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ABSTRACT

The decline in marriage rates and the high perceived risk associated
with intangible wedding venue services compel business owners in
Yogyakarta to optimize the Instagram platform as their primary visual
storefront. This study aims to analyze the implementation of the AISAS
model in social media marketing on the @amoravenueyogyakarta account
to facilitate the consumer journey and reduce prospective couples' anxiety.
Utilizing a descriptive qualitative method with a case study approach, data
collection was conducted through observation, documentation, and in-
depth interviews. The results indicate that the Attention stage was
successfully captured utilizing the Instagram Reels feature with trending
audio, while Interest was built through an educational approach on the
Instagram Feed. Amora's main competitive advantage lies in the radical
transparency of pricing and facility information via Instagram Highlights
(Search), which has proven to significantly reduce consumer search
friction. This transparency accelerates booking conversions in the Action
stage through the Link in Bio, supported by the admin's responsiveness.
The marketing cycle is completed in the Share stage through the culture of
reposting client content (User Generated Content) on Instagram Stories,
creating mutual pride and credible social proof. To address operational
gaps caused by reliance on organic algorithms and client account privacy,
Amora is recommended to integrate targeted Instagram Ads, booking

system automation, and on-site physical incentive tactics.

Keywords: Social Media Marketing, AISAS Model, Instagram, Wedding

Venue, Consumer Behavior
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ABSTRAK

Penurunan angka pernikahan dan tingginya persepsi risiko pada jasa
penyewaan wedding venue yang tidak berwujud (intangible) menuntut pelaku
usaha di Yogyakarta untuk mengoptimalkan platform Instagram sebagai etalase
visual utama. Penelitian ini bertujuan menganalisis penerapan pemasaran media
sosial model AISAS pada akun @amoravenueyogyakarta guna memfasilitasi
perjalanan konsumen dan mereduksi kecemasan calon pengantin. Menggunakan
metode kualitatif deskriptif dengan pendekatan studi kasus, pengumpulan data
dilakukan melalui observasi, dokumentasi, dan wawancara mendalam. Hasil
penelitian menunjukkan tahap Attention berhasil dimenangkan melalui
pemanfaatan fitur Instagram Reels beraudio tren, sementara Interest dibangun
lewat pendekatan edukasi di Instagram Feed. Keunggulan kompetitif utama
Amora terletak pada transparansi radikal informasi harga dan fasilitas melalui
Instagram Highlight (Search), yang terbukti secara signifikan mereduksi
hambatan pencarian konsumen. Transparansi tersebut mempercepat konversi
pemesanan di tahap Action melalui tautan Link in Bio yang didukung oleh
responsivitas admin. Siklus pemasaran ini disempurnakan pada tahap Share
melalui budaya mengunggah ulang konten klien (User Generated Content) di
Instagram Story, yang menciptakan kebanggaan timbal balik dan bukti sosial
tepercaya. Untuk menutupi celah ketergantungan pada algoritma organik dan
privasi akun klien, Amora direkomendasikan untuk mengintegrasikan Instagram
Ads yang tertarget, otomatisasi sistem pemesanan, dan taktik insentif fisik di

lokasi.

Kata Kunci: Pemasaran Media Sosial, Model AISAS, Instagram, Wedding Venue,

Perilaku Konsume
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