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All those struggles has taught you how good things in life do not come easily. 

I can do all things through Christ who strengthens me 
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ABSTRAK 

STRATEGI MEMBANGUN BRAND ENGAGEMENT MELALUI 

MEDIA SOSIAL: STUDI KASUS AKUN MEDIA SOSIAL 

AIRASIA INDONESIA 

Oleh: Nathania 

Pada era modern ini, penggunaan teknologi dan seluruh platform berbasis internet 

seakan menjadi hal yang tidak dapat dipisahkan dari sistem kehidupan masyarakat 

global. Begitupun dalam kinerja para praktisi Public Relations yang kini semakin 

dituntut untuk beradaptasi dengan peningkatan fungsi media sosial. Media sosial 

telah memegang peranan penting dalam dunia Public Relations sehingga perlu 

untuk terus dipelajari dan dikembangkan.  

Penelitian ini mengkaji bagaimana strategi AirAsia Indonesia dalam membangun 

brand engagement melalui Facebook, Instagram, dan Twitter. Adapun penelitian 

ini menerapkan pendekatan kualitatif deskriptif dengan metode studi kasus. 

Beberapa sumber data yang dihimpun dalam proses penelitian ini  antara lain, data 

primer melalui sesi wawancara dengan Ibnu Ambara, selaku Social Media and 

Digital Marketing AirAsia Indonesia, Kania Kismadi, Head of Social and Content 

RED Comm digital agency, Elki Hendria, Strategic Planning Director Phibious 

Indonesia, serta Nurul Aslamiati, travel blogger dan anggota AirAsia Bloggers 

Community (AABC) Indonesia. Selain itu peneliti juga mengolah sumber data 

sekunder yang diperoleh melalui artikel pemberitaan media, jurnal, buku, serta 

materi visual dan audio visual dari ketiga akun media sosial AirAsia Indonesia. 

Berbagai konsep yang digunakan untuk mengarahkan penelitian ini adalah 

Marketing Communications, PR, PR 2.0, media sosial, social media marketing, 

social media strategy wheel, dan brand engagement. 

Melalui proses penelitian maka dapat disimpulkan bahwa ketiga akun media 

sosial AirAsia Indonesia yang terdiri atas laman Facebook fanpage, Instagram, 

dan Twitter mampu menjadi sarana untuk membangun brand engagement dengan 

kalangan target market atau target audience di Indonesia. Dimana AirAsia 

Indonesia telah menerapkan strategi pada setiap fase sesuai dengan konsep social 

media strategy wheel oleh Breakenridge. Sejumlah strategi utama dalam 

membangun brand engagement melalui media sosial, antara lain membangun 

partisipasi, interaksi, menyentuh sisi emosional, dan penyesuaian dengan karakter 

target audience. 

 

Kata kunci: AirAsia Indonesia, Public Relations, Media Sosial, Brand Engagement, Facebook, 

Instagram, Twitter 
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ABSTRACT 

THE STRATEGY TO BUILD BRAND ENGAGEMENT THROUGH 

SOCIAL MEDIA: STUDY CASE ON THE SOCIAL MEDIA 

ACCOUNTS OF AIRASIA INDONESIA 

By: Nathania 

 

As we can see, on this modern era, technology utilization and all internet-based 

platforms are inseparable from the global community life system. This 

circumstance has encouraged Public Relations practitioners to further improve 

and study the social media function as well.  

This research examines the strategy of AirAsia Indonesia in building brand 

engagement through Facebook, Instagram, and Twitter. The research applies 

qualitative descriptive approach with case study method. Several data sources 

collected in this research include primary data by interview session with Ibnu 

Ambara, as Social Media and Digital Marketing of AirAsia Indonesia, Kania 

Kismadi, Head of Social and Content of RED Comm digital agency, Elki Hendria, 

Strategic Planning Director Phibious Indonesia, and Nurul Aslamiati, travel 

blogger and member of AirAsia Bloggers Community (AABC) Indonesia. In 

addition, researchers also use secondary data sources obtained from media 

coverage articles, journals, books, as well as visual and audio visual materials 

from the three social media accounts of AirAsia Indonesia. Various concepts used 

as the guidance for this research are Marketing Communications, PR, PR 2.0, 

social media, social media marketing, social media strategy wheel, and brand 

engagement. 

The research concluded that Facebook fanpage, Instagram, and Twitter pages of 

AirAsia Indonesia can be means to build brand engagement with target market or 

target audience in Indonesia. AirAsia Indonesia implements some strategies at 

each phase in accordance to the social media strategy wheel concept by 

Breakenridge. A number of key strategies in building brand engagement with 

social media are building participation, interaction, touching the emotional side, 

and adjusting to the target audience’s character 

 

Keywords: AirAsia Indonesia, Public Relations, Social Media, Brand Engagement, Facebook, 

Instagram, Twitter 
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