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ABSTRAK

IRODAH AL-MALIK. Strategi Social media marketing Instagram dalam
Peningkatan Brand awareness “Dua Transisi” pada Kalangan Gen Z. Dibimbing
oleh Ir. Retnaningsih, M.Si dan Sendy Watazawwadu’ilmi, S.E., M.M.

Dalam era digital, media sosial seperti Instagram menjadi alat strategis bagi

Hisnis untuk membangun brand awareness, khususnya di kalangan Generasi Z yang
merupakan pengguna aktif platform digital. Penelitian ini bertujuan untuk
menganalisis strategi social media marketing (SMM) yang diterapkan oleh studio
foto “Dua Transisi” dan pengaruhnya terhadap peningkatan brand awareness.
Pendekatan yang digunakan adalah mixed methods, dengan metode pengumpulan
data berupa kuesioner terhadap 130 responden Gen Z serta wawancara mendalam
dengan pihak pengelola. Analisis data dilakukan menggunakan teknik deskriptif
dan Structural Equation Modeling (SEM) berbasis Partial Least Square (PLS). Hasil
penelitian menunjukkan bahwa strategi SMM yang meliputi dimensi entertainment,
interaction, customization, trendiness, dan eclectronic word of mouth memiliki
pengaruh signifikan terhadap peningkatan brand awareness. Dimensi
customization menjadi faktor dominan, dengan peran penting dalam menyediakan
informasi layanan yang sesuai kebutuhan audiens. Tingkat brand awareness “Dua
Transisi” berada pada kategori tinggi, dengan 59,3% responden menempatkan
merek ini pada tingkat top of mind. Penelitian ini merekomendasikan peningkatan
konten organik yang konsisten dan interaksi aktif dengan audiens untuk
memperkuat posisi merek di kalangan Gen Z.
Kata kunci: Brand awareness, Customization, Generasi Z, Instagram, Social

media marketing

ABSTRACT

IRODAH AL-MALIK. Instagram Social media marketing Strategy in
Increasing Brand awareness of “Dua Transisi” among Generation Z. Supervised by
Ir. Retnaningsih, M.Si and Sendy Watazawwadu’ilmi, S.E., M.M.

In the digital era, social media platforms like Instagram have become
Strategic tools for businesses to build brand awareness, particularly among
Generation Z, who are highly active on digital platforms. This study aims to analyze
the effectiveness of the social media marketing (SMM) strategy implemented by the
photo studio “Dua Transisi” and its impact on increasing brand awareness. A
mixed-methods approach was applied, involving a survey of 130 Gen Z respondents
and in-depth interviews with the brand’s management team. Data analysis was
conducted using descriptive analysis and Structural Equation Modeling (SEM) with
the Partial Least Squares (PLS) method. The findings indicate that the SMM strategy
comprising the dimensions of entertainment, interaction, customization, trendiness,
and electronic word of mouth has a significant positive influence on brand
awareness. The customization dimension was the most dominant, enabling the brand
to provide information aligned with audience needs. “Dua Transisi” achieved a high
level of brand awareness, with 59.3% of respondents recognizing it as a top-of-mind
brand. The study recommends enhancing consistent organic content and fostering
active audience engagement to strengthen the brand’s position among Generation Z.

Keywords: Brand awareness, Customization, Generation Z, Instagram, Social
media marketing
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