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ABSTRAK  
 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran 
yang diterapkan melalui akun Instagram @ledoksambiecopark dalam menciptakan 
citra merek Ledok Sambi Ecopark sebagai destinasi wisata alam berbasis ecopark 
di kawasan Kaliurang, Kabupaten Sleman, Daerah Istimewa Yogyakarta. Di era 
pemasaran digital, Instagram berkembang menjadi media komunikasi pemasaran 
yang efektif bagi destinasi wisata dalam membangun persepsi dan citra merek 
dibenak audiens. Menurut Kotler dan Keller, strategi komunikasi pemasaran yang 
dilakukan secara konsisten dan terencana memiliki peran penting dalam 
membentuk persepsi positif audiens melalui penyampaian pesan visual maupun 
narasi yang berkelanjutan. Penelitian ini menggunakan metode kualitatif deskriptif 
dengan teknik pengumpulan data berupa wawancara semi terstruktur, observasi 
partisipatif, dan dokumentasi terhadap konten Instagram @ledoksambiecopark. 
Narasumber dalam penelitian ini berjumlah enam orang yang terdiri atas tiga pihak 
pengelola, yaitu Business Development Manager, tim kreatif, dan graphic designer, 
serta tiga pengunjung yang memenuhi kriteria penelitian. Analisis data dilakukan 
menggunakan model AISAS (Attention, Interest, Search, Action, Share) yang 
dikembangkan oleh Dentsu untuk memahami perilaku audiens di era digital, serta 
tiga indikator citra merek menurut Kotler, yaitu atribut, manfaat, dan nilai sebagai 
alat ukur keberhasilan strategi komunikasi pemasaran yang diterapkan dalam 
menciptakan citra merek. 

 

Kata Kunci: strategi komunikasi pemasaran, Instagram, citra merek, AISAS 
Model (attention, interest, search, interest, share), Ledok Sambi Ecopark 
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ABSTRACT 
 

This study aims to analyze the marketing communication strategy 
implemented through the Instagram account @ledoksambiecopark in creating the 
brand image of Ledok Sambi Ecopark as an ecopark-based natural tourism 
destination located in Kaliurang, Sleman Regency, Special Region of Yogyakarta. 
In the digital marketing era, Instagram has developed into an effective marketing 
communication medium for tourism destinations in building perceptions and brand 
image in the minds of audiences. According to Kotler and Keller, marketing 
communication carried out consistently and strategically plays an important role 
in shaping positive audience perceptions through the delivery of visual messages 
and narratives in a sustainable manner. This study employed a descriptive 
qualitative method with data collection techniques consisting of semi-structured 
interviews, participatory observation, and documentation of Instagram content 
from @ledoksambiecopark. The research involved six informants, including three 
management representatives consisting of the Business Development Manager, 
creative team member, and graphic designer, as well as three visitors who met the 
research criteria. Data analysis was conducted using the AISAS model (Attention, 
Interest, Search, Action, Share), developed by Dentsu, to understand audience 
behavior in the digital era, alongside Kotler’s three brand image indicators—
attributes, benefits, and values—as analytical tools to evaluate the effectiveness of 
marketing communication strategies in creating brand image. 

 

Keywords: Marketing communication strategy, Instagram, brand image, AISAS 
Model (Attention, Interest, Search, Action, Share), Ledok Sambi Ecopark


