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STRATEGI KONTEN MEDIA SOSIAL DELUTION
ARCHITECT UNTUKMENINGKATKAN BRAND

AWARENESS

Rio Ernanda

ABSTRAK

Dengan meningkatnya kemajuan teknologi di dunia, media sosial sangat
penting bagi merek untuk memiliki kesadaran di mata masyarakat.
Penelitian ini bertujuan untuk menjawab bagaimana Delution Architect
menggunakan strategi konten media sosial di Instagram untuk menciptakan
dan meningkatkan kesadaran merek. Konsep yang digunakan dalam
penelitian ini mencakup konsep-konsep yang relevan seperti pemasaran
digital dan kesadaran merek untuk memahami strategi Delution Architect
dan keberhasilannya. Metode studi kasus digunakan untuk menganalisis
strategi pemasaran inovatif perusahaan di Instagram, yang dikumpulkan
melalui wawancara mendalam dengan dua staf senior Delution Architect.
Hasil penelitian menunjukkan bahwa Delution Architect berhasil
menerapkan strategi pemasarannya untuk meningkatkan brand awareness di
Instagram dengan mengunggah konten dengan menggunakan hashtag
#D-Inspiration, #D-BehindStory, #D-Material101, #D-Protips,
#D-Transformation sebagai metode strategi media sosial mereka.

Kata kunci: Brand Awareness, Delution Architect, Digital Marketing,
Media Social Strategy, Social Media Content Pillar
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STRATEGI KONTEN MEDIA SOSIAL DELUTION
ARCHITECT UNTUKMENINGKATKAN BRAND

AWARENESSS

Rio Ernanda

ABSTRACT (English)

With increasing technological advances in the world, social media is very
important for brands to have awareness in the eyes of the public. This
research aims to answer how Delution Architect uses social media content
strategies on Instagram to create and increase brand awareness. The
concepts used in this research include relevant concepts such as digital
marketing and brand awareness to understand Delution Architect's strategy
and its success. The case study method was used to analyze the company's
innovative marketing strategy on Instagram, which was collected through
in-depth interviews with two senior Delution Architect staff. The research
results show that Delution Architect has successfully implemented its
marketing strategy to increase brand awareness on Instagram by uploading
content using the hashtags such as #D-Throwback, #D-ProTips,
#D-BehindStory, #D-Transformation, dan #D-Material101 in their social
media strategy method.

Keywords: Brand Awareness, Delution Architect, Digital Marketing, Media
Social Strategy, Social Media Content Pillar
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