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ABSTRAK 

 

Nama : Arriza Cahyo Aryanto 

NIM : 44321010065 

Program Studi : Ilmu Komunikasi 

Judul Laporan 

Skripsi 

: STRATEGI MARKETING COMMUNICATION  

SEKOLAH AKSARA KEMANG DALAM 

MEMBANGUN CUSTOMER EXPERIENCE 

MELALUI AKUN INSTAGRAM 

@SEKOLAH.AKSARA.KEMANG TAHUN 2024 

Pembimbing : Nur Intan Pangesti Subrianto, S.Ikom, M.Ikom 

 
Persaingan dalam industri pendidikan semakin ketat, hal ini tentunya mendorong 
institusi untuk mengadopsi strategi marketing communication yang efektif. Sekolah 
Aksara Kemang yang berdiri pada awal 2024, memanfaatkan media sosial 
Instagram (@sekolah.aksara.kemang) untuk membangun customer experience 
melalui konten edukatif, promosi, serta interaksi aktif dengan audiens. Penelitian 
ini bertujuan untuk menganalisis strategi marketing communication Sekolah Aksara 
Kemang dalam membangun customer experience menggunakan metode kualitatif 
deskriptif dengan pendekatan teori Circular Model of SOME dan Integrated 

Marketing Communication (IMC). Data dikumpulkan melalui wawancara dengan 
Social Media Specialist, Kepala Sekolah, Owner Sekolah, serta orang tua siswa. 
Hasil penelitian menunjukkan bahwa strategi komunikasi yang diterapkan meliputi 
berbagi konten (Share), optimalisasi (Optimize), pengelolaan (Manage), dan 
keterlibatan audiens (Engage), serta integrasi elemen IMC dalam pemasaran digital. 
Strategi ini terbukti efektif dalam meningkatkan marketing communication, 
keterlibatan audiens, dan pengalaman pelanggan secara positif. Penelitian ini 
diharapkan dapat memberikan wawasan bagi institusi pendidikan dalam 
mengoptimalkan marketing communication digital guna meningkatkan customer 
experience. 
Kata Kunci: Strategi Marketing Communication, Customer Experience, Media 
Sosial Instagram 
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ABSTRACT 

Name : Arriza Cahyo Aryanto 

NIM : 44321010065 

Study Program : Ilmu Komunikasi 

Thesis Title : STRATEGI MARKETING COMMUNICATION  

SEKOLAH AKSARA KEMANG DALAM 

MEMBANGUN CUSTOMER EXPERIENCE 

MELALUI AKUN INSTAGRAM 

@SEKOLAH.AKSARA.KEMANG TAHUN 2024 

Conselor : Nur Intan Pangesti Subrianto, S.Ikom, M.Ikom 

 

Competition in the education industry is getting tighter, this certainly encourages 

educational institutions to adopt effective marketing communication strategies. 

Sekolah Aksara Kemang, which was established in early 2024, utilizes Instagram 

social media (@sekolah.aksara.kemang) to build customer experience through 

educational content, promotions, and active interaction with the audience. This 

study aims to analyze Sekolah Aksara Kemang's marketing communication strategy 

in building customer experience using a descriptive qualitative method with the 

Circular Model SOME and Integrated Marketing Communication (IMC) theory 

approach. Data collection was carried out through interviews with Social Media 

Specialists, Principals, School Owners, and parents of students. The results of the 

study show that the communication strategies implemented include sharing content 

(Share), optimization (Optimize), management (Manage), and audience 

engagement (Engage), as well as the integration of IMC elements in digital 

marketing. This strategy has proven effective in improving marketing 

communications, audience engagement, and positive customer experiences. This 

study is expected to provide insight for educational institutions in optimizing digital 

marketing communications to improve customer experience. 

Keywords: Marketing Communication Strategy, Customer Experience, Instagram 

Social Media 
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