ABSTRAK

Luthviatul IImi Nur Amalia. 220531100105. Program Studi llmu Komunikasi.
Persepsi Audiens terhadap Visual Branding dalam Konten Instagram
@dailyhotels.id sebagai Media Promosi Hotel.

Perkembangan Instagram sebagai media promosi digital mendorong
industri perhotelan memanfaatkan visual branding untuk membangun citra dan
menarik perhatian audiens. Salah satu akun yang berperan sebagai media promosi
hotel adalah @dailyhotels.id yang menyajikan konten berbasis visual. Namun,
belum banyak penelitian yang mengkaji bagaimana persepsi audiens terhadap
visual branding pada akun agregator hotel seperti @dailyhotels.id. Penelitian ini
bertujuan untuk menganalisis persepsi audiens terhadap visual branding dalam
konten Instagram @dailyhotels.id sebagai media promosi hotel.

Penelitian ini menggunakan pendekatan kualitatif deskriptif. Informan
dipilih menggunakan teknik purposive sampling dengan kriteria merupakan
pengikut akun Instagram @dailyhotels.id dan memiliki pengalaman mengamati
konten yang diunggah. Data dikumpulkan melalui wawancara mendalam,
observasi, dan dokumentasi, kemudian dianalisis menggunakan model Miles dan
Huberman yang meliputi reduksi data, penyajian data, dan penarikan kesimpulan.
Keabsahan data diuji menggunakan triangulasi metode.

Hasil penelitian menunjukkan bahwa persepsi audiens terhadap visual
branding @dailyhotels.id terbentuk melalui tahapan sensasi, atensi, dan
interpretasi. Pada tahap sensasi, mayoritas informan menilai visual akun menarik,
estetik, dan mampu membangun kesan profesional, meskipun ditemukan beberapa
unggahan dengan kualitas foto dan video yang belum konsisten. Pada tahap atensi,
konten dinilai informatif dan mampu mempertahankan perhatian audiens, hamun
sebagian informan mengkritisi konsistensi desain cover, tipografi, dan format
konten yang masih berubah-ubah. Pada tahap interpretasi, akun dipersepsikan
sebagai media promosi hotel yang kredibel dan informatif. Meskipun demikian,
persepsi positif tersebut belum sepenuhnya diikuti oleh tingginya keterlibatan
audiens, yang tercermin dari engagement rate akun sebesar 0,20%. Berdasarkan
hasil penelitian dapat disimpulkan bahwa visual branding @dailyhotels.id telah
membangun persepsi positif audiens sebagai media promosi hotel. Namun,
pengelola akun masih perlu meningkatkan konsistensi identitas visual, menjaga
kualitas foto dan video, serta mengembangkan strategi konten yang lebih interaktif
untuk meningkatkan keterlibatan audiens.

Kata kunci: Persepsi Audiens, Visual Branding, Instagram, Media Promosi,
@dailyhotels.id.
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ABSTRACT

Luthviatul 1Imi Nur Amalia. 220531100105. Communication Science Study
Program. Audience Perception of Visual Branding in @dailyhotels.id's Instagram
Content as a Hotel Promotion Media.

The rapid development of Instagram as a digital promotional platform has
encouraged the hospitality industry to utilize visual branding as a strategy to build
brand image and attract audience attention. One of the Instagram accounts that
promotes hotels through visual content is @dailyhotels.id. However, studies
examining audience perceptions of visual branding on hotel aggregator accounts
such as @dailyhotels.id remain limited. Therefore, this study aims to analyze
audience perceptions of the visual branding presented in the Instagram content of
@dailyhotels.id as a hotel promotional medium.

This study employed a descriptive qualitative approach. Informants were
selected using a purposive sampling technique based on the criteria of being
followers of the @dailyhotels.id Instagram account and having experience
observing its content. Data were collected through in-depth interviews,
observation, and documentation. The data were analyzed using the Miles and
Huberman interactive model, which consists of data reduction, data display, and
conclusion drawing. Data validity was ensured through methodological
triangulation.

The findings indicate that audience perceptions of @dailyhotels.id's visual
branding are formed through three stages: sensation, attention, and interpretation.
At the sensation stage, most informants perceived the account’s visual appearance
as attractive, aesthetically pleasing, and capable of creating a professional
impression, although some inconsistencies in the quality of photos and videos were
identified. At the attention stage, the content was considered informative and
effective in maintaining audience attention. However, several informants criticized
the inconsistency of cover designs, typography, and content formats across posts.
At the interpretation stage, the account was perceived as a credible and informative
source of hotel promotion. Nevertheless, these positive perceptions were not fully
reflected in audience engagement, as indicated by the account's average
engagement rate of 0.20%.

In conclusion, the visual branding of @dailyhotels.id has generally succeeded in
creating positive audience perceptions as a hotel promotional medium. However,
improvements are still needed in maintaining the consistency of visual identity,
ensuring the quality of photos and videos, and developing more interactive content
strategies to enhance audience engagement.

Keywords: audience perception, visual branding, Instagram, hotel promotion,
@dailyhotels.id.
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