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ABSTRACT 

This research examines the not optimal use of Instagram features such as Reels and 

carousels on @celebrityfresh_ntv, which aims to increase brand awareness of 

@celebrityfresh_ntv Instagram content by using the AISAS model (Attention, 

Interest, Search, Action, Share) introduced by Sugiyama and Andree. This model is 

more relevant in the digital era than the traditional AIDMA model. Although the 

implementation of the AISAS strategy proved to be effective in increasing brand 

awareness. Brand awareness, which includes levels from unaware of brand to top 

of mind, is the first step in building brand equity and customer loyalty. Using a 

qualitative approach that focuses on non-numerical data, this study analyses how 

Instagram content can increase consumers' brand recognition and understanding. 

The results show a significant increase in brand awareness, which is reflected in 

the increase in viewing hours and number of likes on @celebrityfresh_ntv content. 

 

Keywords: brand awareness, celebrityfresh_ntv, content strategy, theory AISAS 

Penelitian ini mengkaji terkait belum optimal memanfaatkan fitur Instagram seperti 

Reels dan carousel pada @celebrityfresh_ntv, yang bertujuan untuk meningkatkan 

brand awareness konten Instagram @celebrityfresh_ntv dengan menggunakan 

model AISAS (Attention, Interest, Search, Action, Share) yang diperkenalkan oleh 

Sugiyama dan Andree. Model ini lebih relevan di era digital dibandingkan model 

AIDMA tradisional. Meskipun penerapan strategi AISAS terbukti efektif dalam 

meningkatkan brand awareness. Brand awareness, yang mencakup tingkatan dari 

unaware of brand hingga top of mind, merupakan langkah awal membangun ekuitas 

merek dan loyalitas pelanggan. Motode pendekatan kualitatif yang berfokus pada 

data non-numerik, penelitian ini menganalisis bagaimana konten Instagram dapat 

meningkatkan pengenalan dan pemahaman konsumen terhadap merek. Hasilnya 

menunjukkan peningkatan signifikan dalam brand awareness, yang tercermin dari 

peningkatan jam tayang dan jumlah like pada konten @celebrityfresh_ntv. 

Kata Kunci: brand awareness, strategy konten, model AISAS, 

celebrityfresh_ntv 
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