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ABSTRAK 

MUHAMMAD RIZKY FADHILAH. Strategi Pemasaran Alun Alun Coffee dalam 

Membangun Brand Awareness. Dibimbing oleh ANNY RATNAWATI dan 

ANNISA RAMADANTI. 

Perkembangan pesat industri kedai kopi di Indonesia membuat pemilik kedai 

kopi perlu memiliki strategi pemasaran dalam mempromosikan produknya. 

Penelitian ini bertujuan menganalisis target pasar, strategi pemasaran yang telah 

dilakukan, dan tingkat brand awareness Alun Alun Coffee, serta merumuskan 

strategi pemasaran yang perlu dilakukan oleh Alun Alun Coffee. Penelitian ini 

bersifat kualitatif dan kuantitatif dengan menggunakan metode purposive sampling, 

wawancara mendalam, pengisian kuesioner, serta analisis deskriptif dan piramida 

brand awareness. Hasil penelitian ini menunjukkan bahwa tingkat brand 

awareness Alun Alun Coffee tergolong rendah. Strategi pemasaran pada penelitian 

ini yang dirumuskan berdasarkan bauran pemasaran 4C dan Instagram marketing 

strategy diharapkan dapat membantu membangun brand awareness Alun Alun 

Coffee. 

 

Kata kunci: bauran pemasaran 4C, kedai kopi, kesadaran merek, strategi pemasaran, 

strategi pemasaran Instagram 
 

ABSTRACT 

MUHAMMAD RIZKY FADHILAH. Marketing Strategy of Alun Alun Coffee in 

Building Brand Awareness. Supervised by ANNY RATNAWATI and ANNISA 

RAMADANTI. 

 

The rapid development of the coffee shop industry in Indonesia makes coffee 

shop owners need to have a marketing strategy in promoting their products. This 

research aimed to analyze Alun Alun Coffee’s target market, existing marketing 

strategies, and brand awareness level, as well as formulated marketing strategies in 

building Alun Alun Coffee's brand awareness. This research is qualitative and 

quantitative, using purposive sampling methods, in-depth interviews, questionnaire 

filling, as well as descriptive analysis and brand awareness pyramid analysis. The 

results of this research show that the brand awareness level of Alun Alun Coffee is 

relatively low. The marketing strategy in this study that were formulated based on 

the 4C marketing mix and Instagram marketing strategy expected to help build Alun 

Alun Coffee’s brand awareness. 

 

Keywords: 4C marketing mix, brand awareness, coffee shop, Instagram marketing 

strategy, marketing strategy 
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