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ABSTRAK 

 

 

Rahmat Madani 202320351007. Analisis Strategi Komunikasi Pemasaran Digital 

Kawasan Wisata Centre Point Of Indonesia Makassar Melalui Media Sosial Instagram 

@Tourism_makassar 

 Penelitian ini menganalisis strategi komunikasi pemasaran digital yang 

diterapkan pada Kawasan Wisata Centre Point of Indonesia (CPI) Makassar melalui 

pemanfaatan media sosial Instagram @tourism_makassar. Fokus penelitian adalah 

memahami bagaimana strategi digital tersebut membentuk minat kunjung wisatawan 

ke CPI, serta menilai efektivitas komunikasi pemasaran melalui konten visual, 

interaktivitas, dan penggunaan fitur Instagram. Penelitian dilakukan dengan 

pendekatan kualitatif, melibatkan wawancara mendalam dengan pengelola akun, dan 

pengikut akun Instagram. Hasil penelitian menunjukkan bahwa strategi komunikasi 

pemasaran digital sosial media marketing melalui Instagram berhasil meningkatkan 

awareness destinasi dan memfasilitasi engagement publik dengan memanfaatkan 

keunggulan visual, fitur tag lokasi, hashtag, reels, dan IG Live. Penyampaian informasi 

yang konsisten, promosi event, serta publikasi daya tarik wisata melalui indikator sosial 

media marketing berperan penting dalam membangun citra positif dan menciptakan 

interaksi dua arah dengan pengikut akun. Namun, tantangan masih ditemui terkait 

konsistensi branding, diversifikasi konten, dan optimalisasi kolaborasi lintas sektor 

guna memperluas jangkauan promosi. Penelitian ini memberikan kontribusi secara 

teoretis bagi pengembangan ilmu komunikasi pemasaran digital di sektor pariwisata, 

serta secara praktis merekomendasikan penguatan sinergi antara pengelola destinasi 

dan pelaku pariwisata lokal dalam pengelolaan strategi digital agar mampu bersaing 

sebagai destinasi unggulan di era ekonomi digital.  

 

Kata kunci: Komunikasi Pemasaran Digital, Media Sosial Instagram, CPI. 
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ABSTRACT 

 

Rahmat Madani.202320351007. Analysis of Digital Marketing Communication 

Strategies for the Centre Point of Indonesia Tourist Area in Makassar through 

Instagram @Tourism_makassar 

 This study analyzes digital marketing communication strategies implemented 

at the Centre Point of Indonesia (CPI) tourist area in Makassar by leveraging the 

Instagram account @tourism_makassar. The main focus is to understand how these 

digital strategies foster tourist interest in visiting CPI and to assess the effectiveness of 

marketing communications through visual content, interactivity, and the use of 

Instagram’s features. The research adopts a qualitative approach, involving like In-

depth interviews with account managers and Instagram followers, Observation of 

social media content. The findings reveal that digital marketing strategies via 

Instagram effectively increase destination awareness and facilitate public engagement 

by optimizing visual superiority, location tags, hashtags, reels, and IG Live features. 

Consistent information delivery, event promotions, and the publication of attractions 

through social media marketing indicators play a key role in building a positive image 

and fostering two-way interactions with account followers. However, several 

challenges remain, including Consistent branding, Content diversification, 

Optimization of cross-sector collaborations to expand promotional reach. 

This study contributes theoretically to the development of digital marketing 

communication science in the tourism sector, and practically recommends 

strengthening synergy between destination managers and local tourism stakeholders 

in digital strategy management to enhance competitiveness as a leading destination in 

the digital economy era. 

 

Keywords: Digital Marketing, Instagram Social Media, CPI 
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