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Abstract 

This research was conducted to analyze the strengths, opportunities, aspirations and results related to the 

social media marketing strategy used at the Grand Central Medan hotel to build customer brand 

awareness. This research uses the SOAR analysis method, which is a method that companies can use to 

create a marketing strategy planning framework to face business competition by analyzing internal and 

external factors using the IFAS and EFAS matrices. This research uses qualitative data methods, namely 

data obtained by collecting data sources through interviews and observations as well as collecting 

documents from existing journals and various other accurate internet sources. The results of this research 

show that based on the IFAS matrix the value is 3.75 and the EFAS value is 3.16. This strategy 

emphasizes 1. Creating content and paying attention to when to post content that interests visitors; 2. 

Strategy to increase promotion and cooperation; 3. Strategy to provide attractive promotions and 

incentives for employees. 
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1. INTRODUCTION 

Tourism is a very important economic sector in Indonesia, both as a source of foreign exchange 

income and can also create jobs and business opportunities for many people. The potential of the 

Indonesian market which is still open makes entrepreneurs, companies and investors compete to reap big 

profits in the Indonesian market, especially in the tourism sector. Providing rooms for overnight stays is a 

very important role for the tourism industry. Before the Covid-19 phenomenon, the number of foreign 

tourists coming to Indonesia continued to increase every year, as did the movement of domestic tourists. 

This growth must be balanced with an increase in the supply of hotel rooms. The hotel business really 

needs branding which is an important part of business strategy. Branding can make a hotel's name better 

known and more prominent in the competitive hotel business. Branding can show the uniqueness and 

superiority of a hotel. So the name of the hotel is easy to remember and leaves a special impression in the 

minds of tourists or visitors. To make this happen, customers must first get the experience of staying at a 

hotel. According to Aaker, brand awareness is the ability of consumers to recognize or remember that a 

brand is a member of a certain product category (Siahaan and Yuliati, 2016).  

However, it cannot be denied that branding has the power to attract audience interest, even if 

potential consumers have never stayed at a hotel, namely through various brand identity elements such as 

the logo, tagline used, visual design, and even the language used. So it can be concluded that brand 

awareness is a form of awareness of a brand or brands which is related to the strength of the brand in 

consumer memory, depicted in the consumer's mind. Brand awareness is also a factor that can influence 

the decision to use a service. With high brand awareness, it is hoped that whenever a category need arises, 

the brand will reappear from memory and then be used as a consideration for various alternatives in 

decision making. Apart from brand awareness, social media is an important part of a larger and more 

complete sales, service, communication and marketing strategy that reflects and adapts to the market and 

the people who interpret it. Social media marketing carried out by a business can influence someone's 

thinking which will have an impact on other people's thinking more broadly before making a decision 

(Gunelius, 2011). Marketing has done many things in this case, one of which is actively providing 

promotions on social media, be it Facebook, Instagram, Tiktok and so on. 

https://radjapublika.com/index.php/IJEBAS
mailto:lajorginting0908@gmail.com
mailto:endangsulistya@usu.ac.id
mailto:sugiharto@usu.ac.id


Volumes 4 No. 4  (2024) 

 

SOCIAL MEDIA MARKETING STRATEGY IN BUILDING CUSTOMER BRAND AWARENESS AT THE 

GRAND CENTRAL MEDAN HOTEL 

 

Petrus Lajor Ginting
1
, Endang Sulistya Rini

2
, Sugih Arto Pujangkoro

3 

1185 International Journal of Economic, Business, Accounting, Agriculture Management and Sharia Administration |IJEBAS      

E-ISSN: 2808-4713 | https://radjapublika.com/index.php/IJEBAS 

 

Hotel Grand Central Medan is a 3 star hotel located at Jalan Sei Belutu Medan with a total of 115 

rooms with air conditioning, restaurant, swimming pool, 24 hour reception, ample parking, WiFi and 

elevator. There are 10 types of rooms at the Grand Central Medan hotel, namely deluxe double, deluxe 

twin, executive room, executive twin, grand deluxe, super deluxe double, super deluxe twin, superior 

double, superior twin and standard double. One of the parameters to assess the success and profitability of 

the hotel industry is to look at the room occupancy rate, where the room occupancy rate is calculated by 

dividing the number of room nights occupied by the number of room nights available. For the Grand 

Central Medan hotel, it can be seen in with an average occupancy of 47.54%. 

