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RINGKASAN 

RASHINA ZAHRA FADILLA. Strategi Pengelolaan Akun Instagram sebagai 

Media Promosi di Nimo Tea Resort (Instagram Account Management Strategy as 

Promotional Media at Nimo Tea Resort). Dibimbing oleh SUPARMAN.  

 

Penelitian ini berfokus pada kegiatan promosi di Instagram dalam industri 

resort. Nimo Tea Resort memiliki akun Instagram dengan username 

@nimotea_resort yang memiliki 25,5 ribu pengikut, namun tingkat engagement 

rate organik cenderung rendah dan interaksi didominasi oleh interaksi pasif seperti 

like, share, dan save dibandingkan interaksi dua arah seperti komentar. Kondisi ini 

menunjukkan adanya kesenjangan antara potensi Instagram dan efektivitas strategi 

pengelolaan yang diterapkan. Penelitian ini bertujuan untuk menganalisis strategi 

manajemen yang diterapkan dalam akun Instagram @nimotea_resort, serta 

menganalisis jenis konten yang dibuat untuk mendorong keterlibatan. Penelitian 

kualitatif deskriptif digunakan dengan teknik pengumpulan data melalui 

wawancara, observasi, dan dokumentasi. Data dianalisis menggunakan analisis 

interaktif dengan melakukan kondensasi data, penyajian data dan penarikan 

kesimpulan.  

Hasil penelitian yang dianalisis berdasarkan teori The Circular Model of 

SoMe menunjukkan bahwa strategi pengelolaan akun Instagram @nimotea_resort 

belum sepenuhnya optimal. Berdasarkan elemen share, konten telah dibagikan 

secara konsisten, tetapi tidak sepenuhnya berbasis kebutuhan audiens. Berdasarkan 

elemen optimize, kualitas visual konsisten dengan guideline brand namun belum 

dioptimalkan dengan variasi format konten dan penggunaan bahasa pada caption 

yang inkonsisten. Selanjutnya, pengelolaan berkaitan dengan interaksi secara real-

time dan respon cepat masih menjadi kelemahan akun Instagram @nimotea_resort. 

Berdasarkan elemen engage, keterlibatan dengan Key Opinion Leader (KOL) dan 

influencer yang sesuai dengan niche Nimo Tea Resort dilakukan sebagai upaya 

meningkatkan brand awareness dan memperluas jangkauan audiens. Namun, 

dalam aspek membentuk persepsi audiens konten review yang terdapat pada akun 

Instagram @nimotea_resort terkesan kurang natural dan tidak cukup sebagai social 

proof. 

Hasil penelitian menunjukkan bahwa konten di akun Instagram 

@nimotea_resort didominasi oleh pilar communication dan pilar entertainment, 

sedangkan pilar education dan pilar collaboration belum dimaksimalkan untuk 

membangun interaksi dan kedekatan dengan audiens. Oleh karena itu, 

keseimbangan konten pilar bisnis perlu dioptimalkan untuk mendorong kualitas 

interaksi yang baik dengan audiens. Berdasarkan hasil penelitian, disarankan agar 

PT Nimo Hotel dan Resort meningkatkan strategi pengelolaan akun Instagram 

@nimotea_resort dengan lebih memahami audiens dan menyesuaikan konten 

dengan kebutuhan audiens. Optimalisasi konten perlu dilakukan dengan penguatan 

storytelling dan variasi format konten interaktif. Selain itu, respon cepat dan 

interaksi dengan audiens dioptimalkan dengan pemanfaatan fitur polling dan QnA 

serta jadwal respon yang berkelanjutan agar kegiatan promosi dapat dilakukan 

secara terarah.  
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SUMMARY 

RASHINA ZAHRA FADILLA. Instagram Account Management Strategy as 

Promotional Media at Nimo Tea Resort. Supervised by SUPARMAN. 

 

This research focuses on promotional activities on Instagram in the resort 

industry. Nimo Tea Resort has an Instagram account with the username 

@nimotea_resort which has 25.5 thousand followers., but its organic engagement 

rate tends to be low, and interactions are dominated by passive interactions such as 

likes, shares, and saves rather than two-way interactions such as comments. This 

situation indicates a gap between Instagram's potential and the effectiveness of the 

implemented management strategies. This study aims to analyze the management 

strategies implemented in the Instagram account @nimotea_resort and the types of 

content created to drive engagement. Descriptive qualitative research was used, 

with data collection techniques through interviews, observation, and documentation. 

Data were analyzed using interactive analysis, including data condensation, data 

presentation, and drawing conclusions. 

The research results, analyzed based on the Circular Model of SoMe theory, 

analyze the management strategy of the Instagram account @nimotea_resort as less 

than optimal. Based on the share element, content has been shared consistently, but 

not fully based on audience needs. Based on the optimize element, visual quality is 

consistent with brand guidelines but has not been optimized due to variations in 

content formats and inconsistent language use in captions. Furthermore, 

management related to real-time interactions and quick responses remains a 

weakness of the @nimotea_resort Instagram account. Based on the engage element, 

engagement with Key Opinion Leaders (KOLs) and influencers relevant to Nimo 

Tea Resort's niche is carried out in an effort to increase brand awareness and expand 

audience reach. However, in terms of shaping audience perception, the review 

content on the @nimotea_resort Instagram account appears unnatural and 

insufficient as social proof. 

The results of the study indicate that the content on the @nimotea_resort 

Instagram account is dominated by the communication and entertainment pillars, 

while the education and collaboration pillars have not been maximized to build 

interaction and rapport with the audience. Therefore, the balance of content between 

the business pillars needs to be optimized to encourage high-quality interactions 

with the audience. Based on the research results, it is recommended that PT Nimo 

Hotel and Resort improve its management strategy for the @nimotea_resort 

Instagram account by better understanding its audience and tailoring content to their 

needs. Content optimization needs to be done by strengthening storytelling and 

varying interactive content formats. Furthermore, rapid response and audience 

interaction are optimized by utilizing polling and Q&A features, as well as a 

consistent response schedule, so that promotional activities can be carried out in a 

targeted manner. 
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