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ABSTRAK 

GHASSANI SHABRINA PRASETYO, 17043010085, STRATEGI 

PEMANFAATAN INSTAGRAM SEBAGAI MEDIA KOMUNIKASI 

PEMASARAN DIGITAL DARMAHESWARA WEDDING ORGANIZER 

Bisnis wedding organizer merupakan salah satu bisnis yang terdampak pandemi 

COVID-19 sebab adanya peraturan-peraturan yang membatasi aktifitas orang-

orang untuk berkerumun. Dalam usahanya menghadapi pandemi, wedding 

organizer menjalankan strategi komunikasi pemasaran, salah satunya wedding 

organizer Darmaheswara. Dianalisis menggunakan teori SOSTAC (Situation, 

Objectives, Strategy, Tactic, Action, Control), penelitian ini bertujuan untuk 

mengetahui seperti apa strategi komunikasi pemasaran yang dilakukan 

Darmaheswara di masa pandemi COVID-19. Penelitian ini menggunakan 

metodologi kualitatif deskriptif. Hasil analisis menunjukkan bahwa Darmaheswara 

telah menjadi 1 dari 5 wedding organizer terbaik di Jawa Timur. Tujuan strategi 

yang dibuat adalah posisi yang stabil dan menghindari kerugian, dan juga 

menumbuhkan rasa kepercayaan kepada para calon client. Aktifitas komunikasi 

pemasaran melalui akun Instagram @darmaheswara dilakukan dengan 

memanfaatkan berbagai fitur yang ada, seperti unggahan foto dan video di feeds, 

Instagram story, highlight Instagram story, reels, IG TV, IG Ads, dan insights. 

Darmaheswara juga membuat program internship dan bundling promo dengan 

vendor acara wedding lainnya. Hasil startegi yang telah berjalan selama pandemi 

COVID-19 ini adalah adanya kenaikan jumlah client hingga 50% dari tahun tahun 

sebelumnya. 

Kata Kunci: Komunikasi Pemasaran, Instagram, SOSTAC, COVID-19 

 

 

ABSTRACT 

GHASSANI SHABRINA PRASETYO, 17043010085, STRATEGY FOR 

USING INSTAGRAM AS A DIGITAL MARKETING COMMUNICATION 

MEDIA DARMAHESWARA WEDDING ORGANIZER 

The wedding organizer business is one of the businesses affected by the COVID-

19 pandemic because of regulations that limit the activities of people from 

gathering. In an effort to deal with the pandemic, wedding organizers run a 

marketing communication strategy, one of which is Darmaheswara wedding 

organizer. Analyzed using the SOSTAC theory (Situation, Objectives, Strategy, 

Tactic, Action, Control), this study aims to find out what kind of marketing 

communication strategy Darmaheswara is doing during the COVID-19 pandemic. 

This study uses a descriptive qualitative methodology. The results of the analysis 

show that Darmaheswara has become 1 of the 5 best wedding organizers in East 

Java. The aim of the strategy is to maintain a stable position and avoid losses, as 
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well as to foster a sense of trust in potential clients. Marketing communication 

activities through the @darmaheswara Instagram account are carried out by 

utilizing various existing features, such as uploading photos and videos in feeds, 

Instagram stories, highlighting Instagram stories, reels, IG TV, IG Ads, and 

insights. Darmaheswara also makes internship programs and bundling promos with 

other wedding event vendors. The result of the strategy that has been running during 

the COVID-19 pandemic is an increase in the number of clients by up to 50% from 

the previous year. 

Keywords: Marketing Communication, Instagram, SOSTAC, COVID-19. 
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