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PERENCANAAN DAN PENERAPAN SOCIAL MEDIA MARKETING 
MENGGUNAKAN APLIKASI BERBAGI FOTO  

KING MANGO THAI 
(@KingMangoIndonesia)  

ABSTRAK  
Oleh: Verena Sepasthika  

  

King Mango Thai merupakan perusahaan kuliner yang tergolong baru. Walau 
begitu, King Mango Thai berhasil meroket di Indonesia dengan memanfaatkan akun 
Instagram  @KingMangoIndonesia dengan cara menjalankan berbagai kegiatan 
social media marketing nya. Seiringnya berjalannya waktu, pemanfaatan Instagram 
tersebut dirasa berhasil terbukti adanya kesadaran dan pengetahuan dari masyarakat 
mengenai King Mango Thai. Hal ini memicu banyaknya permintaan pembukaan 
cabang di berbagai wilayah Indonesia sehingga berdampak pada peningkatan 
penjualan.  Peneliti menggunakan “The Social Media Strategy Wheel” oleh Deirdre 
Breakenridge untuk menganalisa perencanaan dan penerapan social media 
marketing pada akun Instagram @KingMangoIndonesia. Teori tersebut terdiri dari 
empat lapis yaitu riset, perencanaan, strategi, dan evaluasi. 

   
Penelitian ini menggunakan pendekatan kualitatif dengan sifat deskriptif dan 

menggunakan metode studi kasus. Teknik pengumpulan data diambil melalui 
wawancara dengan key informan yaitu pembuat sekaligus pelaksana kebijakan akun 
Instagram @KingMangoIndonesia dan beberapa followers/fans fanatik King Mango 
Thai. Selain wawancara, peneliti juga menggunakan teknik pengumpulan data 
observasi dan studi dokumentasi.    

 
Hasil penelitian menunjukkan adanya kesesuaian antara kegiatan social media 

marketing King Mango Thai dengan “The Social Media Strategy Wheel”. Namun 
masih terdapat beberapa catatan yang perlu dikembangkan. Penelitian ini 
diharapkan dapat memperkaya literatur marketing communication khususnya 
kegiatan marketing yang dijalankan pada media sosial Instagram. 

 
Kata Kunci: Social media marketing,  The Social Media Strategy Wheel 
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PLANNING AND IMPLEMENTATION OF SOCIAL MEDIA  
MARKETING BY USING PHOTO SHARING 

APPLICATION OF KING MANGO THAI 
 (@KingMangoIndonesia) 

ABSTRACT 
By: Verena Sepasthika  

 
 

 
King Mango Thai is a new culinary company. Even so, King Mango Thai 

managed to skyrocket in Indonesia by utilizing Instagram @KingMangoIndonesia 
account by running various social media marketing activities. As time went on, the 
use of Instagram was deemed successful as evidenced by the awareness and 
knowledge of the community about King Mango Thai. This triggered many requests 
for branch opening in various parts of Indonesia, which resulted in an increase in 
sales. This research is using "The Social Media Strategy Wheel" by Deirdre 
Breakenridge to analyze the planning and implementation of social media marketing 
on Instagram @KingMangoIndonesia. The theory consists of four layers of 
research, planning, strategy, and evaluation. 

 
This research used qualitative approach which has descriptive characteristic 

and also used case study method. Data collection techniques were taken through 
interviews with key informants, namely the makers and executors of  
@KingMangoIndonesia Instagram account and some fanatic followers / fans of 
King Mango Thai. In addition to interviews, writer also used data collection 
techniques of observation and documentation study. 

 
The results showed that there was a match between King Mango Thai's social 

media marketing activities and "The Social Media Strategy Wheel". But there are 
still some notes that need to be developed. This research is expected to enrich the 
marketing communication literature, especially marketing activities that run on 
Instagram. 

 
 

Keywords: Social media marketing,  The Social Media Strategy Wheel 
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