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ABSTRAK 

 

Nama : Meyriza Alfiani 

Program Studi : Ilmu Komunikasi 

Judul : Strategi Marketing Komunikasi Wardah Melalui Instagram 

@wardahbeauty 

 

 

Penelitian ini bertujuan untuk menganalisis strategi marketing komunikasi Wardah 

melalui Instagram @wardahbeauty dalam membangun brand awareness, 

meningkatkan engagement, serta memperkuat positioning sebagai kosmetik halal 

dan modern. Penelitian menggunakan pendekatan kualitatif deskriptif dengan 

paradigma konstruktivisme melalui wawancara mendalam, analisis konten 

Instagram, dokumentasi, dan studi kepustakaan. Hasil penelitian menunjukkan 

bahwa strategi komunikasi Wardah dijalankan berdasarkan prinsip Integrated 

Marketing Communication (IMC) yang menekankan konsistensi pesan, integrasi 

media, komunikasi dua arah, dan evaluasi berkelanjutan. Wardah memanfaatkan 

fitur Instagram seperti feed, Stories, Reels, dan Live untuk menyampaikan pesan 

yang terintegrasi dengan nilai halal, keamanan produk, dan pemberdayaan 

perempuan. Strategi konten dikembangkan melalui edukasi produk, tutorial 

kecantikan, kampanye inspiratif, serta community engagement, dan diperkuat 

melalui kolaborasi influencer serta pemanfaatan user-generated content (UGC) 

yang efektif meningkatkan interaksi dan kepercayaan konsumen. Evaluasi 

dilakukan menggunakan metrik digital seperti engagement rate, reach, impressions, 

dan sentiment analysis. Meskipun menghadapi tantangan perubahan algoritma dan 

persaingan industri, Wardah mampu mempertahankan relevansi merek melalui 

strategi komunikasi yang adaptif dan berbasis nilai sehingga membangun hubungan 

jangka panjang dengan konsumen. 

 

Kata Kunci: Strategi Marketing Komunikasi, Integrated Marketing 

Communication (IMC), Instagram, Brand Awareness, Engagement, Kosmetik 

Halal. 
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ABSTRACT 
 

 

Name : Meyriza Alfiani 

Study Program : Communication Studies 

Title : Wardah’s Marketing Communication Strategy (Marcomm) 

Through Instagram @Wardahbeauty 

 

 

This study aims to analyze Wardah’s marketing communication strategy through 

Instagram @wardahbeauty in building brand awareness, increasing engagement, 

and strengthening its positioning as a halal and modern cosmetic brand. The 

research applies a descriptive qualitative approach within a constructivist paradigm 

through in-depth interviews, Instagram content analysis, documentation, and 

literature review. The findings reveal that Wardah implements its strategy based on 

Integrated Marketing Communication (IMC) principles, emphasizing message 

consistency, media integration, two-way communication, and continuous 

evaluation. Wardah optimally utilizes Instagram features such as feed posts, Stories, 

Reels, and Live sessions to communicate its core values of halal certification, 

product safety, and women empowerment. The content strategy includes product 

education, beauty tutorials, inspirational campaigns, and community engagement, 

supported by influencer collaboration and user-generated content (UGC) to enhance 

interaction and consumer trust. Performance is evaluated using digital metrics such 

as engagement rate, reach, impressions, and sentiment analysis. Despite challenges 

including algorithm changes and intense competition, Wardah maintains brand 

relevance through adaptive and value-driven communication strategies. 

 

Keywords: Marketing Communication Strategy, Integrated Marketing 

Communication (IMC), Instagram, Brand Awareness, Engagement, Halal 

Cosmetics. 
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