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STRATEGI KOMUNIKASI PEMASARAN MELALUI INSTAGRAM 

DALAM MENDORONG ELECTRONIC WORD OF MOUTH (E-WOM) 

PADA AGENSI TALENT MANAGEMENT KK PRODUCTION HOUSE 

(STUDI KASUS PADA PT KARISMA KREATIF MEDIA) 

Haidar Alia Az Zahra 

 

ABSTRAK 

Penelitian ini bertujuan menganalisis strategi komunikasi pemasaran KK 

Production House melalui Instagram dalam mendorong electronic word of 

mouth (e-WOM), berdasarkan tiga dimensi Goyette et al. (2010): intensity, 

valence of opinion, dan content. Menggunakan pendekatan kualitatif 

dengan metode studi kasus, data dikumpulkan melalui wawancara 

mendalam dengan lima informan (manajemen, talent/KOL, dan audiens 

Instagram @kk_productionhouse), observasi, dan dokumentasi, serta 

divalidasi melalui triangulasi sumber dengan seorang ahli digital branding. 

Hasil penelitian menunjukkan bahwa KKPH mendorong intensity melalui 

konsistensi unggahan dan pemanfaatan fitur Instagram secara berbeda 

fungsi, membentuk valence of opinion positif melalui pendekatan 

relasional dan kekeluargaan dengan talent, serta menghasilkan content e-

WOM lewat keseimbangan konten promosi dan konten humanis yang 

autentik. Penelitian ini menyimpulkan bahwa keberhasilan e-WOM tidak 

hanya ditentukan oleh frekuensi aktivitas digital, tetapi juga oleh kualitas 

relasi dan autentisitas konten. 

 

 

Kata Kunci : Strategi Komunikasi Pemasaran, Instagram, Electronic 

Word of Mouth, Agensi Talent Management, Media Sosial.
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MARKETING COMMUNICATION STRATEGY THROUGH 

INSTAGRAM IN DRIVING ELECTRONIC WORD OF MOUTH (E-

WOM) AT THE TALENT MANAGEMENT AGENCY KK 

PRODUCTION HOUSE (CASE STUDY AT PT KARISMA 

KREATIF MEDIA) 

Haidar Alia Az Zahra 

 

ABSTRACT 

This study analyzes the marketing communication strategy of KK 

Production House through Instagram in driving electronic word of mouth 

(e-WOM), based on three dimensions from Goyette et al. (2010): intensity, 

valence of opinion, and content. Using a qualitative approach with a case 

study method, data were collected through in-depth interviews with five 

informants (management, talents/KOLs, and followers of 

@kk_productionhouse), observation, and documentation, validated 

through source triangulation with a digital branding expert. Findings 

show that KKPH drives intensity through consistent posting and the 

differentiated use of Instagram features, shapes positive valence of opinion 

through a relational, family-like approach with talents, and generates e-

WOM content through a balance of promotional and authentic, humanistic 

content. The study concludes that e-WOM success depends not only on the 

frequency of digital activity, but also on relationship quality and content 

authenticity. 
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