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MENINGKATKAN ENGAGEMENT  

(STUDI KASUS INSTAGRAM @MENANTEA.TOKO) 

 

ABSTRAK 
Oleh: Gina Anggadini 

  Banyak perusahaan yang menggunakan electronic word of mouth sebagai 

strategi komunikasinya. Penelitian ini bertujuan untuk mengetahui strategi E-Wom 

Menantea dalam meningkatkan Engagement. Metode yang digunakan dalam 

penelitian ini adalah studi kasus, prosedur yang diperlukan termasuk merancang 

studi kasus, mengumpulkan data studi, menganalisis data, dan mengutarakan serta 

melaporkan hasilnya. Studi kasus di sini diarahkan pada strategi Electronic Word 

of Mouth pada pemasaran Media sosial Brand Menantea dalam akun Instagram 

@menantea.toko. Informan kunci dalam penelitian ini adalah Jorge Michael 

Bryan selaku Social Media Manager dan Eva Marchella selaku Social Media 

Marketing Specialist Menantea. Hasil penelitian menunjukkan bahwa pengelolaan 

electronic  word  of  mouth perlu dilakukan untuk mempertahankan hubungan 

antara costumer dan marketer dan hal  yang  perlu  diperhatikan  oleh  manajemen 

terbagi  menjadi  tiga tahap, yaitu paying attention to E-WOM, electronic word of 

mouth response strategies, dan capturing and analyzing E-WOM. 
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ELECTRONIC WORD OF MOUTH STRATEGY BY MENANTEA TO 

INCREASE ENGAGEMENT  

(STUDY CASE @MENANTEA.TOKO INSTAGRAM) 

 

ABSTRACT 
By: Gina Anggadini 

The use of digital technology in business development, especially on social media, 

allows the relationship between brand and customer. The entry of the digital age 

can bring up new variations in marketing, and one example is Electronic word-of-

mouth. They implement Menantea's Electronic word-of-mouth brand strategy on 

Instagram @menantea.toko. The research method used is a case study. According 

to Yin (2012, p. 3), case study methods can include a complete set of procedures 

needed for research into a case study, procedures required including designing 

cases, collecting study data, analyzing data, and expressing and reporting the 

results. Menantea and all team marketing succeeded increasing engangement on 

Instagram with an Electronic word-of-mouth strategy. All was done because 

because of a help from the loyal costumer of Menantea. The followers of 

Menantea has taking part in the footsteps of Menantea from the beginning, such 

as thinking about the concept, until the formation of shops that can now be found 

in various provinces in Indonesia. Transparency in each process from the 

Menantea side also has a separate impression from its connoisseurs. The 

Menantea followers also feel included in the making of this shop. Researchers 

hope that further researchers will analyze similar concepts and objects but with 

quantative methods to measure more specifically numerically from the success of 

the construction of a Menantea Brand. 
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