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ABSTRAK 

 

Debora Angelia Iskandar, NRP. 1423019069. Peran Social Media Marketing JC 

Agency Dalam Meningkatkan Engagement Rate Samapura Jewelry. 

 

Di generasi yang sudah serba digital seperti saat ini, teknologi modern seperti 

internet berkembang pesat. Hal ini mempermudah proses pemasaran di berbagai 

perusahaan. Selain mempermudah, teknologi juga menciptakan strategi-strategi 

baru dalam melakukan pemasaran dalam perusahaan. Strategi-strategi baru ini 

didukung dengan penggunaan platform media sosial seperti Instagram. Dalam 

Instagram, pengguna dituntut untuk selalu aktif dalam platform ini agar dapat 

meningkatkan keterlibatan pengguna serta menarik perhatian audiens dan calon 

konsumen. 

 

JC Agency telah memahami pentingnya media sosial dalam sebuah perusahaan. 

Oleh karena itu, JC Agency menyediakan jasa digital marketing kepada berbagai 

perusahaan. Dalam melaksanakan tugasnya, JC Agency memiliki sebuah tim yang 

terdiri atas social media marketer, graphic designer dan editor, serta photographer 

dan videographer. Peran social media marketer dalam tim adalah untuk 

memasarkan dan mengundang audiens untuk mengenali perusahaan dan merek 

klien-klien JC Agency. 

 

Kata Kunci: Media Sosial, Marketing, Peran Social Media Marketing, Social Media 

Engagement, Instagram, JC Agency 
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ABSTRACT 

 

Debora Angelia Iskandar, NRP. 1423019069. The Role of JC Agency's Social 

Media Marketing in Increasing Samapura Jewelry's Engagement Rate. 

 

In a digital generation like today, modern technology like the internet is growing 

rapidly. This simplifies the marketing process in various companies. In addition to 

making it easier, technology also creates new strategies for marketing within the 

company. These new strategies are supported by the use of social media platforms 

such as Instagram. In Instagram, users are required to always be active in this 

platform in order to increase user engagement and attract the attention of audiences 

and potential consumers.  

 

JC Agency has understood the importance of social media in a company. Therefore, 

JC Agency provides digital marketing services to companies. In carrying out its 

duties, JC Agency has a team consisting of social media marketers, graphic 

designers and editors, as well as photographers and videographers. The role of 

social media marketers in the team is to promote and engage audiences to discover 

JC Agency's client companies dan brand.  

 

Keywords: Social Media, Marketing, Role of Social Media Marketing, Social 

Media Engagement, Instagram, JC Agency


