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ABSTRAK 

 

Perkembangan teknologi digital mendorong perusahaan untuk 
mengoptimalkan media sosial sebagai sarana komunikasi pemasaran. Mal 
Taman Anggrek sebagai pusat perbelanjaan dengan beragam tenant hiburan 
keluarga memerlukan strategi kampanye digital yang mampu memperkuat 
brand awareness di tengah persaingan destinasi hiburan. Karya ini 
bertujuan untuk merancang kampanye digital “Playtime Together” dalam 
meningkatkan brand awareness Mal Taman Anggrek sebagai destinasi 
hiburan keluarga melalui media sosial Instagram. Metode perancangan 
karya menggunakan model SOSTAC (Situation Analysis, Objectives, 
Strategy, Tactics, Actions, dan Control) dengan pengumpulan data melalui 
pre-survey. Kampanye digital diwujudkan dalam bentuk konten Instagram 
berupa feed, reel, dan story yang menampilkan tenant hiburan, aktivitas 
keluarga, serta pengalaman bermain di Mal Taman Anggrek. Hasil 
perancangan menunjukkan bahwa kampanye digital “Playtime Together” 
mampu mendukung peningkatan brand awareness Mal Taman Anggrek 
melalui penyajian konten visual yang relevan dan sesuai dengan karakter 
audiens. 

 
 

Kata kunci: Kampanye Digital, Media Sosial, Instagram 
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THE ‘PLAYTIME TOGETHER’ CAMPAIGN STRATEGY 
ON INSTAGRAM TO INCREASE BRAND AWARENESS OF 

MAL TAMAN ANGGREK AS A FAMILY ENTERTAINMENT 
DESTINATION 

 
 

Stephanie Chen 
 

 
ABSTRACT 

 
The development of digital technology encourages companies to optimize 
social media as a marketing communication tool. Mal Taman Anggrek, as a 
shopping mall with various family entertainment tenants, requires a digital 
campaign strategy that can strengthen brand awareness amid competition 
among entertainment destinations. This study aims to design a digital 
campaign titled “Playtime Together” to increase the brand awareness of 
Mal Taman Anggrek as a family entertainment destination through 
Instagram. The campaign design method employs the SOSTAC model 
(Situation Analysis, Objectives, Strategy, Tactics, Actions, and Control), 
with data collected through a pre-survey. The digital campaign is 
implemented through Instagram content in the form of feeds, reels, and 
stories that highlight entertainment tenants, family activities, and play 
experiences at Mal Taman Anggrek. The results show that the “Playtime 
Together” digital campaign supports the enhancement of Mal Taman 
Anggrek’s brand awareness through relevant visual content that aligns with 
the characteristics of the target audience. 
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