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ABSTRAK 

Industri photobox di Indonesia mengalami pertumbuhan yang signifikan, 
khususnya di kalangan generasi muda yang aktif di media sosial. Di tengah 
persaingan yang semakin ketat, kemampuan brand dalam membangun brand 
awareness melalui platform digital menjadi faktor penentu keberhasilan. 
Photomatics sebagai salah satu brand photobox terkemuka memanfaatkan 
Instagram sebagai media utama dalam membangun identitas dan kesadaran brand 
di benak target audiensnya. Penelitian ini bertujuan untuk menganalisis strategi 
social media marketing Photomatics dalam meningkatkan brand awareness melalui 
Instagram dengan menggunakan pendekatan 4C Framework Chris Heuer yang 
terdiri dari context, communication, collaboration, dan connection. Penelitian ini 
dilatarbelakangi oleh meningkatnya persaingan industri photobox di Indonesia serta 
pentingnya media sosial sebagai sarana membangun kedekatan dan kesadaran 
merek di kalangan audiens muda. Metode penelitian yang digunakan adalah 
kualitatif deskriptif dengan teknik pengumpulan data melalui wawancara 
mendalam, observasi, dan dokumentasi. Informan dalam penelitian ini terdiri dari 
Head of Marketing, Social Media Specialist, Content Creator, KOL Specialist, dan 
Community Photomatics. Hasil penelitian menunjukkan bahwa strategi social 
media marketing Photomatics dilakukan melalui penyusunan konteks konten yang 
menyesuaikan karakter audiens dan tren media sosial, komunikasi digital yang 
fleksibel dan berbasis evaluasi, kolaborasi dengan KOL, artis, ambassador, serta 
pendekatan connection melalui interaksi personal dan keterlibatan audiens secara 
konsisten. Keempat elemen tersebut dijalankan secara terintegrasi dan saling 
menopang, membentuk strategi komunikasi digital yang secara kumulatif 
membangun kesadaran merek Photomatics di benak audiensnya secara bertahap 
dan berkelanjutan. Penelitian ini menunjukkan bahwa brand awareness yang kuat 
tidak dibangun melalui satu campaign viral semata, melainkan melalui konsistensi 
dan keterpaduan strategi yang dijalankan secara terus menerus di setiap titik kontak 
antara brand dan audiensnya. 
Kata Kunci: Social media marketing, Brand Awareness, Instagram, 4C 
Framework, Photobox 
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ABSTRACT 

Indonesia's photobox industry has experienced significant growth, particularly 
among young generations who are active on social media. Amid increasingly 
intense competition, a brand's ability to build brand awareness through digital 
platforms has become a key determinant of success. Photomatics, as one of the 
leading photobox brands, utilizes Instagram as its primary medium for building 
brand identity and awareness among its target audience. This study aims to analyze 
Photomatics’ social media marketing strategy in increasing brand awareness 
through Instagram using Chris Heuer’s 4C Framework approach, which consists 
of context, communication, collaboration, and connection. This research is 
motivated by the increasing competition in the photobox industry in Indonesia and 
the importance of social media as a medium for building brand closeness and 
awareness among young audiences. The research method used is descriptive 
qualitative, with data collection techniques carried out through in-depth interviews, 
observation, and documentation. The informants in this study consisted of the Head 
of Marketing, Social Media Specialist, Content Creator, KOL Specialist, and 
Community division of Photomatics. The results of the study indicate that 
Photomatics’ social media marketing strategy is implemented through the 
development of content context that adapts to audience characteristics and social 
media trends, flexible and evaluation-based digital communication, collaborations 
with KOLs, artists, and ambassadors, as well as a connection approach through 
personal interaction and consistent audience engagement. These four elements are 
implemented in an integrated manner, mutually reinforcing one another to form a 
digital communication strategy that cumulatively builds Photomatics' brand 
awareness among its audience in a gradual and sustained manner. This study 
demonstrates that strong brand awareness is not built through a single viral 
campaign, but rather through the consistency and integration of strategies carried 
out continuously across every touchpoint between the brand and its audience. 
Keywords: Social media marketing, Brand Awareness, Instagram, 4C Framework, 
Photobox 
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