The Grand Central Medan Hotel must evaluate its performance, especially the marketing strategy 

implemented. Hotel Grand Central Medan must be able to develop differences and positioning strategies 

in the market and provide other privileges than its competitors. Researchers conducted a pre-survey or 

preliminary research regarding the impact of social media marketing in building brand awareness which 

was given to 30 random respondents consisting of 11 men and 19 women. The pre-survey results are 

presented and explained as follows: 

1. Social media marketing factors, especially entertainment at the Grand Central Medan Hotel, as 

many as 65% do not know and follow, see the timeline, and find out about ongoing events on the 

Grand Central Medan Hotel's social media accounts 

2. The social media marketing interaction factor at Hotel Grand Central Medan is 44%, there are still 

many social media users who do not or have not interacted directly with Hotel Grand Central 

Medan's social media accounts 

3. Social media marketing factors, especially trendiness at the Grand Central Medan Hotel, as many as 

56% of respondents agreed and 43% of respondents disagreed with the Grand Central Medan 

Hotel. 

4. Social media marketing factors, especially customization at the Grand Central Medan hotel, as 

many as 58% of respondents know about it, whereas 41% of respondents do not know about 

customization at the Grand Central Medan hotel. 

5. Brand awareness at the Grand Central Medan hotel is 55%. Brand awareness, especially for hotels, 

is very important in terms of credibility, one example is knowing the logo well. When brand 

awareness increases, more potential consumers will place direct orders, 

Competition to get guests or visitors to hotels is getting tighter following the continued growth in 

the number of hotels, especially in the city of Medan. Where every hotel must compete to offer the 

products or services they have to attract the hearts and attention of potential consumers, provide the best 

service, complete facilities, attractive advertisements on social media and set rates and even provide 

attractive discounts to win the hearts of customers . 

 

2. LITERATURE REVIEW 

2.1 Social Media Marketing 

With the existence of social media marketing, it cannot be denied that it can help and make it 

easier for entrepreneurs or businesses to market their products and services in order to interact with their 

customers online. The costs incurred are not too large and there is no time limit as long as you are 

connected to the internet. Social media marketing is a form of direct or indirect marketing that is used to 

build awareness, recognition, memorability, and action for a brand, business, product, person, or other 

thing and is done using methods such as blogging, social networking, social bookmarking, and content 

sharing (Gunelius, 2011). 

 

2.2 Brand awareness  

Brand awarenessis the ability to remember a brand or advertisement by customers spontaneously 

or through certain keywords (Rangkuti, 2004). Meanwhile, according to Najib (2016), brand awareness is 

a situation where consumers can recall parts of the brand as part of a particular product. According to 

Kotler & Keller (2009), brand awareness is the ability to identify a brand according to its category in 

detail before making a purchase. So, brand awareness is the ability to recognize a brand as part of a 
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product before making a purchase. Through this ability, trust will arise in a brand so that it can trigger the 

emergence of purchasing in the minds of individuals regarding the products they recognize.. 

 

2.3 SOAR Analysis 

The SOAR method was developed by Dr. Jacqueline M Stravos from Lawrence Technological 

University (USA). In her book The Thin of SOAR: Creating Strategy that Inspires Innovation 

Engagement, Jacqueline explains how SOAR analysis is used in creating strategic plans. Stavros, 

Cooperrider, and Kelly (2003) offer the SOAR concept as an alternative to SWOT analysis, which 

originates from the Appreciative Inquiry (AI) approach which is a method in change management (which 

turns into problem solving) to uncover previous events that were ignored in the development of an 

organization. This approach was popularized by David Cooperrider, in his book Introduction to 

Appreciative Inquiry (1995). Developed over a period of approximately 10 years, research on SOAR will 

help individuals and organizations determine strategies and understand their capacity to improve team, 

individual and company performance (Faudi, 2020). 

