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ABSTRAK 

 

Felix Nathaniel, NRP. 1423019102. ANALISISI ISI MARKETING 

COMMUNICATION MIX HOTEL CAPELLA UBUD PADA AKUN 

INSTAGRAM @CAPELLAUBUD SELAMA MASA PANDEMI 

 

 
Penelitian ini melihat bagaimana pihak hotel menjalankan strategi promosi selama 

masa pandemi. Penelitian ini berfokus kepada fenomena strategi promosi Hotel 

Capella Ubud melalui media sosial Instagram. Penelitian ini menggunakan 

indikator 7p antara lain Product, Price Place, Promotion, People, Physical 

Evidence, dan Process. Fenomena ini diangkat karena adanya pandemi COVID-19 

yang mulai terjadi pada tahun 2020 yang menyebabkan tingkat kunjungan 

wisatawan dan okupansi hotel di Bali menurun drastis. Metode yang digunakan 

dalam penelitian ini adalah analisis isi untuk memberikan gambaran bagaimana 

strategi promosi yang diterapkan Hotel Capella Ubud. Objek dalam penelitian ini 

yaitu analisis isi marketing communication mix. Subjek yang digunakan adalah 

media sosial Instagram Hotel Capella Ubud yaitu @capellaubud. Penelitian ini 

menggunakan metode analisis isi dengan pendekatan kuantitatif dan jenis penelitian 

deskriptif. Hasil dari penelitian ini menunjukkan bahwa ketika pandemi Hotel 

Capella Ubud setiap bulannya tetap melakukan unggahan postingan tidak kurang 

dari 7 postingan dan menunjukkan dominasi pada indikator promotions-publicity 

dalam bentuk information story dan physical evidence. Adapun unsur price dan 

product-package yang sama sekali tidak muncul pada setiap postingan sepanjang 

periode Maret hingga November 2020. Pada Instagram Hotel Capella Ubud juga 

menunjukkan strategi pemasaran yang digunakan dengan pendekatan soft selling. 

 

 
Kata Kunci: Marketing Mix, Hotel Capella Ubud, Instagram, Analisis Isi. 
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ABSTRACT 

 

Felix Nathaniel, NRP. 1423019102. ANALISISI ISI MARKETING 

COMMUNICATION MIX HOTEL CAPELLA UBUD PADA AKUN 

INSTAGRAM @CAPELLAUBUD SELAMA MASA PANDEMI 

 

 
This research looks at how hotels carry out promotional strategies during a 

pandemic. This research focuses on the phenomenon of the Capella Ubud Hotel 

promotion strategy through Instagram social media. This study uses the 7p 

indicators including Product, Price Place, Promotion, People, Physical Evidence, 

and Process. This phenomenon was brought up due to the COVID-19 pandemic 

which started to occur in 2020 which caused the level of tourist visits and hotel 

occupancy in Bali to drop dramatically. The method used in this study is is analysis 

to provide an overview of the promotion strategy implemented at Capella Ubud 

Hotel. The object of this research is content analysis of marketing communication 

mix. The subject used is the Capella Ubud Hotel's Instagram social media, namely 

@capellaubud. This study uses content analysis method with a quantitative 

approach and descriptive research type. The results of this study indicate that during 

the pandemic the Capella Ubud Hotel continued to upload not less than 7 posts 

every month and showed dominance on the promotions-publicity indicator in the 

form of information stories and physical evidence. The price and product-package 

elements did not appear in any posts during the period from March to November 

2020. On Instagram, Hotel Capella Ubud also shows the marketing strategy used 

with a soft selling approach. 

 

 
Keywords: Marketing Mix, Hotel Capella Ubud, Instagram, Content Anlysis. 


