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ABSTRAK 

Nama  : Anes Novia 

NIM  : 44219120029 

Program Studi : Ilmu Komunikasi 

Judul Laporan Skripsi : Strategi Komunikasi dalam Mengelola Instagram 

  @somethincofficial 

Pembimbing  : Muthia Rahayu, M.Ikom 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi yang 

digunakan Somethinc dalam mengelola akun Instagram @somethincofficial 

sebagai bagian dari upaya membangun brand image yang kuat. Instagram sebagai 

platform media sosial dengan pengguna yang sangat luas, menjadi alat yang 

strategis bagi perusahaan untuk berinteraksi dengan konsumen dan meningkatkan 

kesadaran terhadap merek (brand awareness). Dalam konteks ini, penting untuk 

memahami bagaimana strategi komunikasi digital diterapkan secara efektif, 

menciptakan brand image yang inovatif, terpercaya, dan dekat dengan konsumen. 

Metode penelitian yang digunakan adalah deskriptif kualitatif, dengan data 

yang diperoleh melalui wawancara mendalam dengan team leader social media, 

content creator, serta followers akun Instagram Somethinc. Selain itu, dilakukan 

observasi terhadap konten yang dipublikasikan di Instagram @somethincofficial.  

Hasil penelitian menunjukkan bahwa Somethinc menggunakan beberapa 

elemen utama dalam strategi komunikasinya, termasuk konten visual yang 

berkualitas tinggi, storytelling yang menarik, serta kolaborasi dengan influencer. 

Penggunaan fitur Instagram seperti stories, IGTV, dan reels juga memainkan peran 

penting dalam meningkatkan engagement dengan audiens. Selain itu, interaksi yang 

konsisten dan personal dengan followers membantu memperkuat hubungan antara 

brand dan konsumen. 

Kesimpulannya, strategi komunikasi digital yang diterapkan oleh Somethinc 

melalui akun Instagram @somethincofficial berhasil meningkatkan brand image 

yang positif. Penggunaan konsep 4C (Context, Communication, Collaboration, and 

Connection) dari Chris Heuer memberikan kerangka yang efektif untuk memahami 

bagaimana perusahaan dapat memanfaatkan media sosial dalam membangun dan 

memperkuat citra merek di mata publik. 

Kata Kunci: Strategi komunikasi, brand image, Instagram, Somethinc 
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ABSTRACT 

Name  : Anes Novia  

NIM  : 44219120029 

Study Program : Ilmu Komunikasi  

Title of Internship : Strategi Komunikasi dalam Mengelola Instagram 

 @somethincofficial 

Counsellor : Muthia Rahayu, M.Ikom 

This research aims to analyze the communication strategy used by Somethinc 

in managing the @somethincofficial Instagram account as part of an effort to build 

a strong brand image. Instagram as a social media platform with a very wide range 

of users is a strategic tool for companies to interact with consumers and increase 

brand awareness. In this context, it is important to understand how digital 

communication strategies are implemented effectively, creating a brand image that 

is innovative, trusted, and close to consumers.  

The research method used is descriptive qualitative, with data obtained 

through in-depth interviews with the social media team leader, content creator, and 

Somethinc Instagram account followers. In addition, observations were made of the 

content published on Instagram @somethincofficial. 

The results show that Somethinc uses several key elements in its 

communication strategy, including high-quality visual content, engaging 

storytelling, and collaboration with influencers. The use of Instagram features such 

as stories, IGTV, and reels also plays an important role in increasing engagement 

with the audience. In addition, consistent and personalized interactions with 

followers help strengthen the relationship between brands and consumers. 

In conclusion, the digital communication strategy implemented by Somethinc 

through the Instagram account @somethincofficial has succeeded in increasing a 

positive brand image. The use of Chris Heuer's 4C concept (Context, 

Communication, Collaboration, and Connection) provides an effective framework 

to understand how companies can utilize social media to build and strengthen 

brand image in the eyes of the public. 

Keywords: Communication strategy, brand image, Instagram, Somethinc 

https://lib.mercubuana.ac.id



ix

DAFTAR ISI 

HALAMAN JUDUL ................................................................................................ i 

HALAMAN PERNYATAAN KARYA SENDIRI ................................................ ii 

HALAMAN  PERNYATAAN  PERSETUJUAN  PUBLIKASI  TUGAS AKHIR
UNTUK KEPENTINGAN AKADEMIS................................................................ vi

KATA PENGANTAR ........................................................................................... iv 

ABSTRAK ............................................................................................................ vii

ABSTRACT ........................................................................................................... viii

DAFTAR ISI .......................................................................................................... ix

DAFTAR GAMBAR ............................................................................................ xii

DAFTAR TABEL ................................................................................................ xiii

DAFTAR LAMPIRAN ........................................................................................ xiv

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang Penelitian ........................................................................... 1 

1.2 Fokus Penelitian ........................................................................................ 10 

1.3 Tujuan Penelitian ....................................................................................... 10 

1.4 Manfaat Penelitian ..................................................................................... 10 

1.4.1 Manfaat Praktis ................................................................................ 11 

1.4.2 Manfaat Akademis ........................................................................... 11 

BAB II TINJAUAN PUSTAKA ........................................................................... 12 

2.1 Penelitian Terdahulu ................................................................................. 12 

2.1.1 Novelty Penelitian ............................................................................ 22 

2.2 Komunikasi ............................................................................................... 22 

2.3 Pengertian Strategi Komunikasi ................................................................ 23 

2.4 Konsep Public Relations (PR) ................................................................... 24 

2.5 Peran Public Relations (PR) ...................................................................... 25 

2.6 Fungsi Public Relations (PR) .................................................................... 25 

2.7 Media Sosial Instagram ............................................................................. 26 

2.7.1 Fitur Instagram ................................................................................. 27 

2.8 Konsep Context, Communications, Collaboration, dan Connections 

menurut Chris Heuer ................................................................................. 29 