 

3. RESEARCH METHODS 

3.1 Research sites 

The research location is the place where research is conducted and can reveal the true nature of 

the research object being studied. The research location determined by the researchers was the Grand 

Central Medan hotel at Jalan Sei Belutu - Medan with a total of 115 rooms. This location was chosen 

because there are still many people in the city of Medan who are not familiar with this hotel since its 

inception. 

 

3.2 Types of research 

The type of research carried out in this study used a qualitative descriptive method. This research 

describes and explains the conditions in the field and the role of the General Manager (GM), Head of 

Operations (HOO), Sales and Marketing, Front Office, and Housekeeping and the role of visitors 

regarding social media strategies in building brand awareness at the Grand Central Medan hotel. 

 

3.3 Research focus 

The focus of this research is intended to limit qualitative studies as well as limit research to select 

relevant data and irrelevant data (Moleong, 2010). The limitations of this research are based more on the 

level of social media strategy problems in building brand awareness at the Grand Central Medan hotel, 

which is one of the 3 star hotels in Medan.. 

 

3.4 Method of collecting data 
The data collection method used in this case is to obtain the required data and then analyze it 

through three processes, namely: the process of entering the research location (getting in), being at the 

research location (getting along) and the data collection process (logging the data). According to 

Sugiyono (2018) data collection techniques can be done through observation, interviews and 

documentation 

 

4. RESULTS AND DISCUSSION 

4.1 Social Media Marketing for Grand Central Hotel Medan 

From interviews with employees of the Grand Central Medan hotel, management has carried out 

things specifically related to social media marketing, namely the Grand Central Medan hotel held talk 

shows on Foks Medan radio, on Sonora FM radio and Metro TV and held social media gatherings, 

namely influencers, travel agents, gathering photographers, mobile legend gamer events where the 

requirement is that they make a post on their social media and tag the social media account of the Grand 

Central Medan hotel. On Travel Agent (OTE) at the Grand Central Medan hotel based on information 

obtained by researchers from sources namely Agoda, Traveloka and Tiket.com. Hotel Grand Central 

Medan has received awards from Traveloka and Pegi-pegi with a consumer satisfaction rating of 8.6 for 
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providing the best service and receiving positive comments from guests and actively responding to 

comments from guests in order to provide the best service. 

 

4.2 SOAR Analysis of Grand Central Hotel Medan 

 

Based on the IFAS and EFAS matrices, data on the values of strengths, opportunities, aspirations and 

results at the Grand Central Medan hotel are obtained as follows: 

Total Strength score : 2.76 

Total Opportunities score : 0.99 

Total Aspirations score : 1.74 

Total score Result (Result) : 1.43 

 

So the score for Internal Factor Evalution (IFAS) was 3.75 and External Factor Evalution (EFAS) was 

3.16. 

 

Based on the total score above, the positioning of the Grand Central Hotel Medan can be described in the 

following IFAS and EFAS matrices: 

Total SA strategy score : 2.76 + 1.74 = 4.50 

Total OA strategy score : 0.99 + 1.74 = 2.73 

Total SR strategy score : 2.76 + 1.43 = 4.19 

Total OR strategy score : 0.99 + 1.43 = 2.42 

 

Strategy Combination Matrix Table 

 Strength(S) Opportunities(O) 

Aspirations(A) SA Strategy 

Using force 

to take advantage of 

odds = 4.50 

OA Strategy 

Minimize weaknesses 

by using 

odds = 2.73 

Results(R) SR Strategy 

Using force 

to overcome threats = 

4.19 

OR Strategy 

Minimize weaknesses 

and avoid threats 

= 2.42 

Source: Data processed, 2024 

Regarding the SOAR analysis, the IFAS and EFAS matrices whose results are presented show the 

strategic position carried out by the Grand Central Hotel Medan, namely the SA strategy. The SA Strategy 

contains 3 (three) strategies; SA-1 strategy, Create content and pay attention to when to post content that 

interests visitors. SA-2 Strategy, Increase promotion and cooperation. SA-3 Strategy, Provide attractive 

promotions and incentives for employees. 

 

a. Create content and pay attention to when to post content that interests visitors. 

