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ABSTRAKSI 

Penelitian ini mengkaji bagaimana city branding Kota Bekasi pasca krisis 
banjir 2025 dikomunikasikan melalui konten visual dan naratif yang dipublikasikan 
oleh akun Instagram @kotabekasikeren. Media sosial berperan penting sebagai 
saluran komunikasi strategis yang mampu menjangkau masyarakat secara luas dan 
cepat, sekaligus menjadi sarana untuk membangun kembali reputasi kota dan citra 
positif kota setelah krisis. Penelitian ini menggunakan pendekatan analisis isi 
kualitatif berdasarkan lima tahapan menurut Parker, Saundage, dan Lee (2011) 
yang dikenal dengan Qualitative Content Analysis (QualCA). Lima tahapan 
tersebut meliputi, mendefiniskan tujuan penelitian dan unit analisis, seleksi konten, 
analisis konten, interpretasi, dan penarikan kesimpulan. Sebanyak 30 unggahan 
yang dipublikasikan antara 4 hingga 17 Maret 2025 untuk dilakukan penelitian dan 
dianalisis secara mendalam. Hasil penelitian menghasilkan lima kategori utama, 
yaitu Pelayanan Publik, Kesejahteraan Lingkungan, Kepemimpinan Responsif, 
Kolaborasi dan Solidaritas, serta Pendekatan Edukatif, Humanis, dan Religius. 
Kelima kategori tersebut menunjukkan bahwa city branding Kota Bekasi dibentuk 
melalui komunikasi yang responsif, emosional, dan berbasis nilai-nilai sosial yang 
diperkuat melalui narasi visual. 

 
Kata kunci: City Branding, Instagram, Analisis Isi Kualitatif  
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ABSTRACT                                                                                     

This study examines how the city branding of Bekasi City after the 2025 
flood crisis is communicated through visual and narrative content published by the 
@kotabekasikeren Instagram account. Social media plays an important role as a 
strategic communication channel that is able to reach the public widely and quickly, 
as well as a means to rebuild the city's reputation and positive image after a crisis. 
This study uses a qualitative content analysis approach based on five stages 
according to Parker, Saundage, and Lee (2011) known as Qualitative Content 
Analysis (QualCA). The five stages include, defining the research objectives and 
analysis units, content selection, content analysis, interpretation, and drawing 
conclusions. A total of 30 uploads were published between March 4 and 17, 2025 
for research and in-depth analysis. The results of the research produced five main 
categories, namely Public Service, Environmental Welfare, Responsive Leadership, 
Collaboration and Solidarity, and Educational, Humanist, and Religious 
Approaches. The five categories show that the city branding of Bekasi City is 
formed through responsive, emotional, and social values-based communication 
that is strengthened through visual narratives. 

 
Keywords: City Branding, Instagram, Qualitative Content Analysis  
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