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STRATEGI KOMUNIKASI PEMASARAN DIGITAL LA LA LANE 

MELALUI INSTAGRAM @LALALANEOFFICIAL DALAM 

MENUMBUHKAN BRAND AWARENESS 

Christy Ruth Setiawati 

 

ABSTRAK 

Pandemi Covid-19 memberikan dampak yang cukup besar di aspek kehidupan 

masyakarat khususnya sektor usaha yang bergerak di bidang makanan dan 

minuman. Hal ini tentu saja membuat resah dunia bisnis. Meskipun demikian, 

pandemi tidak membuat pelaku usaha lain mundur bahkan terdapat bisnis yang 

dibangun saat pandemi yaitu coffee shop La La Lane. La La Lane merupakan coffee 

shop yang memiliki konsep summer vibes dan tropical di tengah kota dingin dan 

didirikan pada masa pandemi. La La Lane sangat membutuhkan awareness bagi 

target pasarnya dan La La Lane memanfaatkan komunikasi pemasaran digital 

melalui Instagram. Oleh karena itu, pada penelitian ini akan membahas strategi 

komunikasi pemasaran digital La La Lane melalui Instagram dalam menumbuhkan 

brand awareness ke tahap brand recognition. Berbagai strategi yang telah 

dilakukan oleh La La Lane dianalisa melalui RACE Digital Marketing Planning 

dari Dave Chaffey. Penelitian ini merupakan penelitian kualitatif dengan metode 

studi kasus. Hasil dari penelitian ini menunjukkan Instagram La La Lane telah 

menerapkan RACE Digital Marketing Planning dan telah menumbuhkan brand 

awareness ke tahap brand recograntion melalui tahapan tersebut yaitu plan, act, 

convert, engage, dan pada tahap reach diperlukan interaksi tinggi dan konsistensi 

sehingga angka reach yang diperoleh dapat meningkat. Secara keseluruhan 

Instagram La La Lane memerlukan pengembangan ide konten, optimalisasi, dan 

konsistensi. 

 

Kata Kunci: Komunikasi Pemasaran, Digital, Kesadaran Merek, Kedai Kopi, 

Instagram 
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LA LA LANE’S DIGITAL MARKETING COMMUNICATION STRATEGY 

THROUGH INSTAGRAM @LALALANEOFFICIAL IN GROWING BRAND 

AWARENESS 

Christy Ruth Setiawati 

 

ABSTRACT 

The Covid-19 pandemic has had a considerable impact on aspects of people's lives, 

especially the business sector engaged in the food and beverage sector. This of 

course makes the business world restless. Even so, the pandemic did not make other 

business actors retreat, there was even a business that was built during the 

pandemic, namely the La La Lane coffee shop. La La Lane is a coffee shop that has 

the concept of summer vibes and tropical in the middle of a cold city and was 

founded during the pandemic. La La Lane desperately needs awareness for its 

target market and La La Lane leverages digital marketing communications through 

Instagram. Therefore, in this study, we will discuss La La Lane's digital marketing 

communication strategy through Instagram in growing brand awareness to the 

brand recognition stage. Various strategies that have been carried out by La La 

Lane are analyzed through Dave Chaffey's RACE Digital Marketing Planning. This 

research is qualitative research with case study method. The results of this study 

indicate that Instagram La La Lane has implemented RACE Digital Marketing 

Planning and has grown brand awareness to the brand recognition stage through 

these stages, namely plan, act, convert, engagement, and at the interaction stages 

required high and consistency so that the number of the number obtained can be 

increased. Overall La La Lane Instagram requires content idea development, 

optimization, and consistency. 

 

Keywords: Marketing Communication, Digital, Brand Awareness, Coffee Shop, 

Instagram 
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