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STRATEGI SOCIAL MEDIA MARKETING RMODA STUDIO 

DALAM MENINGKATKAN BRAND ENGAGEMENT CAR 

ENTHUSIAST BSD 

Angeline 

ABSTRAK 

 
Perkembangan pesat media sosial telah mengubah cara brand membangun hubungan 
dengan audiens. Hal ini mendorong Rmoda Studio, selaku pemain di industri 

otomotif lokal, untuk memanfaatkan Instagram sebagai saluran utama dalam 

menjangkau komunitas pecinta mobil di wilayah BSD. Penelitian ini bertujuan untuk 

mengidentifikasi strategi pemasaran media sosial Rmoda Studio dalam 

meningkatkan keterlibatan merek di kalangan komunitas mobil. Dengan 

menggunakan pendekatan kualitatif deskriptif melalui studi kasus, data dikumpulkan 

dari wawancara mendalam dengan pihak internal dan para ahli, serta observasi 

konten Instagram @rmoda.studio. Hasil penelitian menunjukkan bahwa Rmoda 

Studio secara konsisten menghadirkan konten visual yang menarik dan berkualitas 

tinggi, memanfaatkan fitur Instagram seperti Reels dan Stories dengan optimal, serta 

aktif berinteraksi melalui komentar dan DM. Strategi ini sejalan dengan konsep 

Brand Elevation yang mencakup konsistensi branding, kurasi, keterlibatan, dan 

pemanfaatan figur internal sebagai duta merek. Kesimpulannya, strategi pemasaran 

media sosial Rmoda Studio terbukti efektif dalam membangun hubungan emosional 

dengan komunitas, memperkuat loyalitas, dan menciptakan persepsi positif terhadap 

merek. 

 

Kata kunci: social media marketing, Brand Engagement, Car Enthusiast, 

Rmoda Studio 



viii 
Strategi Social Media…, Angeline, Universitas Multimedia Nusantara 

 

 

 

 

SOCIAL MEDIA MARKETING STRATEGY OF RMODA STUDIO IN 

INCREASING BRAND ENGAGEMENT AMONG CAR 

ENTHUSIASTS IN BSD 

Angeline 

 

 

ABSTRACT 

 
The fast-paced rise of social media has completely changed the way brands connect 

with their audiences. This shift led Rmoda Studio, a local player in the automotive 
industry, to focus on Instagram as its main platform for engaging with car 

enthusiasts in the BSD area. This research seeks to uncover how Rmoda Studio's 
social media marketing strategy enhances brand engagement within the car 

community. By employing a descriptive qualitative approach through a case study, 

we gathered data from in-depth interviews with internal team members and experts, 
along with observations of the content shared on @rmoda.studio's Instagram. The 

results show that Rmoda Studio consistently delivers eye-catching, high-quality 
visuals, makes the most of Instagram features like Reels and Stories, and actively 

engages with followers through comments and direct messages. This approach 
aligns with the Brand Elevation concept which emphasizes branding consistency, 

curation, engagement, and utilizing internal figures as brand ambassadors. In 

summary, Rmoda Studio's social media marketing strategy has effectively fostered 
emotional connections with the community, bolstered loyalty, and shaped a positive 

image of the brand. 

 

Keywords: Social media marketing strategy, Brand Engagement, Car 

Enthusiast, Rmoda Studio 
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