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ABSTRAK 
 

Binadigital by Bank INA menghadapi tantangan rendahnya kesadaran merek di kalangan 
Generasi Z dan Milenial meskipun telah aktif melakukan promosi di media sosial. Tugas 
Akhir ini bertujuan untuk memproduksi konten kreatif melalui platform Instagram 
@binadigital.id sebagai strategi komunikasi digital guna meningkatkan brand awareness. 
Metode pengkaryaan dilakukan melalui tiga tahap, yaitu pra-produksi, produksi, dan pasca 
produksi dengan luaran berupa konten kreatif yang dipublikasikan di akun resmi Instagram 
Binadigital. Evaluasi dilakukan melalui kuisioner kepada 100 responden serta analisis data 
Instagram berupa reach, engagement rate, dan interaksi konten. Hasil tugas akhir 
menunjukkan adanya peningkatan signifikan terhadap pengenalan merek Binadigital, di 
mana 100% responden mengetahui Binadigital setelah publikasi konten. Indikator 
performa media sosial juga menunjukkan peningkatan rata-rata reach mencapai 6.287 akun 
per minggu dan engagement rate  sebesar 2,1% melampaui target KPI. Berdasarkan hasil 
tersebut, dapat disimpulkan bahwa penerapan produksi konten kreatif terbukti efektif 
dalam memperkuat kesadaran merek Binadigital di kalangan Generasi Z dan Milenial 
melalui media sosial Instagram.  
 
Kata Kunci: Instagram, Binadigital, Kesadaran Merek, Bank INA 
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ABSTRACT 
 

  
Binadigital by Bank INA faces the challenge of low brand awareness among Generation Z 
and Millennials, despite it’s active promotion through social media. This final project aims 
to produce creative content through the Instagram platform @binadigital.id as a digital 
communication strategy to enchance brand awareness. The production process consisted of 
three stages: pre-production, production, and post-production, resulting in creative content 
published on Binadigital’s official account. The evaluation was carried out Instagram data, 
including reach, engagement rate, and audience interactions. The final project indicate a 
significant improvement in brand recognition, with 100% of respondents being aware of 
Binadigital after the content publication and 87% stating they could recall the brand more 
easily. Instagram perfomance metrics also recorded an average reach of 6,287 accounts per 
week and an engagement rate of 2,1%, exceeding the predetermined KPI target. These 
results demonstrate that creative content production is effective in strengthening 
Binadigital’s brand awareness among Generation Z and Millennials through Instagram-
based digital communication strategies.  
 
Keywords: Instagram, Binadigital, Brand Awareness, Bank INA 
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