BAB III METODOLOGI PENELITIAN.............................................................. 31 

3.1 Paradigma Penelitian ................................................................................. 31 

HALAMAN PENGESAHAN ................................................................................ iii

https://lib.mercubuana.ac.id



x 

Paradigma post-positivisme dalam penelitian ini memungkinkan peneliti untuk 

mengeksplorasi strategi komunikasi Somethinc secara lebih mendalam, 

dengan mengakui kompleksitas dan dinamika realitas sosial yang 

dipengaruhi oleh berbagai faktor kontekstual. .......................................... 31 

3.2 Metode Penelitian ...................................................................................... 31 

3.3 Subjek Penelitian ....................................................................................... 32 

3.3.1 Key Informan ................................................................................... 32 

3.3.2 Informan ........................................................................................... 33 

3.4 Teknik Pengumpulan Data ........................................................................ 34 

3.4.1 Data Primer ...................................................................................... 34 

3.4.2 Data Sekunder .................................................................................. 34 

3.5 Teknik Analisis Data ................................................................................. 35 

3.6 Teknik Pemeriksaan Keabsahan Data ....................................................... 36 

BAB IV HASIL PENELITIAN DAN PEMBAHASAN ...................................... 38 

4.1 Gambaran Umum Objek Penelitian ........................................................... 38 

4.1.1 Profil dan Sejarah PT. Royal Pesona Indonesia (Somethinc) .......... 38 

4.1.2 Logo PT. Royal Pesona Indonesia (Somethinc) .............................. 39 

4.1.3 Visi dan Misi PT. Royal Pesona Indonesia (Somethinc) ................. 41 

4.1.4 Budaya Kerja PT. Royal Pesona Indonesia (Somethinc) ................ 42 

4.1.5 Struktur Organisasi PT. Royal Pesona Indonesia ............................ 43 

4.1.6 Profil Informan ................................................................................ 44 

4.2 Hasil Penelitian ......................................................................................... 45 

4.2.1 Strategi Komunikasi Social Media Instagram PT. Royal Pesona 

Indonesia (Somethinc) ..................................................................... 46 

4.2.2 Point Penting dalam Membangun Brand Image di PT. Royal Pesona 

Indonesia (Somethinc) ..................................................................... 47 

4.2.3 Peran Visual dalam Membentuk Strategi Komunikasi dan 

Menciptakan Brand Image pada Media Sosial PT. Royal Pesona 

Indonesia (Somethinc) ..................................................................... 49 

4.2.4 Tantangan serta Upaya dalam Membangun Brand Image PT. Royal 

Pesona Indonesia (Somethinc) di Media Sosial Instagram .............. 50 

4.2.5 Interaksi dengan Followers Instagram PT. Royal Pesona Indonesia 

(Somethinc) ...................................................................................... 51 

https://lib.mercubuana.ac.id



xi

4.2.6 Konten pada Instagram PT. Royal Pesona Indonesia (Somethinc) . 52 

4.2.7 Brand Image PT. Royal Pesona Indonesia (Somethinc) pada Trend 

Beauty Industry di Indonesia ........................................................... 55 

4.2.8 Harapan Mengenai Strategi Komunikasi Untuk Membangun Brand 

Image pada Instagram PT. Royal Pesona Indonesia (Somethinc) ... 56 

4.3 Pembahasan ............................................................................................... 57 

BAB V KESIMPULAN ........................................................................................ 62 

5.1 Kesimpulan ................................................................................................ 62 

5.2 Saran .......................................................................................................... 62 

5.2.1 Saran Akademis ............................................................................... 62 

5.2.2 Saran Praktis .................................................................................... 63 

DAFTAR PUSTAKA ........................................................................................... 64 

LAMPIRAN .......................................................................................................... 66 

https://lib.mercubuana.ac.id



xii

DAFTAR GAMBAR 

Gambar 1.1 Launching Produk pada Instagram @Somethincofficial................. 2 

Gambar 1.2 Produk Baru Somethinc ................................................................... 2 

Gambar 1.3 Human Panel untuk produk Somethinc ........................................... 3 

Gambar 1.4 Instagram @SomethincOffical ........................................................ 5 

Gambar 1.5 Giveaway pada Instagram Somethinc ............................................. 6 

Gambar 1.6 Melakukan Interview kepada pengunjung di Event Somethinc ...... 7 

Gambar 4.1 Logo Somethinc............................................................................. 40 

Gambar 4.2 Struktur Organisasi ........................................................................ 44 

Gambar 4.3 Konten Influencer tentang Produk Somethinc .............................. 49 

Gambar 4.4 Feedback Followers di Instagram @somethincofficial ................. 51 

Gambar 4.5 Konten di Instagram @somethincofficial ...................................... 55 

https://lib.mercubuana.ac.id



xiii

DAFTAR TABEL 

Tabel 2.1 Penelitian Terdahulu ............................................................................. 16 

https://lib.mercubuana.ac.id



xiv

DAFTAR LAMPIRAN 

Lampiran 1 Transkip Wawancara Narasumber (Key Informan) ........................... 66 

Lampiran 2 Dokumentasi ...................................................................................... 85 

Lampiran 3 Daftar Riwayat Hidup ........................................................................ 88 

https://lib.mercubuana.ac.id


	Blank Page
	Blank Page
	Blank Page



