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INTISARI 

 

Penelitian ini berjudul “Pemanfaatan Instagram sebagai Media Branding 

terhadap Brand Awareness dan Engagement Audiens pada Footballindo Academy 

Tegal”. Tujuannya adalah mengetahui pengaruh pemanfaatan Instagram sebagai 

media Branding terhadap Brand Awareness serta terhadap Engagement Audiens 

pada Footballindo Academy Tegal. Batasan variabel dalam penelitian ini adalah 

pemanfaatan Instagram sebagai media Branding pada akun resmi Footballindo 

Academy Tegal, yang terdiri dari Brand Awareness dan Engagement Audiens. 

Metode analisis yang digunakan adalah pendekatan kuantitatif eksplanatif dengan 

metode survei melalui penyebaran kuesioner, didukung oleh data sekunder berupa 

Instagram Insight dari akun resmi. Hasil penelitian mengindikasikan bahwa 

pemanfaatan fitur-fitur Instagram seperti Feed, Reels, dan Stories secara konsisten 

telah berjalan dengan sangat baik untuk menyampaikan informasi sebagaimana 

dibuktikan oleh tingginya jangkauan serta interaksi pengguna pada data Instagram 

Insight selama 60 hari terakhir. Berdasarkan hasil pengujian statistik kuantitatif 

menggunakan analisis regresi linear sederhana, pemanfaatan Instagram sebagai 

media Branding terbukti berpengaruh positif dan signifikan terhadap Brand 

Awareness dengan nilai signifikansi p <  0.05 dan kontribusi koefisien 

determinasi 𝑅2 sebesar 41,5%. Di samping itu, pemanfaatan Instagram sebagai 

media Branding juga berpengaruh positif dan signifikan terhadap Engagement 

Audiens dengan nilai signifikansi p <  0.05 kontribusi koefisien 𝑅2 mencapai 

56,0%. Kesimpulannya, penelitian ini membuktikan bahwa pemanfaatan Instagram 

sebagai media Branding efektif meningkatkan Brand Awareness dan Engagement 

Audiens secara signifikan.  

 

Kata kunci: Instagram, Branding, Brand Awareness, Engagement Audiens, 

Regresi Linear. 
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ABSTRACT 

 

This research is entitled “The Influence of Instagram Utilization as a 

Branding Media on Brand Awareness and Audience Engagement at Footballindo 

Academy Tegal”. The objective of this study is to determine the impact of utilizing 

Instagram as a Branding media on both Brand Awareness and Audience 

Engagement at Footballindo Academy Tegal. The variables of this study are limited 

to the utilization of Instagram as a Branding media on the official account of 

Footballindo Academy Tegal as the independent variable, with Brand Awareness 

and Audience Engagement as the dependent variables. The analysis method 

employs an explanatory quantitative approach through a survey method utilizing 

questionnaire distribution, supported by secondary data from the official account's 

Instagram Insights.The summary of the research findings and discussion indicates 

that the consistent utilization of Instagram features, such as Feed, Reels, and 

Stories, has been executed exceptionally well to convey information, as evidenced 

by the high reach and user interaction on Instagram Insights over the last 60 days. 

Based on the quantitative statistical testing using simple linear regression analysis, 

the utilization of Instagram as a Branding media is proven to have a positive and 

significant influence on Brand Awareness, with a significance value of p <  0.05  

and a coefficient of determination 𝑅2 contribution of 41.5%. Additionally, the 

utilization of Instagram as a Branding media also exerts a positive and significant 

influence on Audience Engagement, with a significance value of p <  0.05 and a 

coefficient of determination 𝑅2 contribution reaching 56.0%. In conclusion, this 

research demonstrates that utilizing Instagram as a Branding media effectively and 

significantly improves both Brand Awareness and Audience Engagement. 

Furthermore, the comparative test results indicate that this digital Branding 

activity delivers a greater impact and contribution toward Audience Engagement 

(56.0%) compared to Brand Awareness (41.5%). 

 

Keyword: Instagram, Branding, Brand Awareness, Audience Engagement, Linear 

Regression. 
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