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ABSTRACT 

AZELYA ODRIA. Marketing Strategy to Increase Brand Awareness of Buna 
Indonesia. Supervised by ALFA CHASANAH and SITI JAHROH. 

The COVID-19 pandemic has greatly affected life in Indonesia, including a 
rise in coffee consumption. However, Buna Indonesia, a coffee shop in Cilegon, 
faces challenges in aligning its social media marketing with sales targets due to low 
brand awareness. The objectives of this study are to identify the implementation of 
the 4C marketing mix, analyze the level of brand awareness of Buna Indonesia, and 
formulate the marketing strategy to increase brand awareness. This research used 
the pyramid brand awareness framework, the 4C marketing mix, and descriptive 
analysis. A questionnaire was conducted from July until December 2024. A total of 
200 respondents were selected through purposive sampling. The findings indicated 
that Buna Indonesia has not implemented all the ideal strategies of the 4C marketing 
mix, and the brand awareness level among the respondents remains low. To address 
these challenges, Buna Indonesia should expand its social media and adopt more 
effective marketing strategies based on the 4C framework. Suggested 
improvements included introducing product collaborations, implementing a 
membership card system, and conducting surveys and interviews to attract a broader 
customer in the future. 
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ABSTRAK 

AZELYA ODRIA. Strategi Pemasaran dalam Meningkatkan Kesadaran Merek di 
Buna Indonesia. Dibimbing oleh ALFA CHASANAH dan SITI JAHROH. 

 
Pandemi COVID-19 telah mempengaruhi kehidupan di Indonesia, termasuk 
meningkatnya konsumsi kopi. Namun, Buna Indonesia, sebuah kafe di Cilegon, 
menghadapi tantangan dalam menyelaraskan pemasaran media sosial dengan target 
penjualan akibat rendahnya kesadaran merek. Tujuan dari penelitian ini adalah 
untuk mengidentifikasi penerapan bauran pemasaran 4C, menganalisis tingkat 
kesadaran merek Buna Indonesia, dan merumuskan strategi pemasaran untuk 
meningkatkan kesadaran merek. Penelitian ini menggunakan kerangka pyramid 
brand awareness, bauran pemasaran 4C, dan analisis deskriptif. Kuesioner survei 
dilakukan pada periode Juli hingga Desember 2024. Sebanyak 200 responden 
dipilih melalui purposive sampling. Temuan penelitian menunjukkan bahwa Buna 
Indonesia belum sepenuhnya menerapkan strategi bauran pemasaran 4C yang ideal, 
dan tingkat kesadaran merek di kalangan responden masih rendah. Untuk mengatasi 
tantangan ini, Buna Indonesia perlu memperluas saluran media sosial dan 
mengadopsi strategi pemasaran yang lebih efektif berdasarkan kerangka 4C. Saran 
perbaikan meliputi memperkenalkan kolaborasi produk, menerapkan 



sistem kartu keanggotaan, serta melakukan survei dan wawancara untuk menarik 
pelanggan yang lebih luas di masa depan. 

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



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Copyright belongs to IPB, 2024 

Copyright protected by Law 
 

It is prohibited to quote part or all of this paper without mentioning or 
acknowledging the source. Citation is only for the purpose of education, research, 

writing scientific papers, preparing reports, writing criticism, or reviewing a 
problem, and the citation does not harm the interests of IPB. 

The publication and reproduction of part or all of this paper in any form 
without the permission of IPB is prohibited. 



 

 
MARKETING STRATEGY TO INCREASE BRAND 

AWARENESS OF BUNA INDONESIA 
 
 
 
 
 
 

 
AZELYA ODRIA 

 
 
 
 
 

 
Final Thesis 

As one of the requirements to obtain a degree of 
Bachelor of Business 

at the School of Business 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
STUDY PROGRAM OF BUSINESS 

SCHOOL OF BUSINESS 
IPB UNIVERSITY 

BOGOR 
2024 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Undergraduate Thesis Examination Committee: 

1 Febriantina Dewi, S.E., M.M., M.Sc. 
2 Khairiyah Kamilah, S.E., M.Si. 



Title of Thesis: Marketing Strategy to increase Brand Awareness of Buna 
Indonesia 

: Azelya OdriaName
: K1401201844Student ID

 
 
 
 

 
Approved by 

First Supervisor: 
Dra. Alfa Chasanah, M.A. 

 
Second Supervisor: 

Dr. Siti Jahroh, B.Sc., M.Sc. 
 
 
 
 
 

 
Acknowledged by 

 
Head of Undergraduate Program: 

Dr. Siti Jahroh, B.Sc., M.Sc. 
NIP. 197711262008122001 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Examination Date: 
(3rd December 2024) 

 

Graduation Date: 2nd Januari 2025



FOREWORD 
 

All praise and gratitude are due to Allah subhaanahu wa ta’ala for all His 
blessings to ensure that this scientific work is successfully completed. It is because 
of His grace and guidance that I was able to finish my undergraduate thesis entitled 
“Marketing Strategy to Increase Brand Awareness of Buna Indonesia”, which was 
conducted from July 2024 to December 2024. I would like to take this opportunity 
to express my gratitude to those who have provided their support and assisted in the 
completion of this thesis. I am deeply indebted to many individuals who have played 
an essential role in the completion of this thesis. My heartfelt gratitude goes to Dra. 
Alfa Chasanah, M.A., my primary advisory lecturer, for her unwavering guidance, 
commitment, and patience throughout the research process. I am equally grateful to 
Dr. Siti Jahroh, B.Sc., M.Sc., my secondary advisory lecturer, for her support and 
encouragement. I would also like to extend my gratitude to Febriantina Dewi, S.E., 
M.M., M.Sc., and Khairiyah Kamilah, S.E., M.Si., for their invaluable feedback as 
seminar moderator and examiner. Furthermore, I owe thanks to the lecturers at the 
School of Business, IPB University, for their guidance and mentorship throughout 
my studies. Last but not least, I would like to say thank you for Kak Wisam, Kak 
Regha, and all people in Buna Indonesia who helped me during my thesis journey, 
without all of your kindness, I could not have finished this study.  

