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STRATEGI SOCIAL MARKETING GENRE (GENERASI BERENCANA)
MELALUI INSTAGRAM DALAM MEMBENTUK BRAND AWARENESS
SELAMA PANDEMI COVID-19

GHINA SALSABILA RAHMAN

ABSTRAK

Berangkat dari fenomena pandemi Covid-19 serta Indonesia yang mulai memasuki
era society 5.0, menyebabkan penggunaan IPTEK digunakan sebagai media efektif
dalam pemasaran dan memanusiakan manusia. Hal tersebut mengakibatkan banyak
individu, kelompok, instansi, maupun perusahaan beralih ke kegiatan online, salah
satunya melakukan strategi pemasaran melalui media sosial. GenRe menggunakan
akun Instagram @genre_indonesia sebagai salah satu media strategi pemasaran
sosial GenRe selama pandemi Covid-19. Penelitian ini bertujuan untuk mengetahui
bagaimana peran Instagram sebagai media social marketing GenRe dalam
membentuk brand awareness selama pandemi Covid-19. Penelitian ini dikaji
menggunakan konsep marketing mix (4P) oleh Kotler & Armstrong (2015) dan
brand awareness oleh Keller, K.L., dkk (2015). Metode penelitian yang digunakan
adalah metode studi kasus dengan pendekatan kualitatif. Hasil dari penelitian ini
menunjukkan bahwa strategi social marketing GenRe hanya memenuhi tiga dari
empat dimensi pada teori marketing mix, yaitu Product, Price, Place. Sedangkan,
untuk dimensi Promotion masih kurang. Hal tersebut dilihat dari beberapa
followers Instagram @genre_indonesia yang bersedia diwawancarai. GenRe juga
diketahui masih menggunakan one way communication. Dalam membentuk brand
awareness, GenRe sudah melakukan sampai di dua tahapan, yaitu recognition dan
recall. Hal ini merupakan keberhasilan sekaligus tantangan bagi GenRe, karena
recognition dan recall tersebut mayoritas hanya sesuai pada target audience
mereka saja.

Kata kunci: Strategi Pemasaran Sosial, Kesadaran Merek.
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SOCIAL MARKETING STRATEGY OF GENRE (GENERASI
BERENCANA) VIA INSTAGRAM IN FORMING BRAND AWARENESS
DURING THE COVID-19 PANDEMIC

GHINA SALSABILA RAHMAN

ABSTRACT

Departing from the phenomenon of the Covid-19 pandemic and Indonesia which
has begun to enter the era of society 5.0, causing the use of science and technology
to become an effective medium in marketing and humanizing humans. This has
resulted in individuals, groups, agencies, as well as companies switching to online
activities, one of which is carrying out marketing strategies through social media.
GenRe uses @genre_indonesia Instagram account as one of GenRe's social
marketing strategy media during the Covid-19 pandemic. This study aims to
determine the role of Instagram as a social media marketing GenRe in shaping
brand awareness during the Covid-19 pandemic. This study studied by using the
theory and concepts of the marketing mix (4Ps) by Kotler & Armstrong (2015) and
brand awareness by Keller, K.L., et al (2015). The method used in this research is
a case study method with a qualitative approach. The results of this study indicate
that the social marketing strategy of GenRe only fulfills three of the four dimensions
of the marketing mix theory, namely Product, Price, and Place. Meanwhile, the
Promotion dimension is still lacking. This is can be seen from several
@genre_indonesia Instagram followers who are willing to get interviewed. GenRe
still uses one-way communication. In building its brand awareness, GenRe has
reached two stages, namely Recognition and Recall. This is both a success and a
challenge for GenRe, because most of the recognition and recall are only suit their
target audience.

Keywords: Social Marketing Strategy, Brand Awareness.
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