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ANALISIS BRAND POSITIONING CARNIVORESSOUL MELALUI 

MEDIA SOSIAL INSTAGRAM 

HANIF 

 

ABSTRAK 

Media sosial pada era digital merupakan wadah yang efektif untuk suatu bisnis, 

khususnya Instagram yang digunakan sebagai media komunikasi pemasaran 

digital. Instagram adalah wadah efektif dalam melakukan aktivitas branding. 

Branding diperlukan sebagai strategi pemasaran agar produk mudah dikenal 

masyarakat. Begitu juga Brand positioning yang menjadi jantung strategi 

pemasaran. Saat situasi pandemi Covid-19, brand positioning menjadi solusi 

efektif dalam menerapkan positioning brand, khususnya sektor bisnis fashion 

denim lokal. Fenomena ini menjadi landasan peneliti tertarik dalam menganalisa 

denim lokal yakni Carnivoressoul dengan akun Instagram @carnivoressoul. 

Peneliti menganalisis brand positioning dalam lingkup komunikasi pemasaran 

digital. Analisa dilakukan berdasarkan aktivitas pemasaran pada implementasi 

brand positioning. Penelitian dikaji menggunakan brand positioning oleh Keller 

dengan indikator poin target consumer, nature of competitions, POD’s dan 

POP’s. Metode penelitian menggunakan pendekatan kualitatif. Teknik analisis 

menggunakan in-depth interview dengan enam (6) informan dan praktisi 

branding. Hasil pada penelitian menyebutkan bahwa Carnivoressoul belum 

tersegmentasi konsep American motorcycle vintage classic dan memiliki interaksi 

rendah pada konten Instagram mereka, sehingga insight mengalami low 

engagement dan tidak sebanding dengan followers yang dimiliki. Kesimpulan 

penelitian ini menunjukkan bahwa brand positioning Carnivoressoul tidak 

merepresentasikan brand positioning motorcycle classic workwear. Saran dan 

implikasi pada penelitian ini yaitu Carnivoressoul diharapkan konsisten dalam 

mempromosikan konsep motorcycle classic workwear.  

Kata kunci: merek denim, brand positioning, media sosial, Instagram, konsep 

motor. 
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ANALYSIS OF CARNIVORESSOUL BRAND POSITIONING THROUGH 

INSTAGRAM SOCIAL MEDIA 

HANIF 

ABSTRACT 

Social media in the digital era is an effective platform for a business, especially 

Instagram which is used as a digital marketing communication medium. 

Instagram is an effective platform for activities branding. Branding is needed as a 

marketing strategy so that the product is easily known by the public. Likewise, 

Brand positioning is at the heart of marketing strategy. During the Covid-19 

pandemic situation, brand positioning became an effective solution in 

implementing brand positioning, especially the local denim fashion business 

sector. This phenomenon became the basis for researchers interested in analyzing 

local denim, namely Carnivoressoul with the Instagram account 

@carnivoressoul. Researchers analyzed brand positioning in the scope of digital 

marketing communications. The analysis is carried out based on marketing 

activities on the implementation of brand positioning. The study was reviewed 

using brand positioning by Keller with indicators of points, consumer target, 

nature of competitions, POD's and POP's. The research method uses a qualitative 

approach. The analysis technique uses in-depth interviews with six (6) informants 

and practitioners branding. The results of the study indicate that Carnivoressoul 

has not yet segmented the concept of American vintage classic motorcycle and has 

low interaction on their Instagram content, so that insight experiences low 

engagement and is not comparable to the followers they have. The conclusion of 

this study shows that brand positioning Carnivoressoul'sdoes not represent brand 

positioning motorcycle classic workwear. Suggestions and implications of this 

research is that Carnivoressoul is expected to be consistent in promoting the 

concept of classic motorcycle workwear. 

 

Keyword: brand denim, brand positioning, social media, Instagram, motorcycle 

concept. 
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