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ABSTRAK 

Nama : Oscar Carvario Jonathan 
NIM 44317110116 
Program Studi : Periklanan dan Komunikasi Pemasaran 
Judul Laporan Skripsi : Implementasi Aktivitas Komunikasi Pemasaran Melalui Social 
Media Instagram Rnd GROUP Untuk Promosi Acara Konser Festival Koplo 
Indonesia 
Pembimbing : Melly Ridaryanthi, M.Soc.Sc.Ph.D 

 
Musik merupakan salah satu budaya dan hiburan di Indonesia. Fungsi musik di 
Indonesia beragam diantaranya sebagai sarana komunikasi, sarana upacara, sarana 
Pendidikan, sarana bisnis bahkan musik berfungsi sebagai sarana berekspresi. Dalam 
upaya pelestarian musik di Indonesia, seringkali beberapa pihak menyelenggarakan 
beberapa kegiatan diantaranya festival musik. Penyelenggaraan musik dilakukan 
diseluruh Indonesia termasuk Pekanbaru. Tingginya antusias masyarakat Pekanbaru 
terhadap konser menjadi salah satu faktor rnd GROUP bekerjasama dengan Mangata 
Group memutuskan untuk menggelar event Festival Koplo Indonesia (FKI) Vol. II di 
Pekanbaru. Namun dalam proses promosi rnd menggunakan media sebagai ajang 
promosi dan menyebarkan informasi. Penelitian ini bertujuan untuk mengetahui 
implementasi media sosial dalam proses penelitian. Adapun penelitian ini 
menggunakan pendekatan deskriptif kualitatif, yaitu metode penelitian yang 
mempelajari keadaan objek secara alamiah. Teknik pengumpulan data dilakukan 
melalui wawancara dan dokumentasi. Analisis data dilakukan dengan mereduksi data, 
menyajikan data, menarik kesimpulan, dan memvalidasi hasil. Tujuan penelitian ini 
adalah untuk menentukan secara sistematis fokus penelitian, yang meliputi 
segmentasi, penargetan, dan positioning pada konser Festival Koplo Indonesia Vol. II 
di Pekanbaru, Riau. Hasil penelitian menunjukkan bahwa rnd GROUP berhasil 
memaksimalkan penggunaan media sosial Instagram untuk mempromosikan Festival 
Koplo Indonesia Vol. II, sehingga konser ini dikenal luas dan diminati oleh banyak 
orang. 

 
Kata Kunci : Strategi Komunikasi Pemasaran, Festival Koplo Indonesia, Media Sosial 
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ABSTRACT 

 

Name : Oscar Carvario Jonathan 
NIM 44317110116 
Study Program : Marketing Communication and Advertising 
Thesis Title : Implementation Of Marketing Communicarion Strategy On 
Instagram Social Media "RND GROUP " To The Decision To Buy Tickets To The 
Koplo Indonesia Vol II Festival Concert Event In Pekanbaru 
counsellor : Melly Ridaryanthi, M.Soc.Sc.Ph.D 

 
Music is a form of culture and entertainment in Indonesia. The function of music in 

Indonesia is varied, including as a means of communication, a means of ceremonies, a 

means of education, a means of business and even music functions as a means of 

expression. In an effort to preserve music in Indonesia, several parties often organize 

several activities, including music festivals. Music is held throughout Indonesia, 

including Pekanbaru. The high enthusiasm of the people of Pekanbaru for the concert 

was one of the factors that RND GROUP, in collaboration with Mangata Group, decided 

to hold the Indonesian Koplo Festival (FKI) Vol. II in Pekanbaru. However, in the 

promotional process RND uses the media as a means of promotion and disseminating 

information. This research aims to determine the implementation of social media in the 

research process. This research uses a qualitative descriptive approach, namely a 

research method that studies the natural state of objects. Data collection techniques are 

carried out through interviews and documentation. Data analysis is carried out by 

reducing data, presenting data, drawing conclusions, and validating results. The aim of 

this research is to systematically determine the research focus, which includes 

segmentation, targeting and positioning at the Indonesian Koplo Festival Vol. II in 

Pekanbaru, Riau. The research results show that rnd GROUP has succeeded in 

maximizing the use of Instagram social media to promote the Indonesian Koplo Festival 

Vol. II, so that this concert is widely known and is in demand by many people. 

Keyword :Marketing Communication Strategy, Festival Koplo Indonesia, Social Media 
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