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ABSTRAK 

 

Bayu Setiawan, 1910414210028, 2023. “Analisis Brand Identity dan 

Citra Wetland Square Melalui Media Sosial Dalam Akun Instagram 

@wetlandsquare”. Di Bawah Bimbingan Sarwani. 

Pembentukan brand identity dan citra yang ingin dibangun merupakan hal 

yang penting bagi setiap brand sebagai bentuk branding. Di era sekarang, salah 

satu media yang digunakan dalam giat ini adalah melalui media sosial seperti 

yang digunakan Wetland Square sebagai creative space di Kota Banjarmasin. 

Melalui penelitian ini lah kemudian akan dilihat bagaimanakah bentuk brand 

identity dan citra Wetland Square yang hadir melalui akun media sosial Instagram 

@wetlandsquare. 

Penelitian ini menggunakan pendekatan metode penelitian kualitatif bertipe 

deskriptif dengan pengumpulan data melalui observasi, wawancara, dan 

dokumentasi yang dianalisis melalui model interaktif Miles dan Huberman. 

Hasil dari penelitian ini menjelaskan bahwa Wetland Square memiliki 

identitas fisik dari visualisasi warna logo pada berbagai media. Memiliki 

kepribadian yang cenderung friendly dan terbuka dari gaya interaksi dan bahasa. 

Hadirnya unsur pop culture yang kuat dari gaya visual dan desain. Adanya 

kedekatan hubungan dengan anak muda dan komunitas melalui konten dan tone of 

voice. Serta refleksi atau citra sebagai creative space yang direpresentasikan 

melalui tagline, yang juga memberikan kesan dalam citra diri dan diperkuat tata 

kelola konten yang memberikan kesan nyaman. Selain itu juga didapati hasil citra 

kepribadian yang friendly, asyik dan terbuka. Memiliki reputasi sebagai tempat 

berbagai event diselenggarakan. Memiliki nilai sebagai tempat yang mewadahi 

banyak pihak dalam ranah kreatif dan kolaborasi. Serta memiliki identitas yang 

cukup kuat dalam menggambarkan diri sebagai creative space. 

 

Kata kunci: Media Sosial, Instagram, Creative Space,Brand Identity, Citra. 
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ABSTRACT 

 

Bayu Setiawan, 1910414210028, 2023. “Wetland Square’s Brand Identity 

and Image Analyze Through Social Media on @wetlandsquare Instagram 

Account”. Under The Guidance of Sarwani. 

Creating brand idenity and image building is an essential things to do for 

every brand as a branding form. In this nowadays era, one of the media that used 

on this activities is through social media like Wetland Square’s did as a creative 

space in Banjarmasin City. Through this research, later will be seen how is the 

brand identity form and images that present through social media in 

@wetlandsquare Instagram account. 

This research is using the qualitative research method approaches with 

descriptive type and for the data is collected by observation, interviews, and 

documentation that getting analyze using Miles and Huberman’s interactive 

model. 

The results of this research explains that Wetland Square’s had a physique 

identity from the logo color visualization in various media. Had a quite open and 

friendly type of personality from interaction and language style. Strong presence 

of pop culture identity from it’s design and visual style. Had a close relationship 

with youth generation and communities through the content and tone of voice. The 

reflection or image as a creative space that represent through tagline that also 

give the impression in self image and sthrengthened with content management 

that also gave comfort feelings. Besides that, there is result that explains it is had 

a friendly, fun, and open type of personality images. Had a reputation as a place 

of many various events being held. Had a value as a place that can accomodate 

many people in creative scene and collaboration. Also have a quite strong identity 

in order to describing itself as a creative space. 

 

Keywords: Social Media, Instagram, Creative Space, Brand Identity, Image. 
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