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ANALISIS STRATEGI SOCIAL MEDIA MARKETING THE 

SOUNDS PROJECT DALAM MEMBANGUN BRAND IMAGE 

(STUDI KASUS PADA AKUN INSTAGRAM 

@THESOUNDSPROJECT) 

 

 Vanessa 

ABSTRAK 

 

Musik telah melahirkan sebuah tren akibat perubahan gaya hidup di era 

digital ini. Munculnya berbagai festival musik di Indonesia dengan 

menampilkan berbagai genre membuat masyarakat dapat memilih festival 

sesuai dengan preferensi musiknya. Penelitian ini bertujuan untuk 

menganalisis peran media sosial Instagram dalam membangun brand image 

The Sounds Project, yang baru beradaptasi menjadi festival musik berskala 

nasional. Penelitian ini menggunakan konsep tahapan Social Media 

Marketing menurut Tuten & Solomon (2018) dan 3 pilar Brand Image yang 

dipaparkan Kotler & Keller (2016). Penelitian ini menggunakan paradigma 

post positivism dengan pendekatan kualitatif bersifat deskriptif. Metode 

studi kasus dengan teknik pengumpulan data yang dilakukan dengan 

wawancara mendalam dan studi dokumentasi  juga digunakan dalam 

penelitian ini. Hasil penelitian menunjukkan bahwa social media marketing 

pada platform Instagram memiliki peranan penting dalam strategi 

komunikasi pemasaran dalam membangun brand image yang positif bagi 

The Sounds Project. Selain itu, penelitian menunjukkan bahwa The Sounds 

Project telah mengimplementasikan tahapan Social Media Marketing 

menurut Tuten & Solomon (2018) dan terbukti efektif dalam membangun 

brand image yang positif berdasarkan 3 pilar yang dipaparkan Kotler & 

Keller.  

 

 

Kata kunci: Social Media Marketing, Instagram, Citra Merek, Festival 

Musik 
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ANALYSIS OF THE SOUNDS PROJECT’S SOCIAL MEDIA 

MARKETING STRATEGIES IN ENHANCING BRAND IMAGE 

(A CASE STUDY ON INSTAGRAM ACCOUNT 

@THESOUNDSPROJECT) 
 Vanessa 

 

ABSTRACT  

 

This research explores the emergence of a new trend in music driven by 

lifestyle changes in the digital era. The proliferation of music festivals in 

Indonesia, showcasing a diverse range of genres, has empowered audiences 

to select festivals that align with their musical preferences. This study aims 

to analyze the role of social media platform Instagram in building the brand 

image of The Sounds Project, a festival that has recently transitioned into a 

national-scale music event. The study employs the Social Media Marketing 

stages concept proposed by Tuten & Solomon (2018) and the three pillars of 

Brand Image outlined by Kotler & Keller (2016). A post-positivist paradigm 

with a qualitative, descriptive approach is adopted. Case study methodology 

is utilized, employing in-depth interviews and document analysis as data 

collection techniques. The findings reveal that social media marketing on the 

Instagram platform plays a crucial role in communication and marketing 

strategies for establishing a positive brand image for The Sounds Project. 

Additionally, the study demonstrates that The Sounds Project has effectively 

implemented the Social Media Marketing stages according to Tuten & 

Solomon (2018), resulting in a positive brand image based on the three pillars 

presented by Kotler & Keller. 

 

Keywords: Social Media Marketing, Instagram, Brand Image, Music 

Festival 
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