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ABSTRAK 

Perkembangan media sosial mendorong industri perfilman memanfaatkan 

platform digital sebagai sarana komunikasi pemasaran untuk menjangkau audiens 

secara lebih luas dan interaktif. Penelitian ini bertujuan untuk menganalisis strategi 

promosi film Pabrik Gula melalui media sosial Instagram dan TikTok. Penelitian 

ini menggunakan pendekatan kualitatif dengan metode analisis isi terhadap 23 

konten promosi yang diunggah pada akun Instagram dan TikTok resmi film Pabrik 

Gula. Teknik pengumpulan data dilakukan melalui observasi dan dokumentasi. 

Hasil penelitian menunjukkan bahwa strategi promosi film Pabrik Gula 

memanfaatkan empat kategori content pillar, yaitu informative, educative, 

collaborative, dan entertainment. Instagram lebih banyak digunakan untuk 

menyampaikan konten informatif yang berfungsi membangun awareness audiens, 

sementara TikTok didominasi konten hiburan dan kolaborasi yang mampu 

meningkatkan engagement serta memperluas jangkauan promosi secara organik. 

Selain itu, konten edukatif juga ditampilkan pada kedua platform untuk 

memberikan nilai tambah berupa informasi mengenai budaya dan proses produksi 

film. Berdasarkan hasil tersebut, dapat disimpulkan bahwa strategi promosi 

berbasis content pillar efektif dalam meningkatkan awareness, engagement, dan 

jangkauan audiens melalui media sosial.  

Kata kunci: Media sosial; Promosi film; Content pillar; Instagram; TikTok. 
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ABSTRAK 

The development of social media has encouraged the film industry to utilize 

digital platforms as a marketing communication tool to reach audiences more 

widely and interactively. This study aims to analyze the promotional strategy of the 

film Pabrik Gula through Instagram and TikTok. This research uses a qualitative 

approach with content analysis as the research method, examining 23 promotional 

contents uploaded on the official Instagram and TikTok accounts of the film Pabrik 

Gula. Data were collected through observation and documentation. The findings 

show that the promotional strategy of Pabrik Gula applies four content pillar 

categories, namely informative, educative, collaborative, and entertainment. 

Instagram is primarily used to deliver informative content that helps build audience 

awareness, while TikTok is dominated by entertainment and collaborative content 

that increases engagement and organically expands promotional reach. In 

addition, educative content is also presented on both platforms to provide added 

value in the form of information related to cultural aspects and the film production 

process. Based on these findings, it can be concluded that a content pillar–based 

promotional strategy is effective in increasing awareness, engagement, and 

audience reach through social media. 

Keywords: Social media;Film promotion; Content pillar; Instagram; TikTok. 

 

 

 

 

 

 

 

 

 

 

 


