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BRAND COMMUNITY ENGAGEMENT LIFEPACK WOMAN SEBAGAI 

STRATEGI KOMUNIKASI PEMASARAN DIGITAL DALAM UPAYA 

MEMBANGUN BRAND AWARENESS 

 

BILQIS FADHILLA RAHMAN 

 

ABSTRAK 

 

Kompetitifnya persaingan pasar dan perkembangan teknologi informasi dan 

komunikasi digital, pelaku usaha harus membuat strategi komunikasi 

pemasaran. Oleh karena itu, Lifepack sebagai salah satu e-commerce di sektor 

kesehatan melakukan strategi komunikasi pemasaran digital. Penelitian ini 

bertujuan untuk mengetahui peran brand community engagement Lifepack 

woman yang dijadikan strategi komunikasi pemasaran digital dalam upaya 

membangun brand awareness-nya. Penelitian ini dikaji menggunakan teori dan 

konsep brand community engagement oleh Brian Baldus J (2013) dan brand 

awareness oleh Keller, K. L., Parameswaran, M. G., & Jacob. Metode penelitian 

yang digunakan penelitian ini adalah metode studi kasus intrinsik dan 

pendekatan kualitatif. Hasil dari penelitian ini menunjukkan bahwa brand 

community engagement Lifepack woman baru memenuhi tujuh dari sebelas 

dimensi pada teori Brian J. Baldus yaitu brand influence, connecting, helping, 

seeking assistance, reward dan up-to-date information yang merupakan dimensi 

paling kuat. Hal itu dilihat di komunitas merek Lifepack woman beberapa 

anggota berperan aktif di dalam komunitas merek. Lifepack sudah memberikan 

informasi dan edukasi kesehatan dengan cukup baik dan berperan penting 

terutama dimensi up-to-date information. Dalam upaya membangun brand 

awareness, Lifepack sudah melakukan dua tahapan yaitu recognition dan recall. 

Hal ini merupakan keberhasilan sekaligus tantangan bagi Lifepack, karena 

Lifepack perlu memikirkan strategi dan mengelola komunitas mereknya. 

 

Kata kunci: Brand community engagement, Strategi Komunikasi Pemasaran 

Digital, Brand Awareness. 
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LIFEPACK WOMAN’S BRAND COMMUNITY ENGAGEMENT AS A 

DIGITAL MARKETING COMMUNICATION STRATEGY IN EFFORTS 

TO BUILD BRAND AWARENESS 

 

BILQIS FADHILLA RAHMAN 

 

ABSTRACT 

 

Competitive business competition and development of digital information and 

communication technology, businessmen are obliged to make strategics of 

digital marketing communications. Therefore, Lifepack as one of the e-

commerce in the health sector conducts digital marketing communication 

strategies. This study aims to determine the role of Lifepack Woman's Brand 

Community Engagement which is used as a digital marketing communication 

strategy in an effort to build its brand awareness. This study was studied using 

the theory and concept of Brand Community Engagement by Brian Baldus J 

(2013) and Brand Awareness by Keller, K. L., Parameswaran, M. G., & Jacob. 

The research method used by this study is an intrinsic case study method and 

a qualitative approach. The results of this study indicate that Lifepack Woman 

Brand Community Engagement had seven of the eleven dimensions in Brian J. 

Baldus theory: Brand Influence, Connecting, Helping, Seeking Assistance, 

Reward and Up-to-date information which is the most powerful dimension. It 

was seen in the Lifepack Woman, several members played an active role in the 

brand community also Lifepack has provided information and health 

education quite well and plays an important role. In an effort to build a brand 

awareness, Lifepack has done two stages, namely recognition and recall. This 

is a success as well as a challenge for Lifepack, because Lifepack needs to 

think about the strategy and manage the brand community. 

Keywords: Brand Community Engagement, Digital Marketing 

Communication Strategy, Brand Awareness. 
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