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ABSTRAK

Penelitian ini bertujuan untuk menganalisis bagaimana implementasi strategi Brand-
Generated Content (BGC) Khalifah Tour dalam pemasaran media sosial serta
mengidentifikasi faktor-faktor yang memengaruhi keberhasilan strategi tersebut. Penelitian
berfokus untuk memahami fenomena BGC dalam konteks social media-induced tourism,
khususnya melalui platform Instagram dan TikTok. Penelitian ini menggunakan metode
kualitatif-studi kasus, dengan pengumpulan data melalui wawancara semi-terstruktur
dengan lima orang tim Manajemen Pemasaran Khalifah Tour dan dua puluh orang
followers akun media sosial Khalifah Tour yang dipilih sebagai informan kunci. Hasil dari
penelitian ini menunjukkan bahwa: 1) Implementasi strategi BGC Khalifah Tour berhasil
meningkatkan interaksi audiens, kepercayaan pelanggan, dan kesadaran merek melalui
konten yang menarik, relevan, dan konsisten. 2) Faktor-faktor yang memengaruhi
keberhasilan strategi ini meliputi kualitas konten, konsistensi publikasi, dan keterlibatan
aktif audiens dalam berbagi pengalaman melalui media sosial.

Kata Kunci: Brand-Generated Content (BGC), Social Media-Induced Tourism, Pemasaran
Media Sosial
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ABSTRACT

This study aims to analyze the implementation of Khalifah Tour s Brand-Generated Content
(BGC) strategy in social media marketing and identify the factors influencing its success.
The research focuses on understanding the BGC phenomenon in the context of social
media-induced tourism, particularly through platforms such as Instagram and TikTok. This
study employs a qualitative case study method, with data collected through semi-structured
interviews with five members of Khalifah Tour'’s Marketing Management team and twenty
followers of Khalifah Tour's social media accounts, selected as the key informants. The
findings of this study indicate that: 1) The implementation of Khalifah Tour s BGC strategy
successfully enhances audience engagement, customer trust, and brand awareness through
engaging, relevant, and consistent content. 2) The factors influencing the success of this
strategy include content quality, publication consistency, and active audience involvement
in sharing experiences through social media.

Keywords: Brand-Generated Content (BGC), Social Media-Induced Tourism, Social
Media Marketing
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