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ABSTRAK 

 

 

Nama     : Raffa Ramadhina 

NIM     : 44522010082 

Program Studi   : Komunikasi Digital 

Judul Laporan Skripsi  : Strategi Komunikasi Digital @Raywhitecipete Dalam 

Memasarkan Properti di Media Sosial Instagram 

Pembimbing    : Dewi Ambarsari, S.Sos, M.Ikom  

Perkembangan media sosial telah membawa perubahan signifikan dalam 

strategi komunikasi pemasaran, termasuk pada industri properti yang semakin 

kompetitif. Instagram menjadi salah satu platform digital yang banyak dimanfaatkan 

karena kekuatan visual dan kemudahan interaksi dengan audiens. Penelitian ini 

bertujuan untuk menganalisis strategi komunikasi digital yang diterapkan oleh akun 

Instagram @raywhitecipete dalam memasarkan properti di wilayah Jakarta Selatan 

dengan menggunakan model SOSTAC.  

Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan paradigma 

konstruktivisme. Teknik pengumpulan data dilakukan melalui observasi konten 

Instagram @raywhitecipete serta wawancara mendalam dengan informan internal yang 

terdiri dari manajer pemasaran, social media specialist, dan staf penjualan, serta 

informan eksternal yaitu pengikut akun Instagram. Analisis data dilakukan melalui 

tahapan reduksi data, penyajian data, dan penarikan kesimpulan.  

Hasil penelitian menunjukkan bahwa @raywhitecipete memanfaatkan 

Instagram sebagai etalase digital utama dengan mengedepankan konten visual berupa 

foto dan video properti melalui fitur feed, reels, dan story. Strategi komunikasi digital 

difokuskan pada peningkatan engagement, jangkauan audiens, serta perolehan inquiry 

melalui direct message. Keberhasilan strategi diukur melalui indikator reach, 

impression, engagement, dan jumlah respon audiens. Penelitian ini menyimpulkan 

bahwa penerapan strategi komunikasi digital berbasis model SOSTAC mampu 

mendukung efektivitas pemasaran properti melalui Instagram. 

Kata kunci: Strategi Komunikasi Digital, Instagram, Pemasaran Properti,Teori 

SOSTAC, Media Sosial 
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ABSTRACT 

 

Name     : Raffa Ramadhina 

NIM     : 44522010082 

Study Program   : Digital Communication 

Thesis Report Title  : Digital Communication Strategy of @Raywhitecipete 

for Property Marketing on Social Media Instagram 

Advisor    : Dewi Ambarsari, S.Sos, M.Ikom  

The development of social media has significantly transformed marketing 

communication strategies, including in the increasingly competitive property industry. 

Instagram has become one of the most widely used digital platforms due to its strong 

visual features and interactive capabilities. This study aims to analyze the digital 

communication strategy implemented by the Instagram account @raywhitecipete in 

marketing properties in South Jakarta using the SOSTAC model.  

This research employs a descriptive qualitative approach with a constructivist 

paradigm. Data collection techniques include observation of @raywhitecipete’s 

Instagram content and in-depth interviews with internal informants consisting of a 

marketing manager, a social media specialist, and sales staff, as well as external 

informants who are Instagram followers. Data analysis was conducted through data 

reduction, data presentation, and conclusion drawing.  

The results indicate that @raywhitecipete utilizes Instagram as its main digital 

showcase by emphasizing visual content such as property photos and videos through 

feed, reels, and story features. The digital communication strategy focuses on 

increasing audience engagement, expanding reach, and generating inquiries through 

direct messages. The effectiveness of the strategy is measured using indicators such as 

reach, impressions, engagement, and audience responses. This study concludes that 

the implementation of a well-structured digital communication strategy based on the 

SOSTAC model effectively supports property marketing activities through Instagram. 

 

Keywords: digital communication strategy, Instagram, property marketing, SOSTAC 

Theory, social media 
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