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RINGKASAN 

 

Alfina Sutanti, 2026, Kanal @tourism.surabaya sebagai Media Public Relations 

dalam Membangun City Branding Kota Surabaya 

 

Perkembangan media sosial membuat pemerintah semakin mudah menyampaikan 

informasi kepada masyarakat. Salah satu media sosial yang paling sering digunakan 

adalah Instagram karena mampu menampilkan foto dan video yang menarik. Dalam 

bidang pariwisata, Instagram tidak hanya digunakan untuk promosi wisata, tetapi juga 

untuk membangun citra suatu kota.Penelitian ini membahas akun Instagram 

@tourism.surabaya sebagai media public relations Pemerintah Kota Surabaya dalam 

membangun city branding Kota Surabaya. Akun tersebut digunakan untuk 

membagikan informasi tentang tempat wisata, event, budaya, fasilitas kota, serta 

berbagai aktivitas yang ada di Surabaya. Melalui konten-konten tersebut, pemerintah 

berusaha membentuk citra Surabaya sebagai kota yang menarik, modern, dan nyaman 

dikunjungi.Penelitian ini bertujuan untuk mengetahui kecenderungan penggunaan 

enam dimensi City Branding Hexagon dari Simon Anholt dalam konten Instagram 

@tourism.surabaya. Enam dimensi tersebut meliputi Presence, Place, Potential, Pulse, 

People, dan Prerequisites. Penelitian menggunakan metode analisis isi kuantitatif 

dengan cara mengelompokkan setiap unggahan berdasarkan dimensi city branding 

yang muncul.Populasi dalam penelitian ini adalah seluruh unggahan akun 

@tourism.surabaya selama periode Januari sampai Juni 2025 sebanyak 108 unggahan. 

Teknik sampling yang digunakan adalah total sampling, sehingga seluruh unggahan 

dijadikan sampel penelitian. Data dikumpulkan melalui dokumentasi unggahan feed 

dan reels beserta caption, kemudian dianalisis menggunakan tabel frekuensi dan 

persentase.Hasil penelitian ini diharapkan dapat menunjukkan dimensi city branding 

yang paling sering dan paling sedikit ditampilkan dalam akun @tourism.surabaya. 

Penelitian ini juga diharapkan dapat memberikan gambaran mengenai bagaimana 

Pemerintah Kota Surabaya membangun citra kota melalui media sosial. Selain 

bermanfaat untuk pengembangan ilmu komunikasi dan public relations, penelitian ini 

juga dapat menjadi bahan evaluasi bagi pengelola akun @tourism.surabaya agar 

strategi kontennya lebih menarik, seimbang, dan sesuai dengan identitas Kota 

Surabaya. 

 

Kata kunci: City Branding, Instagram, Public Relations, Surabaya, Analisis Isi 
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SUMMARY  

 

Alfina Sutanti, 2026, “The @tourism.surabaya Instagram Account as a Public 

Relations Channel in Building Surabaya’s City Brand” 

 

The rise of social media has made it easier for the government to convey information 

to the public. One of the most frequently used social media platforms is Instagram, as 

it allows users to share engaging photos and videos. In the tourism sector, Instagram 

is used not only for promoting tourism but also for building a city’s image.This study 

examines the Instagram account @tourism.surabaya as a public relations tool for the 

Surabaya City Government in building the city’s brand. The account is used to share 

information about tourist attractions, events, culture, city facilities, and various 

activities in Surabaya. Through this content, the government aims to shape 

Surabaya’s image as an attractive, modern, and comfortable city to visit.This study 

aims to identify trends in the use of the six dimensions of Simon Anholt’s City Branding 

Hexagon within the content of the @tourism.surabaya Instagram account. These six 

dimensions include Presence, Place, Potential, Pulse, People, and Prerequisites. The 

study employs a quantitative content analysis method by categorizing each post based 

on the city branding dimensions present.The population in this study consists of all 

108 posts from the @tourism.surabaya account during the period from January to 

June 2025. The sampling technique used was total sampling, meaning that all posts 

were included in the study sample. Data were collected by documenting feed and Reels 

posts along with their captions, and then analyzed using frequency tables and 

percentages.The results of this study are expected to reveal the dimensions of city 

branding that are most frequently and least frequently featured on the 

@tourism.surabaya account. This study is also expected to provide insight into how 

the Surabaya City Government builds the city’s image through social media. In 

addition to contributing to the advancement of communication and public relations 

scholarship, this study can serve as an evaluation tool for the administrators of the 

@tourism.surabaya account to ensure their content strategy is more engaging, 

balanced, and aligned with the identity of the City of Surabaya. 

 

Keywords: City Branding, Instagram, Public Relations, Surabaya, Content Analysis 
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