It is a strategic effort to increase market share through greater marketing efforts and can be used 

to build brand awareness. As is known, on the marketing side of the Grand Central Medan hotel through 

social media marketing related posts are very minimal, only once a week. Therefore, by implementing 

this strategy, the Grand Central Medan Hotel must make maximum marketing efforts, such as using 

Instagram or paid Tik-tok for the target age, which needs to be improved and increase the volume of posts 

on its social media accounts. What is meant here is the type of content, whether creating content that is 

unique to the place at the Grand Central Medan Hotel, the atmosphere and service, content ideas and 

content distribution schedules, the times when the content is posted. And don't forget to also collaborate 

with influences on the Instagram and Tik-Tik platforms to share reviews and content about the Grand 

Central Medan hotel. And don't forget to also share customer stories on social media and the website at 
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the Grand Central Medan Hotel. Based on research conducted by Hootsulte (2024), it shows that for 

social media that uses Instagram the appropriate schedule for posting content is: 

 

Table 4.8 Schedule for Posting on Instagram 

Day Posting Hours (Noon) 

Monday 11.00 WIB, 12.00 WIB, and 13.00 WIB 

Tuesday 08.00 WIB, 09.00 WIB, and 10.00 WIB 

Wednesday 09.00 WIB, 10.00 WIB, and 11.00 WIB 

Thursday 11.00 WIB, 12.00 WIB, and 13.00 WIB 

Friday 14.00 WIB, 15.00 WIB, and 16.00 WIB 

Saturday 08.00 WIB, 09.00 WIB, and 10.00 WIB 

Sunday 18.00 WIB, 17.00 WIB, and 20.00 WIB 

Source: Hootsuite, 2024 

Based on research data conducted by Recurpost (2024) in Indonesia, especially for Tik-Tok social 

media, the appropriate schedule for posting content is: 

 

Table 4.9 Schedule for Posting on Tik-Tok 

Day Posting Hours (Noon) 

Monday 06.00 WIB, 10.00 WIB, and 22.00 WIB 

Tuesday 09.00 WIB, 12.00 WIB, and 16.00 WIB 

Wednesday 07.00 WIB, 09.00 WIB, and 16.00 WIB 

Thursday 11.00 WIB, 19.00 WIB, and 21.00 WIB 

Friday 02.00 WIB, 04.00 WIB, and 09.00 WIB 

Saturday 07.00 WIB, and 16.00 WIB 

Sunday 08.00 WIB, 12.00 WIB, and 15.00 WIB 

Source: Recurpost, 2024 

Grand Central Hotel Medan can use hashtags on each of its social media, namely hashtags that 

are currently popular which are used in captions, such as #fyp, #foryourpage, #fyphotel, #fypindonesia, 

#besthotel or hashtags related to the content posted on social media. 

 

b. Strategy to increase promotion and cooperation 

Developing promotions and discounts can be done by packaging a product to make it attractive 

and varied. The packages and programs offered by the Grand Central Medan Hotel can be more varied to 

increase room occupancy, for example by holding stay promotions or international and traditional 

weeding packages, office meetings, family gatherings and other event packages. This strategy can be 

more intensive if the Grand Central Medan Hotel can make offers more intensively to potential 

consumers, namely by offering service products directly and continuously. Promotional efforts with 

discounts or other attractive offers. Apart from that, endorsements are also very popular with competitors. 

Therefore, in order for the Grand Central Medan Hotel to develop, this is the main thing in business 

development. Several things that can be done are: 

1. Regularly hold events with online hotel sales agents, travel agents, airlines and private 

entrepreneurs and collaborate with event organizers to hold events 

2. Collaborating with local governments, ministries and private companies to maximize the use of 

meeting rooms and ballrooms while staying in hotels. 

3. Management provides promotional prices or discounts to guests. In providing promotional 

prices, hotels can look at important events, such as: Christmas, New Year, Valentine's Day and 

Eid al-Fitr. 

4. Creating a hotel logo and clear naming so that the hotel is clearly visible during the day and 

night is used to increase customer brand awareness. 

5. Giving compliments, for example giving free food at the mini bar in the room. This way guests 

feel appreciated during their several stays at the Grand Central Medan hotel. 
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c. Strategy provides attractive promotions and incentives for employees. 

