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ABSTRAK 

 

Tujuan penelitian ini adalah untuk mengetahui strategi meningkatkan kunjungan 

wisatawan ke Museum Balaputra Dewa dan Museum Sultan Mahmud Badaruddin 

II melalui sosial media marketing dan  berdasarkan variabel sosial media marketing 
tersebut yaitu content creation, content sharing, connecting, dan community 

building serta kendala yang dihadapi oleh Museum Balaputra Dewa dan Museum 

Sultan Mahmud Badaruddin II dalam meningkatkan kunjungan wisatawan melalui 

sosial media marketing. Metode yang digunakan ialah metode kualitatif deskriptif 

dengan Teknik pengumpulan data dilakukan dengan cara observasi, wawancara, 

studi literatur dan dokumentasi. Hasil penelitian menunjukkan bahwa pada akun 

Instagram milik Museum Balaputra Dewa dan Museum Sultan Mahmud 

Badaruddin II menggunakan 4 variabel tersebut telah terlaksana dengan baik, juga 

memiliki kendala yaitu kurangnya sumber daya manusia atau petugas pembuatan 

konten dengan memberikan  pelatihan khususnya dibidang dasar-dasar pemasaran, 

teknis mesin pencari (Search Engine), SEO ( Search Engine Optimization),  pay-

per-click  dan lainnya, disamping itu perlu mempelajari komunikasi dalam berbagai 

tingkatan, mulai dari komunikasi individu, media, periklanan, komunikasi 

interkultural, komunikasi media sosial. Diambil  untuk menjadi seorang content 

creator ialah memilih konten sesuai passion, buat karya original, dan selalu update 

dengan hal-hal kekinian.  

Kata Kunci : Museum, Strategi, Sosial Media Marketing 
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ABSTRACT  

 

The purpose of this study was to determine the strategy of increasing tourist visits 

to the Balaputra Dewa Museum and the Sultan Mahmud Badaruddin II Museum 

through social media marketing and based on the social media marketing variables, 

namely content creation, content sharing, connecting, and community building as 

well as the obstacles faced by the Balaputra Museum. Dewa and the Sultan Mahmud 

Badaruddin II Museum in increasing tourist visits through social media marketing. 

The method used is descriptive qualitative method with data collection techniques 

carried out by observation, interviews, literature studies and documentation. The 

results showed that the Instagram accounts belonging to the Balaputra Dewa 

Museum and the Sultan Mahmud Badaruddin II Museum using these 4 variables 

had been implemented well, also had obstacles, namely the lack of human resources 

or content creation officers by providing training, especially in the fields of 

marketing basics, technical engineering. search engines (Search Engines), SEO 

(Search Engine Optimization), pay-per-click and others, besides that it is necessary 

to study communication at various levels, ranging from individual communication, 

media, advertising, intercultural communication, social media communication. 

Being taken to be a content creator is choosing content according to your passion, 

creating original works, and always updating with the latest things. 

 

Keywords: Museum, Strategy, Social Media Marketing 
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