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‭ABSTRAK‬

‭STRATEGI KOMUNIKASI PEMASARAN DALAM AKUN INSTAGRAM‬
‭@BJN.FOODIES SEBAGAI MEDIA PROMOSI KULINER DI KOTA‬

‭BOJONEGORO‬

‭Penelitian‬ ‭ini‬ ‭bertujuan‬ ‭untuk‬ ‭mengidentifikasi‬ ‭dan‬ ‭menganalisis‬ ‭strategi‬

‭komunikasi‬ ‭pemasaran‬ ‭yang‬ ‭diterapkan‬ ‭oleh‬ ‭akun‬ ‭Instagram‬ ‭@bjn.foodies‬

‭sebagai‬ ‭media‬ ‭promosi‬ ‭kuliner‬ ‭di‬ ‭Kota‬ ‭Bojonegoro.‬‭Penelitian‬‭ini‬‭menggunakan‬

‭metode‬ ‭deskriptif‬ ‭kualitatif.‬ ‭Data‬ ‭dikumpulkan‬ ‭melalui‬ ‭wawancara‬ ‭mendalam,‬

‭observasi,‬ ‭dan‬ ‭dokumentasi.‬ ‭Hasil‬ ‭penelitian‬ ‭menunjukkan‬ ‭bahwa‬ ‭bjn.foodies‬

‭menggunakan‬‭strategi‬‭komunikasi‬‭pemasaran‬‭yang‬‭melibatkan‬‭pembuatan‬‭konten‬

‭menarik,‬‭interaksi‬‭dengan‬‭pengikut,‬‭serta‬‭pemanfaatan‬‭fitur-fitur‬‭Instagram‬‭seperti‬

‭stories‬‭,‬ ‭reels‬‭,‬‭dan‬‭feed‬‭.‬‭Akun‬‭ini‬‭juga‬‭mengimplementasikan‬‭model‬‭The‬‭Circular‬

‭Model‬ ‭of‬ ‭SoMe‬ ‭yang‬ ‭meliputi‬ ‭share‬‭,‬ ‭optimize‬‭,‬ ‭manage‬‭,‬ ‭dan‬ ‭engage‬ ‭untuk‬

‭meningkatkan‬ ‭efektivitas‬ ‭promosi.‬ ‭Temuan‬ ‭ini‬ ‭memberikan‬ ‭wawasan‬ ‭tentang‬

‭pentingnya‬ ‭strategi‬ ‭komunikasi‬ ‭pemasaran‬ ‭yang‬ ‭tepat‬ ‭dalam‬ ‭memaksimalkan‬

‭potensi media sosial sebagai alat promosi kuliner.‬

‭Kata‬ ‭Kunci:‬ ‭Komunikasi‬ ‭Pemasaran‬‭,‬ ‭Media‬ ‭Promosi‬‭,‬ ‭Kuliner‬‭,‬ ‭Instagram‬‭,‬

‭Bojonegoro‬
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‭ABSTRACT‬

‭MARKETING COMMUNICATION STRATEGY IN THE INSTAGRAM‬
‭ACCOUNT @BJN.FOODIES AS A CULINARY PROMOTION MEDIA IN‬

‭THE CITY OF BOJONEGORO‬

‭This‬ ‭research‬ ‭aims‬ ‭to‬ ‭identify‬ ‭and‬ ‭analyze‬ ‭the‬ ‭marketing‬ ‭communication‬

‭strategies‬ ‭implemented‬ ‭by‬ ‭the‬ ‭Instagram‬ ‭account‬ ‭@bjn.foodies‬ ‭as‬ ‭a‬ ‭culinary‬

‭promotion‬ ‭media‬ ‭in‬ ‭Bojonegoro‬ ‭City.‬ ‭This‬ ‭study‬ ‭used‬ ‭descriptive‬ ‭qualitative‬

‭method.‬ ‭Data‬ ‭was‬ ‭collected‬ ‭through‬ ‭in-depth‬ ‭interviews,‬ ‭observation‬ ‭and‬

‭documentation.‬ ‭The‬ ‭research‬ ‭results‬ ‭show‬ ‭that‬ ‭bjn.foodies‬ ‭uses‬ ‭a‬ ‭marketing‬

‭communication‬‭strategy‬‭that‬‭involves‬‭creating‬‭interesting‬‭content,‬‭interacting‬‭with‬

‭followers,‬ ‭and‬ ‭utilizing‬ ‭Instagram‬ ‭features‬‭such‬‭as‬‭stories,‬‭reels,‬‭and‬‭feeds.‬‭This‬

‭account‬ ‭also‬ ‭implements‬ ‭The‬ ‭Circular‬ ‭Model‬ ‭of‬ ‭SoMe‬ ‭which‬ ‭includes‬ ‭share,‬

‭optimize,‬ ‭manage,‬ ‭and‬ ‭engage‬ ‭to‬ ‭increase‬ ‭promotional‬ ‭effectiveness.‬ ‭These‬

‭findings‬ ‭provide‬ ‭insight‬ ‭into‬ ‭the‬ ‭importance‬ ‭of‬ ‭appropriate‬ ‭marketing‬

‭communication‬ ‭strategies‬ ‭in‬ ‭maximizing‬ ‭the‬ ‭potential‬ ‭of‬ ‭social‬ ‭media‬ ‭as‬ ‭a‬

‭culinary promotion tool.‬

‭Keywords:‬ ‭Marketing‬ ‭Communications,‬ ‭Promotional‬ ‭Media,‬ ‭Culinary,‬

‭Instagram, Bojonegoro‬
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