Employee incentive programs are designed to attract, engage and retain the talents of each 

employee. Based on the results of the researcher's interview with one of the sources, he said that there 

were no specific indicators for implementing job promotions at the Grand Central Medan hotel. In the 

hospitality industry, especially in hotels, it is known as the provision of Service Charge (SC) which is 

obtained from additional fees that have been previously determined in the framework of services in the 

hotel business in accordance with Permenaker regulations 7/2016 or simply additional fees that the buyer 

will pay from the total purchase a good or service. Provisions for distributing hotel service charges, where 

the collection and management of service fees before being distributed, is carried out by the company. 

 

5. DISCUSSION 

The results of the SOAR matrix research at the Grand Central Medan hotel, resulted in a strategy 

that can be prioritized, namely: creating content and paying attention to the timing of posting content that 

attracts visitor interest (content about places, products, ongoing services) on each social media of the 

Grand Central Medan hotel, increasing promotions and cooperation, as well as strategies for providing 

attractive promotions and incentives for employees. This strategy is made a management priority because 

this is in accordance with the current conditions of the Grand Central Hotel Medan. The results that have 

been obtained can be implied in accordance with existing strategies. 

The strategy for creating content and paying attention to when to post content that attracts 

visitors' interest is to create content that is unique to the Grand Central Medan hotel, its atmosphere and 

service. The easiest and most economical thing currently is to maximize promotion using social media by 

utilizing existing platforms. Grand Central Hotel Medan must be aggressive in carrying out promotions. 

Grand Central Hotel Medan. The strategy of creating content and paying attention to when to post content 

that attracts visitors' interest is not only aimed at increasing consumer interest, this can also help 

determine trends and consumer interest in the desired product. 

This strategy can also build customer brand awareness. in the form of employee friendliness with 

staying guests in the form of smiles and typical greetings, employee speed and accuracy in serving every 

guest request, employee reliability in serving guests during the check-in and check-out process, having 

good communication skills, fluent in English , there is a guarantee of 24 hour security during your stay 

which is non-stop, and apart from that, all employees at the Grand Central Hotel Medan are always 

provided with training or service training carried out by management so that guests who stay overnight 

feel comfortable and satisfied with the service provided by hotel employees. can be posted on Grand 

Central Hotel Medan's social media. 

The strategy to increase promotions and discounts carried out by the Grand Central Medan hotel 

is not much different from other conventional hotels. Promotional activities carried out by Grand Central 

hotel sales and marketing include advertising only through social media and carrying out sales 

promotions with intensive collaboration with travel agents, personal selling and publicity. Based on 

interviews with informants during the pre-survey, there were still many informants who did not know 

directly about the Grand Central Hotel Medan, whether they knew the logo, location and promotions that 

were currently taking place at the Grand Central Hotel Medan. 

  

6. CONCLUSION 

Based on research and data collection obtained from interviews, observations, documentation and 

documentation carried out, it is known what strategies have been implemented by the Grand Central 

Hotel Medan. The results obtained through this research are as follows: 

1. The SOAR strategy uses IFAS and EFAS matrix calculations to obtain a SOAR strategy matrix. 

The result is that the Grand Central Medan Hotel is in quadrant II, namely the Turn Around 

Strategy is a strategy that uses strength to take advantage of long-term opportunities by means of 

a diversification strategy (product/market). 

2. Create content and pay attention to when to post content that interests visitors. 
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This means the type of content, whether creating unique content for the place at the Grand 

Central Medan hotel and intensifying maximum marketing, such as using Instagram or paid Tik-

tok for the target age, which needs to be improved and increasing the volume of posts on social 

media accounts, atmosphere and service, content ideas and content distribution schedule, hours 

when content is posted. And don't forget to adjust your social media posting schedule. 

3. Increase promotion and collaboration 

Be even more intense in creating content on the Instagram and Tik-Tok platforms to share 

reviews and content about the Grand Central Medan hotel and collaborate with parties who can 

share content with the target market at the Grand Central Medan hotel 

4. Provide attractive promotions and incentives for employees 

Providing promotion awards and benefits which are used to motivate positive behavior for each 

employee so that they can carry out and carry out their functional duties well. 
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