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Name                                       : Rizky Rianto 

Student Registration Number : 223516516269 

Study Program                        : Ilmu Komunikasi 

Title                                         : Strategi Komunikasi Pemasaran Hotel Aston Sentul 

Dalam Meningkatkan Identitas Merek Melalui 

Instagram Melalui Instagram 

 Supervisor                             : Dr. Dra. Nuriyati Samatan, M. Ag 

  

 

Dalam penelitian ini membahas tentang strategi komunikasi pemasaran hotel aston 

sentul dalam meningkatkan identitas merek melalui instagram. Industri perhotelan 

menghadapi persaingan ketat terutama di era digital saat ini, di mana strategi 

pemasaran harus beradaptasi untuk mempertahakan dan meningakatkan identitas 

merek agar dapat menarik pelanggan dan membangn loyalitas. Dalam dekade terakhir, 

penggunaan Instagram sebagai media pemasaran dipilih karena platfrom ini dikenal 

dengan kekuatan visual dan fitur interaktifnya yang mendukung penyampaian pesan 

pemasaran secara efektif dan menarik. Penelitin ini menggunakan pendekatan 

kualitatif, jenis penelitian deskriptif, dengan metode analisis konten, di mana data 

diperoleh melalui wawancara, observasi, dan dokumentasi. Teori Sosial Media 

Marketing adalah strategi yang mencangkup content creation melalui visual menarik 

dan narasi autentik, content sharing untuk jangkauan luas, connecting via interaksi 

personal dengan audiens, community building lewat grup dan hashtag 

kolaboratif, engagement dengan respons cepat terhadap komentar, serta trust yang 

dibangun melalui testimoni dan transparansi. Hasil penelitian menunjukan bahwa 

integrasi elemen-elemen ini efektif meningkatkan loyalitas dan persepsi merek di 

kalangan wisatawan domestik.  

 

Kata Kunci: Strategi Pemasaran, Instagram, Pemasaran Media Sosial, Hotel Aston Sentul 
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ABSTRACT 
 

Name                                       : Rizky Rianto 

Student Registration Number : 223516516269 

Study Program                        : Communications Studies 

Title                                         : Aston Sentul Hotel's Marketing Communication 

Strategy in Enhanhing Brand Identity Through   

Instagram 

Supervisor                               : Dr. Dra. Nuriyati Samatan, M. Ag 
 

His study discusses the marketing communication strategy of the Aston Sentul Hotel 

in enhancing its brand identity through Instagram. The hotel industry faces intense 

competition, especially in today's digital era, where marketing strategies must adapt 

to maintain and enhance brand identity to attract customers and build loyalty. Over the 

past decade, Instagram has become a preferred marketing medium due to its powerful 

visuals and interactive features, which support effective and engaging marketing 

message delivery. This study employed a qualitative, descriptive approach with 

content analysis methods. Data was obtained through interviews, observation, and 

documentation. Social media marketing theory encompasses content creation through 

engaging visuals and authentic narratives, content sharing for broad reach, connecting 

through personal interactions with audiences, community building through 

collaborative groups and hashtags, engagement through quick responses to comments, 

and trust built through testimonials and transparency. The results show that the 

integration of these elements effectively increases loyalty and brand perception among 

domestic tourists. 

 

Keywords: Marketing Strategy, Instagram, Social Media Marketing, Aston Sentul Hotel 
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