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ABSTRAK

MUHAMMAD IMAM MUAFA. Strategi Komunikasi Pemasaran Digital
dalam Meningkatkan Brand Awareness Gora Coffee and Eatery. Dibimbing oleh
ANITA PRIMASWARI WIDHIANI dan LOKITA RIZKY MEGAWATI

Peningkatan jumlah konsumsi kopi di Indonesia sejalan dengan
pertumbuhan bisnis kedai kopi di Indonesia yang terus meningkat. Hal ini membuat
pengusaha kedai kopi perlu memperhatikan kesadaran merek dalam menghadapi
persaingan. Selain itu, pengambilan keputusan pembelian oleh konsumen
mengalami perubahan sejak pandemi COVID-19 sehingga diperlukan strategi
kemunikasi melalui media digital guna menjaga eksistensi merek. Penelitian ini
bertujuan untuk memberikan usulan strategi komunikasi pemasaran digital pada
merek kedai kopi Gora Coffee and Eatery dalam meningkatkan kesadaran merek.
Analisis deskriptif digunakan untuk melakukan analisis dan evaluasi strategi
komunikasi pemasaran digital yang telah dilakukan oleh Gora Coffee and Eatery.
Selain itu dilakukan pengukuran tingkat kesadaran merek melalui piramida brand
awareness yang selanjutnya menganalisis pengaruh kesadaran merek terhadap
keputusan pembelian konsumen. Hasil dari penelitian ini merupakan usulan strategi
berdasarkan hasil evaluasi strategi dan pengukuran kesadaran merek melalui faktor-
faktor pembangun kesadaran merek pada media digital yaitu brand exposure,
customer engagement, dan E-WOM

Kata kunci: kedai kopi, keputusan pembelian, kesadaran merek, komunikasi
pemasaran digital

ABSTRACT

MUHAMMAD IMAM MUAFA. Digital Marketing Communication
Strategy in Increase Brand Awareness of Gora Coffee and Eatery. Supervised by
ANITA PRIMASWARI WIDHIANI and LOKITA RIZKY MEGAWATI.

The increase in the amount of coffee consumption in Indonesia is in line
with the increasing growth of the coffee shop business in Indonesia. This causes
coffee shop entrepreneurs to pay attention to brand awareness in the face of
competition. In addition, consumer purchasing decision making has changed since
the COVID-19 pandemic, so a communication strategy through digital media is
needed to maintain brand existence. This study aimed to propose a digital marketing
communication strategy for the Gora Coffee and Eatery coffee shop brand in
Increasing brand awareness. Descriptive analysis was used to analyze and evaluate
digital marketing communication strategies. In addition, the measurement of brand
awareness was carried out through a brand awareness pyramid which then analyzed
the effect of brand awareness on consumer purchasing decisions. The results of this
study were a proposed strategy based on the results of strategy evaluation and brand
awareness measurement through factors that build brand awareness in digital media,
namely; brand exposure, customer engagement, and E-WOM

Keywords: brand awareness, coffee shop, customer purchase decision, digital
marketing communication
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