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Tujuan penulisan ini adalah untuk mengetahui secara 

mendalam bagaimana strategi komunikasi pemasaran 

minyak kayu putih Cap Lang pada media sosial 

Instagram dengan  mendeskripsikannya, dan 

mengembangkan strategi untuk menggunakan instagram 

sehingga dapat meningkatkan loyalitas merek  dengan 

mengetahui segmentasi, targeting, positioning produk, 

bauran pemasaran yang diantaranya: advertising, 

personal selling, sales promotion, public relation and 

direct marketing serta penerapannya dalam teori Regina 

Luttrell The Circular Model of Some (Share, Optimize, 

Manage, Engange). Adapun metode pendekatan yang 

digunakan pendekatan studi kasus dengan teknik 

pengumpulan data melalui observasi, wawancara, dan 

dokumentasi. Hasil penulisan menunjukan bahwa 

strategi komunikasi pemasaran caplang berisikan konten 

dan postingan edukasi yang berbentuk pemasaran 

campaign, konten untuk postingan sesuai dengan tone 

manner ciri khas cap lang dan segala hal mengenai 

penjualan produk. Terdapat 3-4 kali postingan di setiap 

minggunya. Dan mengelola media sosial Instagram 

dengan memanfaatkan fitur-fitur Instagram seperti 

upload foto dan video, hashtag, dan story sehingga 

menumbuhkan penjualan dan kunjungan pengguna 

karena bertambahnya orang yang kini mencari informasi 

melalui media sosial. 

Pembimbing Nursatyo, S.Sos., M.Si. 
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ABSTRACT 

Name   : Lusi Permata Sari 

Study Program: Communication Studies 

Title   : PT Eagle Indo Pharma Instagram Marketing Communication 

Strategy in 2022 

Keywords: 

Strategy, marketing 

communications, 

social media, 

instagram, Regina 

Luttrell's The 

Circular Model of 

Some 

The purpose of this writing is to find out in depth how 

Cap Lang's eucalyptus oil marketing communication 

strategy is on Instagram social media by describing it, 

and developing strategies for using Instagram so as to 

increase brand loyalty by knowing segmentation, 

targeting, product positioning, marketing mix which 

include: advertising , personal selling, sales promotion, 

public relations and direct marketing and its application 

in Regina Luttrell's theory of The Circular Model of 

Some (Share, Optimize, Manage, Engage). The 

approach method used is a case study approach with 

data collection techniques through observation, 

interviews, and documentation. The results of the 

writing show that Cap Lang's marketing communication 

strategy contains content and educational posts in the 

form of marketing campaigns, content for posts in 

accordance with the tone manners typical of Cap Lang 

and all things related to product sales. There are 3-4 

posts per week. And managing Instagram social media 

by utilizing Instagram features such as uploading photos 

and videos, hashtags, and stories so as to grow sales and 

user visits because more people are now looking for 

information through social media. 

Advistor Nursatyo, S.Sos., M.Si. 
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