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ABSTRAK 

Instagram menjadi salah satu media komunikasi pemasaran digital yang 

dimanfaatkan brand untuk membangun hubungan dengan komunitas. Fingerdex 

menggunakan akun Instagram @fingerdex tidak hanya untuk mempromosikan 

produk, tetapi juga sebagai media untuk membangun dan memperkuat brand 

community fingerboard. Penelitian ini bertujuan untuk mengetahui dan 

mendeskripsikan strategi komunikasi pemasaran digital akun Instagram 

@fingerdex dalam membangun brand community. Penelitian ini menggunakan 

paradigma konstruktivisme dengan pendekatan kualitatif dan metode studi kasus. 

Data diperoleh melalui wawancara mendalam dengan informan internal Fingerdex 

dan anggota aktif komunitas, serta triangulator. Analisis penelitian menggunakan 

konsep SOSTAC dan teori brand community Muñiz dan O’Guinn yang mencakup 

consciousness of kind, shared rituals and traditions, dan moral responsibility. Hasil 

penelitian menunjukkan bahwa strategi komunikasi pemasaran digital Fingerdex 

dilakukan melalui konten edukatif, informatif, hiburan, Dex Daily, repost user 

generated content, publikasi event, serta kegiatan komunitas. Strategi tersebut 

berperan dalam membangun rasa kebersamaan, menciptakan aktivitas dan 

pengalaman bersama, serta memperkuat hubungan antara brand dan komunitas. 

 

Kata kunci: komunikasi pemasaran digital, brand community, SOSTAC, 

Fingerdex, Instagram, fingerboard 
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ABSTRACT 

Instagram has become one of the digital marketing communication platforms used 

by brands to build relationships with their communities. Fingerdex utilizes the 

Instagram account @fingerdex not only to promote its products, but also as a 

medium to build and strengthen its fingerboard brand community. This study aims 

to identify and describe the digital marketing communication strategy of the 

@fingerdex Instagram account in building a brand community. This study uses a 

constructivist paradigm with a qualitative approach and case study method. Data 

were collected through in-depth interviews with Fingerdex internal informants and 

active community members, as well as a triangulator. The analysis uses the 

SOSTAC concept and Muñiz and O’Guinn’s brand community theory, which 

consists of consciousness of kind, shared rituals and traditions, and moral 

responsibility. The findings show that Fingerdex’s digital marketing 

communication strategy is implemented through educational, informative, and 

entertainment content, Dex Daily, user-generated content reposts, event 

publications, and community activities. These strategies contribute to fostering a 

sense of belonging, creating shared activities and experiences, and strengthening 

the relationship between the brand and its community. 

 

Keywords: digital marketing communication, brand community, SOSTAC, 

Fingerdex, Instagram 
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