To my beloved parents, Mama and Papa, thank you for your endless love, 
care, and unwavering support during all my challenges. I am proud to be part of 
such a devoted family. Thank you for believing in me, especially in moments when 
I had doubts about myself. To my sister Zahra and all my siblings, Fia, Iyo, Naura, 
Queen, Faiz, Dio, and Dina, thank you for your encouragement and belief in my 
abilities, I hope this achievement inspires you in your own journeys. To my grandpa 
and grandma, both those still with us and those who have passed, thank you for 
supporting me from afar. I know you have always been there for me, watching over 
me from wherever you are. This achievement is for you. Thank you so much for 
your prayers and for protecting me from there. Your love continues to guide me 
every day, and I am deeply grateful. To my wonderful college best friends, Geput, 
Caca, Salwa, Fadhya, Grace, Rara, Muthia, Icha, Shinta, Nadya, Sofi, Resty, and 
Elsa, thank you for being there for me, for your endless support, and for all the 
kindness you've shown throughout our time together at university. To my cherished 
high school best friends, Amanda, Mute, Devita, Keiya, Naila, and Zahra, thank 
you for being my pillar of support. Without your encouragement, I would not have 
reached this point. To my dear friends in Germany, thank you for your continuous 
support and for being with me every step of the way until the completion of my 
thesis. To all my other friends who I cannot mention individually, thank you so 
much for your support. Your words of encouragement will always stay with me, 
and I am deeply grateful. Lastly, to myself, thank you for persevering through every 
obstacle, for believing in the process, and for never giving up. May this thesis serve 
as a valuable contribution to those who seek to learn and as a stepping stone toward 
the advancement of knowledge. 

 
Bogor, December 2024 

 
Azelya Odria 



TABLE OF CONTENT 

LIST OF TABLES ix 

LIST OF FIGURES ix 

LIST OF APPENDICES x 

I INTRODUCTION 1 
1.1 Background 1 
1.2 Problem Statements 3 
1.3 Objectives 5 
1.4 Benefits of Study 6 
1.5 Scope 6 
1.6 Limitation 6 

II LITERATURE REVIEW 7 
2.1 Marketing 7 
2.2 Brand Awareness 12 
2.3 Research Framework 14 

III METHOD 16 
3.1 Time and Place 16 
3.2 Type and Source of Data 16 
3.3 Sampling Method 16 
3.4 Data Analysis and Processing Technique 17 

4. RESULT AND DISCUSSION 20 
4.4 Business Overview of Buna Indonesia 20 
4.5 Marketing Strategies Implemented by Buna Indonesia Based on the 

4C Marketing Mix 21 
4.6 Brand Awareness of Buna Indonesia 35 
4.7 The New Strategy to Increase Brand Awareness of Buna Indonesia 48 

5. CONCLUSIONS AND RECOMMENDATIONS 58 
5.4 Conclusions 58 
5.5 Recommendations 58 

BIBLIOGRAPHY 59 

LIST OF APPENDICES 64 

CURRICULUM VITAE 78 



LIST OF TABLES 

 
1 Score 19 
2 Category 19 
3 Co-creation 22 
4 Currency 25 
5 Communal activation 28 
6 Conversation 32 
7 Characteristic respondent 35 
8 Unaware of brand 38 
9 Brand recognition 40 

10 Brand recall 42 
11 Top of mind 43 
12 The categories result of brand awareness level by respondents 47 
13 New strategies for co-creation 48 
14 New strategies for currency 50 
15 New strategies for communal activation 52 
16 New strategies for conversation 54 

 
LIST OF FIGURES 

 
1 Coffee consumption in Indonesia year 2011-2021 1 
2 The usage of internet user in the world 2013 - 2023 2 
3 Sales products of Buna Indonesia 2021 - 2023 4 
4 Instagram advertisement insight of Buna Indonesia 2021-2024 5 
5 Brand awareness level 13 
6 Research framework 15 
7 The coffee shop of Buna Indonesia 20 
8 The product collaboration event 23 
9 The menu of Buna Indonesia 24 

10 The discount strategy named as “Makssa” 26 
11 The discount strategy named as “Kilat 7.7” 26 
12 The bundles package 28 
13 The Go-food platforms of Buna Indonesia 29 
14 Event of Teman Acaramu 30 
15 Event of Loka Karya 31 
16 Event of Bicara Cerita 31 
17 Hashtag of Buna Indonesia 33 
18 Hashtag of Buna Indonesia 34 
19 The pyramid brand awareness of potential customer 45 
20 The pyramid brand awareness of customer 46 



LIST OF APPENDICES 

1 Internal research interview guide 65 
2 Questionnaire for external respondent (potential customer) 67 
3 Questionnaire for external respondent (customer) 70 
4 Validity and reliability test 73 


