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ABSTRAK

Tren startup digital menghadirkan berbagai peluang bisnis baru. Salah satunya adalah
dengan kehadiran co-working space sebagai fasilitator co-worker, di mana gaya hidup
yang ingin diubah dari bekerja di perkantoran ataupun di kafe menjadi sebuah ruang
kerja kekinian dengan mengakomodasi kebutuhan pekerja yang fleksibel. Penelitian
ini menjelaskan tentang strategi word of mouth TierSpace dengan menggunakan
elemen 5T pada tiap-tiap teknik word of mouth yaitu buzz and viral marketing, social
media, dan opinion leaders. Tujuan penelitian ini adalah untuk mengetahui strategi
word of mouth marketing yang dilakukan oleh co-working space TierSpace dalam
membangun brand awareness. Pendekatan dalam penelitian ini menggunakan metode
kualitatif deskriptif dengan teknik pengumpulan data wawancara mendalam dengan
beberapa informan. Hasil dari penelitian ini menunjukkan bahwa dari tiga teknik
word of mouth tersebut yang dikaitkan dengan elemen 5T terdapat media sosial
instagram dan opinion leaders yang aktif dalam menyebarkan word of mouth dan
dapat membangun brand awareness, dan yang dirasa tidak aktif dalam membangun
brand awareness pada penelitian ini adalah blog dan buzz and viral marketing. Selain
itu juga elemen yang diarasa kurang optimal dilakukan oleh TierSpace adalah taking
part. Di mana perlu adanya keterlibatan perusahaan dalam menanggapi percakapan
agar word of mouth dapat terus berlanjut.

Kata kunci: word of mouth, brand awareness, co-working space, TierSpace
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WORD OF MOUTH MARKETING STRATEGIES IN BUILDING A BRAND
AWARENESS
(Analysis of Co-working Space TierSpace Jakarta)

Windy

ABSTRACT

Digital startup trends present a variety of new business opportunities. One of them is
the presence of a co-working space as a facilitator of co-workers, whose lifestyle they
want to change from working in offices or cafes to becoming a contemporary work
space by accommodating the needs of flexible workers. This research describes
TierSpace word of mouth strategy by using 5T elements in each word of mouth
technique, namely buzz and viral marketing, social media, and opinion leaders. The
purpose of this study was to find out the word of mouth marketing strategy carried
out by the co-working space TierSpace in building brand awareness. The approach in
this study uses qualitative descriptive methods with techniques for collecting in-depth
interviews with several informants. The results of this study indicate that from the
three word of mouth techniques that are associated with 5T elements there are
Instagram as a social media and opinion leader who is active in disseminating
information through word of mouth and can build brand awareness, and those
considered inactive in building brand awareness in research are blogs and buzz and
viral marketing. In addition, TierSpace is an element that is considered less than
optimal by participating. Where there is a need for company participation in
responding to conversations so word of mouth can continue.

Keyword: word of mouth, brand awareness, co-working space, TierSpace
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