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Strategi Brand Identity Local Brand SylmiBasic Melalui Social Media
Marketing Instagram @sylmi.basic

Septia Rahmatul Jannah
20043010132

ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi brand identity dari
Sylmi Basic melalui platform Instagram @sylmi.basic. Metode yang digunakan
adalah penelitian deskriptif kualitatif dengan pengumpulan data melalui wawancara
mendalam dan analisis konten. Hasil penelitian menunjukkan bahwa Sylmi Basic
berhasil membangun identitas merek yang kuat dengan menggunakan elemen-
elemen teori brand identity oleh Kapferer, seperti physique, personality, culture,
relationship, reflection, dan self-image. Penggunaan media sosial Instagram dan
TikTok sangat efektif dalam meningkatkan brand awareness dan engagement
dengan konsumen. Selain itu, peran owner sebagai influencer juga memberikan
keuntungan kompetitif dalam kegiatan promosi. Interaksi yang aktif dengan
konsumen melalui konten edukatif dan inspiratif memperkuat hubungan emosional
dan loyalitas pelanggan. Sylmi Basic juga menerapkan prinsip sustainability dalam
packaging produknya, yang mendukung citra positif merek di mata konsumen.

Kata Kunci: Identitas Merek, Media Sosial, Instagram, Fashion Lokal,
Sustainability.
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Brand ldentity Strategy of Local Brand Sylmibasic Using Social Media
Marketing Instagram @sylmi.basic

ABSTRACT

This research aims to analyze the brand identity strategy of Sylmi Basic
through the Instagram platform @sylmi.basic. The method used is descriptive
qualitative research with data collection through in-depth interviews and content
analysis. The results showed that Sylmi Basic succeeded in building a strong brand
identity by using elements of Kapferer's brand identity theory, such as physique,
personality, culture, relationship, reflection, and self-image. The use of Instagram
and TikTok social media is very effective in increasing brand awareness and
engagement with consumers. In addition, the owner's role as an influencer also
provides a competitive advantage in promotional activities. Active interaction with
consumers through educational and inspirational content strengthens emotional
connection and customer loyalty. Sylmi Basic also applies the principle of
sustainability in its product packaging, which supports the positive image of the
brand in the eyes of consumers.

Keywords: Brand Identity, Social Media, Instagram, Local Fashion,
Sustainability
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