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ABSTRAK 

ANALISIS STRATEGI KOMUNIKASI DIGITAL DESTINATION 

BRANDING PASAR PUNDENSARI DESA GUNUNGSARI KABUPATEN 

MADIUN MELALUI MEDIA SOSIAL INSTAGRAM 

@PASARPUNDENSARI 

Tata Ardia Pramesti 

22241051  

Pasar Pundensari di Desa Gunungsari, Kabupaten Madiun, merupakan destinasi 

wisata berbasis kampung budaya yang mengusung konsep pasar tradisional dengan 

nuansa budaya Jawa. Di tengah persaingan destinasi wisata, Pasar Pundensari 

memerlukan strategi komunikasi digital branding yang terarah untuk membangun 

citra dan meningkatkan daya tarik serta minat pengunjung melalui media sosial 

Instagram. Penelitian ini bertujuan untuk menganalisis strategi komunikasi digital 

destination branding Pasar Pundensari melalui Instagram berdasarkan tahapan teori 

destination branding menurut Morgan dan Pritchard. Penelitian ini menggunakan 

pendekatan kualitatif dengan metode deskriptif. Teknik pengumpulan data 

dilakukan melalui observasi, wawancara mendalam dengan pengelola, perangkat 

desa, admin Instagram, pengunjung, dan followers, serta dokumentasi aktivitas 

komunikasi digital. Analisis data mengacu pada lima tahapan destination branding, 

yaitu market investigation and strategic analysis, brand identity development, 

brand launch and introduction, brand implementation and communication, serta 

monitoring, evaluation, and review. Hasil penelitian menunjukkan bahwa tahap 

investigasi pasar, Pasar Pundensari memiliki keunikan tersendiri karena 

menjadikan kawasan punden yang dianggap angker menjadi pasar. Tahap 

pengembangan identitas brand ditunjukkan melalui penguatan nilai budaya Jawa 

dan prinsip ramah lingkungan. Pada tahap peluncuran dan pengenalan pasar, 

Instagram dimanfaatkan untuk menyebarkan informasi dan menarik anak muda 

melalui konten yang menarik. Tahap implementasi melibatkan berbagai pihak, 

meskipun masih terkendala keterbatasan sumber daya manusia. Pada tahap 

monitoring dan evaluasi, pengelola menerima masukan dari pengunjung dan 

followers, namun belum sepenuhnya dilaksanakan secara optimal. Penelitian ini 

menyimpulkan bahwa Instagram berperan penting dalam memperkuat destination 

branding Pasar Pundensari, namun diperlukan pengelolaan yang lebih terstruktur, 

konsisten, dan berkelanjutan agar strategi branding dapat berjalan lebih efektif. 

Kata Kunci: Komunikasi, Digital, Destination Branding, Instagram, Pasar 

Pundensari, Wisata Budaya 
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ABSTRACT 

ANALISIS STRATEGI KOMUNIKASI DIGITAL DESTINATION 

BRANDING PASAR PUNDENSARI DESA GUNUNGSARI KABUPATEN 

MADIUN MELALUI MEDIA SOSIAL INSTAGRAM 

@PASARPUNDENSARI 

Tata Ardia Pramesti 

22241051  

Pundensari Market in Gunungsari Village, Madiun Regency, is a cultural village-

based tourist destination that carries the concept of a traditional market with a 

Javanese cultural atmosphere. Amidst competition among tourist destinations, 

Pundensari Market requires a targeted digital branding communication strategy to 

build its image and increase visitor appeal and interest through Instagram social 

media. This study aims to analyze Pundensari Market's digital destination branding 

communication strategy through Instagram based on the stages of destination 

branding theory according to Morgan and Pritchard. This study uses a qualitative 

approach with a descriptive method. Data collection techniques were carried out 

through observation, in-depth interviews with managers, village officials, 

Instagram administrators, visitors, and followers, as well as documentation of 

digital communication activities. Data analysis refers to the five stages of 

destination branding, namely market investigation and strategic analysis, brand 

identity development, brand launch and introduction, brand implementation and 

communication, and monitoring, evaluation, and review. The results show that in 

the market investigation stage, Pundensari Market has its own uniqueness because 

it turns a punden area, which is considered haunted, into a market. The brand 

identity development stage is demonstrated through the strengthening of Javanese 

cultural values and environmentally friendly principles. In the market launch and 

introduction stage, Instagram was used to disseminate information and attract 

young people through interesting content. The implementation stage involved 

various parties, although it was still constrained by limited human resources. In the 

monitoring and evaluation stage, the management received feedback from visitors 

and followers, but it was not yet fully implemented optimally. This study concludes 

that Instagram plays an important role in strengthening the destination branding of 

Pundensari Market, but more structured, consistent, and sustainable management 

is needed for the branding strategy to be more effective. 

Keywords: Communication, Digital, Destination Branding, Instagram, 

Pundensari Market, Cultural Tourism 
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