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ABSTRAK

Perkembangan teknologi digital, khususnya media sosial mendorong pelaku usaha
untuk mengoptimalkan media sosial mereka khusunya Instagram sebagai sarana
komunikasi digital yang efektif dalam membangun brand awareness. Instagram
menjadi salah satu platform yang banyak dimanfaatkan karena karakteristik visual
dan fitur interaktifnya yang mampu membangun kedekatan dengan audiens.
Penelitian ini bertujuan untuk menganalisis strategi komunikasi digital dalam
membangun brand awareness melalui konten Instagram (@warkopxbilliard.
Penelitian ini menggunakan pendekatan kualitatif dengan jenis penelitian
deskriptif. Pengumpulan data dilakukan melalui observasi, wawancara semi-
terstruktur, dan dokumentasi. Analisis data dilakukan dengan mengacu pada teori
The Circular Model of SOME (Share, Optimize, Manage, Engage) oleh Luttrell
serta konsep brand awareness dari Aaker yang meliputi brand recognition, brand
recall, dan top of mind. Hasil penelitian menunjukkan bahwa strategi komunikasi
digital yang dilakukan oleh akun Instagram @warkopxbilliard diterapkan secara
sistematis melalui tahapan Share, Optimize, Manage, dan Engage. Konten yang
menonjolkan dokumentasi'peserta event billiard, konten POV anak billiard, serta
dokumentasi apresiasi pengunjung, dengan didukung penggunaan fitur interaktif
Instagram seperti Reels, Story, polling, dan repost mampu meningkatkan
keterlibatan audiens. Strategi ini berkontribusi dalam membangun brand
awareness, yang terlihat dari meningkatnya kemampuan audiens mengenali brand
(brand recognition), mengingat brand tanpa stimulus (brand recall), hingga
menempatkan WarkopxBilliard sebag alah | satu pilihan utama tempat
nongkrong dan hiburan | billiard. di wildyah Cibubur (fop of mind). Dengan
demikian, komunikasi digital berbasis konten dan interaksi dua arah terbukti
efektif dalam memperkuat hrand awareness secara berkelanjutan.

Kata Kunci: Strategi Komunikasi, Komunikasi Digital, Brand Awareness,

Konten Instagram, The Circular Model of SOME (Share, Optimize, Manage,
Engage)
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ABSTRACT

The development of digital technology, particularly social media, has encouraged
business actors to optimize social media platforms especially Instagram as an
effective digital communication channel for building brand awareness. Instagram
is widely utilized due to its visual characteristics and interactive features that
enable closer engagement with audiences. This study aims to analyze digital
communication strategies in building brand awareness through Instagram content
of @warkopxbilliard. This research adopts a qualitative approach with a
descriptive research design. Data were collected through observation, semi-
structured interviews, and documentation. Data analysis was conducted by
referring to The Circular Model of SOME (Share, Optimize, Manage, Engage)
proposed by Luttrell, as well as the concept of brand awareness by Aaker, which
includes brand recognition, brand recall, and top of mind. The results indicate
that the digital communication strategy implemented by the Instagram account
(@warkopxbilliard is systematically applied through the stages of Share, Optimize,
Manage, and Engage. Content highlighting billiard event participant
documentation, billiard-themed point-of-view (POV) content, and costumer
appreciation posts supported by interactive Instagram features such as Reels,
Stories, polls, and reposts successfully increases audience engagement. This
strategy contributes to the development of brand awareness, as reflected in the
audience’s improved ability to recognize the brand (brand recognition), recall the
brand without external stimuli (brand reeall), and position WarkopxBilliard as a
top-of-mind choice for hangout and billi
area. Therefore, content-based digital

entertainment venues in the Cibubur

munication and two-way interaction
are proven to be effective in strengthening brand awareness sustainably.

Keywords: Communication Strategy, Digital Communication, Brand Awareness,

Instagram Content, The Circular Model of SOME (Share, Optimize, Manage,
Engage)
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