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ABSTRAK 

 
Perkembangan teknologi digital telah mengubah cara perusahaan memasarkan 

produk mereka, termasuk penggunaan media sosial seperti Instagram. 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran 

digital melalui Instagram untuk meningkatkan visibilitas merek yang 

diterapkan oleh merek tas Prior di Sidoarjo untuk meningkatkan visibilitasnya. 

Ruang lingkup penelitian mencakup analisis penerapan model AIDA 

(Attention, Interest, Desire, Action) dalam kampanye pemasaran digital merek 

Prior. Penelitian ini menggunakan metode kualitatif dengan pendekatan 

deskriptif. Data dikumpulkan melalui wawancara mendalam dengan tim 

pemasaran Prior, observasi konten Instagram, dan analisis dokumen terkait 

strategi pemasaran. Data dianalisis dengan teknik analisis triangulasi data, 

penyajian data dan penarikan kesimpulan yang berkaitan dengan penerapan 

komunikasi pemasaran. Hasil penelitian menunjukkan bahwa strategi 

komunikasi pemasaran digital yang diterapkan oleh Prior berhasil 

meningkatkan visibilitas merek secara signifikan.  

 

Kata kunci: Pemasaran Digital, Instagram, AIDA 
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ABSTARCT 

 
The advancement of digital technology has transformed how companies 

market their products, including the use of social media platforms such as 

Instagram. This research aims to analyze the digital marketing communication 

strategy through Instagram to enhance brand visibility, implemented by the 

Prior bag brand in Sidoarjo to increase its visibility. The scope of the research 

includes analyzing the application of the AIDA (Attention, Interest, Desire, 

Action) model in Prior's digital marketing campaigns. This study employs a 

qualitative method with a descriptive approach. Data were collected through 

in-depth interviews with the Prior marketing team, observation of Instagram 

content, and analysis of documents related to marketing strategies. Data were 

analyzed using data triangulation techniques, data presentation, and drawing 

conclusions related to the application of marketing communication. The 

results show that the digital marketing communication strategy implemented 

by Prior significantly increased brand visibility. 

Keywords: Digital Marketing, Instagram, AIDA 
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