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ABSTRAKSI 

Dalam era digitalisasi saat ini, Instagram menjadi salah satu media pemasaran 

digital yang banyak dimanfaatkan industri perhotelan. Penelitian ini bertujuan 

memahami bagaimana strategi content marketing akun Instagram @vasahotel 

memperkuat brand identity Vasa Hotel Surabaya sebagai hotel bintang lima lokal 

premium di tengah persaingan dengan jaringan hotel internasional. Fokus penelitian 

adalah menganalisis bagaimana konten yang diproduksi dan didistribusikan melalui 

Instagram menjadi instrumen pembentukan identitas merek yang konsisten dan 

strategis. Penelitian mengacu pada konsep Content Marketing Joe Pulizzi (2021) 

yang mencakup content mission, content tilt, dan kesesuaian platform, serta 

didukung kerangka Brand Identity Prism dari Jean-Noël Kapferer. Metode yang 

digunakan adalah kualitatif dengan pendekatan analisis isi kualitatif. Data diperoleh 

melalui observasi dan dokumentasi terhadap 20 unggahan Instagram @vasahotel 

periode Juli 2025–Februari 2026. Hasil penelitian menunjukkan bahwa @vasahotel 

secara konsisten menerapkan strategi content marketing terintegrasi melalui tiga 

kategori utama: content mission yang menampilkan misi merek melalui kolaborasi 

publik figur, promosi kuliner, dan kegiatan bisnis; content tilt yang menonjolkan 

narasi seni, budaya, dan pengalaman emosional sebagai pembeda; serta kesesuaian 

platform melalui pemanfaatan format carousel dan reels sesuai karakteristik 

Instagram. Strategi tersebut terbukti mampu memperkuat brand identity Vasa Hotel 

Surabaya sebagai hotel premium yang modern, eksklusif, berbudaya, dan mampu 

menghadirkan pengalaman berkesan bagi audiens. 

 

Kata Kunci: Konten Marketing, Identitas Merek, Instagram, Vasa Hotel Surabaya
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ABSTRACT 

In the current era of digitalization, Instagram has become one of the digital 

marketing media that is widely used by the hospitality industry. This research aims 

to understand how the content marketing strategy of the @vasahotel Instagram 

account strengthens the brand identity of Vasa Hotel Surabaya as a premium local 

five-star hotel in the midst of competition with international hotel networks. The 

focus of the research is to analyze how content produced and distributed through 

Instagram becomes a consistent and strategic brand identity building instrument. 

The research refers to the concept of Content Marketing Joe Pulizzi (2021) which 

includes content mission, content tilt, and platform suitability, and is supported by 

the Brand Identity Prism framework from Jean-Noël Kapferer. The method used is 

qualitative with a qualitative content analysis approach. Data was obtained 

through observation and documentation of 20 @vasahotel Instagram uploads for 

the period of July 2025–February 2026. The research results show that @vasahotel 

consistently implements an integrated content marketing strategy through three 

main categories: content mission that displays brand mission through public 

collaboration, culinary promotion, and business activities; content tilt that 

highlights art narratives, culture, and emotional experiences as a differentiator; 

and platform suitability through the use of carousel and reel formats according to 

Instagram characteristics. The strategy is proven to be able to strengthen the brand 

identity of Vasa Hotel Surabaya as a premium hotel that is modern, exclusive, 

cultured, and able to present a memorable experience for the audience. 

 

Keywords: Content Marketing, Brand Identity, Instagram, Vasa Hotel Surabaya 
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