikan Brand

Identity Gezellig melalui Instagram.

Kata Kunci: Strategi Komunikasi Pemasaran, Instagram, Brand Identity, 4C Chris

Heuer, Brand Identity Prism
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MARKETING COMMUNICATION STRATEGY THROUGH INSTAGRAM
SOCIAL MEDIA IN COMMUNICATING BRAND IDENTITY (A CASE STUDY
OF GEZELLIG CAFE & RESTO RAWAMANGUN)

Shintia Diva Azzahra

ABSTRACT

This study analyzes the marketing communication strategy of Gezellig Cafe & Resto
through Instagram in communicating its Brand Identity to digital audiences. The study
focuses on the Context and Collaboration elements of Chris Heuer’s 4C framework
and the Physique, Personality, and Culture dimensions of Kapferer’s Brand Identity
Prism. Data were collected through observations of Instagram content from January
to June 2026, in-depth interviews with six informants consisting of the owner, social
media manager, one influencer, and three followers, as well as documentation. Data
were analyzed using the Miles and Huberman interactive model, while source
triangulation was applied to support data credibility. The findings show that Context
has not yet been implemented strategically and systematically because it is not
supported by a fixed content plan, content pillars, or posting schedule. Dutch Physique
still relies on particular visual cues, while Culture has not yet developed into a
sustained cultural narrative. Through Collaboration, Physique receives greater visual
exposure, Personality continues to convey cozy associations through varied creator
styles, while Culture is communicated more explicitly than through Context, although
the depth of cultural storytelling remains uneven. The findings indicate that Context
and Collaboration contribute differently to the communication of Gezellig’s Brand
Identity on Instagram.

Keywords: Marketing Communication Strategy, Instagram, Brand lIdentity, Chris
Heuer's 4C, Brand Identity Prism
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