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ABSTRAK  

 

Penelitian ini menganalisis penerapan Teori Social Media Marketing 

Communication oleh PT Mending Digital Kreatif dalam membangun brand 

awareness akun Instagram @CLOUDSEVENIDN. Berdasarkan teori Social 

Media Marketing, Chi, Hsu-Hsien (2011), media sosial berfungsi sebagai 

jembatan antara merek dan konsumen, memungkinkan penyampaian pesan 

yang personal. Metode yang digunakan meliputi wawancara, observasi, dan 

dokumentasi. Hasil penelitian menunjukan bahwa strategi komunikasi 

pemasaran Cloud Seven melalui media sosial Instagram dilakukan melalui 

pembuatan konten-konten informasi dan edukasi seputar Cloud Seven. 

Selain itu, dalam meningkatkan brand awarness, strategi yang dilakukan 

menggunakan fitur Instagram-ads, serta berkolaborasi dengan KOL, dan 

bekerja sama dengan akun-akun Instagram lainnya. Respons positif dari 

publik menunjukkan konten yang informatif dan menghibur, terutama bagi 

generasi Z. Meskipun menghadapi tantangan dalam pengelolaan masukan 

publik, penelitian ini menekankan pentingnya strategi terstruktur untuk 

mencapai komunikasi efektif dan meningkatkan brand awareness. 

 

Kata Kunci: Social Media Marketing Communication, brand 

awareness, Instagram, PT Mending Digital Kreatif, Cloud Seven, strategi 

pemasaran.  
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ABSTRACT 

This study analyzes the application of the Social Media Marketing 

Communication Theory by PT Mending Digital Kreatif in building brand 

awareness for the Instagram account @CLOUDSEVENIDN. According to 

the Social Media Marketing Theory, Chi, Hsu-Hsien (2011), social media 

serves as a bridge between brands and consumers, allowing for the delivery 

of personalized messages. The methods used include interviews, 

observations, and documentation. The results show that Cloud Seven’s 

marketing communication strategy through Instagram is carried out by 

creating informative and educational content related to Cloud Seven. 

Additionally, to enhance brand awareness, strategies include using 

Instagram ads, collaborating with KOLs, and partnering with other 

Instagram accounts. Positive responses from the public indicate that the 

content is both informative and entertaining, especially for Generation Z. 

Despite challenges in managing public feedback, this study emphasizes the 

importance of a structured strategy to achieve effective communication and 

increase brand awareness. 

 

Keywords : Social Media Marketing Communication, brand awareness, 

Instagram, PT Mending Digital Kreatif, Cloud Seven, marketing strategy. 
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