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(Studi Kasus Akun Fanbase Klub Sepakbola Manchester United) 

Rinaldi Sasmita 

 

ABSTRAK 
Penelitian ini bertujuan untuk menemukan strategi content marketing 

Instagram @unitedarmyid dalam meningkatkan engagement. Brand engagement 

didefinisikan sebagai interaksi dua arah antara brand dan followers yang dapat 

meningkatkan investasi emosional, psikologis, dan fisik followers. Penelitian ini 

menggunakan pendekatan penelitian kualitatif dengan metode studi kasus. Data 

dikumpulkan melalui observasi, wawancara mendalam, dan dokumentasi. Hasil 

penelitian meliputi: konten yang selalu diperbarui dan relevan memiliki daya tarik 

lebih besar bagi audiens; strategi content marketing yang efektif melibatkan 

relevansi, akurasi, dan kemudahan dalam penyajian serta pencarian konten; 

customer engagement ditingkatkan melalui proses consumption, curation, creation, 

dan collaboration. Hasil penelitian juga menunjukkan strategi content marketing 

yang diterapkan oleh akun Instagram @unitedarmyid berhasil meningkatkan 

pemasaran strategis melalui penggunaan konten visual yang konsisten dan menarik, 

serta pembaruan produk secara rutin. Selain itu, customer engagement pada akun 

Instagram @unitedarmyid telah diterapkan dengan efektif. Hasilnya, 

@unitedarmyid berhasil mendapatkan keterlibatan aktif dari para followers, 

meningkatkan loyalitas, serta menciptakan interaksi yang lebih mendalam dengan 

followersnya. Namun, ada potensi untuk perbaikan dalam meningkatkan loyalitas 

dan interaksi melalui diskusi tematik, diversifikasi, konten visual inovatif dan 

interaktif, serta menambahkan konten video interaktif seperti live streaming. Selain 

itu, ada peluang untuk perbaikan dalam hal segmentasi audiens dan respons 

terhadap feedback, yang dapat lebih meningkatkan efektivitas strategi content 

marketing pada akun Instagram @unitedarmyid. 
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CONTENT MARKETING STRATEGY OF INSTAGRAM ACCOUNT 

@UNITEDARMYID IN INCREASING CUSTOMER ENGAGEMENT  

(Case Study of Fanbase Account Manchester United Football Club) 

Rinaldi Sasmita 

ABSTRACT 

This research aims to find the content marketing strategy of Instagram 

@unitedarmyid in increasing customer engagement. Brand engagement is defined 

as a two-way interaction between brands and followers that can increase followers' 

emotional, psychological, and physical investment. This research uses a qualitative 

research approach with a case study method. Data were collected through 

observation, in-depth interviews, and documentation. The results of the study 

include: content that is always updated and relevant has greater appeal to 

audiences; effective content marketing strategies involve relevance, accuracy, and 

ease of content presentation and search; customer engagement is enhanced through 

the process of consumption, curation, creation, and collaboration. The results also 

show that the content marketing strategy implemented by the @unitedarmyid 

Instagram account has succeeded in increasing strategic marketing through the use 

of consistent and attractive visual content, as well as regular product updates. In 

addition, customer engagement on @unitedarmyid Instagram account has been 

implemented effectively. As a result, @unitedarmyid managed to get active 

engagement from followers, increase loyalty, and create deeper interactions with 

its followers. However, there is potential for improvement in increasing loyalty and 

interaction through thematic discussions, diversification, innovative and 

interactive visual content, and adding interactive video content such as live 

streaming. In addition, there are opportunities for improvement in terms of 

audience segmentation and response to feedback, which can further increase the 

effectiveness of content marketing strategies on the @unitedarmyid Instagram 

account. 

 

Keywords: Content Marketing, Social Media, Instagram, Engagement. 
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