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ABSTRAK

Perkembangan media sosial di era digital memberikan peluang besar bagi
perusahaan untuk menjangkau audiens secara lebih luas melalui berbagai bentuk
konten. Kondisi ini mendorong pelaku industri pariwisata, termasuk MOANA
Sustainable Cycling Tour, untuk memanfaatkan media sosial secara strategis guna
meningkatkan jumlah kunjungan wisatawan. Penelitian ini bertujuan untuk
menganalisis strategi media sosial yang diterapkan oleh akun Instagram
(@moanabiketour pada kunjungan wisatawan MOANA Bike Tour. Penelitian
menggunakan teori strategi media sosial dari Quesenberry serta pendekatan
kualitatif deskriptif. Teknik pengumpulan data dilakukan melalui wawancara
dengan marketing manager, creative director social media, dan customer service,
serta observasi langsung dan pencarian data daring. Hasil penelitian menunjukkan
bahwa MOANA telah menerapkan strategi media sosial secara terstruktur,
meliputi identifikasi tujuan bisnis, pemetaan target audiens, analisis sosial,
perencanaan ide besar, hingga integrasi strategi antar platform. Strategi ini

terbukti berkontribusi dalam peningkatan jumlah wisatawan.

Kata Kunci: Strategi Media Sosial, Instagram, Wisata Berkelanjutan, Kunjungan

Wisatawan
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ABSTRACT

The development of social media in the digital era presents significant
opportunities for companies to reach a wider audience through various forms of
content. This condition encourages tourism industry players, including MOANA
Sustainable Cycling Tour, to strategically utilize social media to increase the
number of tourist visits. This study aims to analyze the social media strategies
implemented by the Instagram account (@moanabiketour in relation to tourist
visits to MOANA Bike Tour. The research employs a qualitative descriptive
approach and is guided by Quesenberry's social media strategy theory. Data
collection techniques include in-depth interviews with the marketing manager,
creative director of social media, and customer service team, as well as direct
observation and online data searches. The findings reveal that MOANA has
implemented a structured social media strategy, including business goal
identification, audience targeting, social analysis, big idea planning, and
cross-platform strategy integration. These strategies have proven effective in

contributing to an increase in tourist visits.

Keywords: Social Media Strategy, Instagram, Sustainable Tourism, Tourist Visits
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