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STRATEGI SPECIAL EVENT DALAM MEMBANGUN
BRAND IMAGE KEDAI KOPI

(STUDI KASUS PADA KEDAI KOPI SAGEMPLOO)

Arnellta Asmara

ABSTRAK

Fenomena perkembangan industri kopi di Indonesia terhitung sangat cepat, dan saat
ini menjadi salah satu dampak yang mempengaruhi gaya hidup masyarakat
Indonesia. Para pelaku usaha dalam bidang kopi selalu berlomba-lomba dalam
mengkonsepkan brand image mereka agar mampu menjadi pembeda brand mereka
dengan para kompetitornya menggunakan beberapa strategi salah satunya
menggunakan strategi Marketing Public Relation Activity. Tujuan penelitian ini
untuk mengetahui strategi special event yang dilakukan oleh kedai kopi Sagemploo
dalam membentuk brand image mereka. Sagemploo merupakan sebuah kedai kopi
yang terletak di Bekasi Selatan, dan alasan penulis memilih Sagemploo untuk
diteliti adalah karna banyaknya upaya-upaya yang dilakukan dalam membangun
brand image mereka yang memiliki karakter yang kuat dan berbeda dengan para
kompetitornya. Penelitian ini menggunakan konsep Strategi Special Events
menurut Lawrence dan Dennor yaitu Planning, Budgeting, Purpose Control,
Responsibility dan Konsep Brand Image menurut Kottler dan Keller yang
dikategorikan menjadi tiga yaitu Strength of Brand (Kekuatan merek), Unigqueness
of Brand (Keunikan merek), dan Favorability of Brand (Keunggulan merek).
Penelitian ini menggunakan pendekatan kualitatif dan menggunakan studi kasus
agar lebih spesifik. Hasil dalam penelitian ini menyatakan apabila Sagemploo telah
menggunakan seluruh strategi special events menurut Lawrence dan Dennor, dan
terbukti mampu membangun ketiga dimensi brand image mereka sesuai dengan
konsep brand image menurut Kottler and Keller. Dalam upaya membangun brand
image Sagemploo telah melakukan salah satu langkah dari Marketing Public
Relation Activity. Dan, hal tersebut menjadi suatu pencapaian dan keberhasilan bagi
Sagemploo dalam menggapai keinginan menjadi kedai kopi yang mempedulikan
kesejahteraan dan kebaikan jasa para petani kopi didesa.

Kata kunci: brand image, special events, public relations strategyc, marketing public
relations, branding, uniqueness of brand, kedai kopi.
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STRATEGY SPECIAL EVENTS IN BUILDING COFFEE SHOP
BRAND IMAGE

(CASE STUDY AT SAGEMPLOO COFFEE STORE)

Arnellta Asmara

ABSTRACT

The phenomenon how fast development of the coffee industry in Indonesia is
deemed very fast and is currently one of the impacts that affect the changing lifestyle
of the Indonesian people. Business in the coffee sector are always competing in
conceptualizing their brand image to be differentiate their brand from theirs
competitors using several strategies, one of which is using the Marketing Public
Relations Activity strategyc. The purpose of this research was to determine the
special event strategy carried out by the Sagemploo coffee shop in shaping its brand
image. Sagemploo is a coffee shop located in South Bekasi, and the reason the
author chose Sagemploo in this research is because they way their efforts to build
their brand image which has a strong character and very different from their
competitors. This study uses the concept of Special Events Strategy according to
Lawrence and Dennor, namely Planning, Budgeting, Purpose Control,
Responsibility, and Brand Image Concepts according to Kottler and Keller which
are categorized into three namely Strength of Brand, Uniqueness of Brand, and
Favorability of Brand. This research uses a qualitative approach and uses a case
study in order to get more specific result. And, the results of this research is indicate
that Sagemploo has used all special events strategies according to Lawrence and
Dennor, and that strategyc has been proven to be able to build all three dimensions
of their brand image according to the concept of a brand image according to Kottler
and Keller. In an effort to build a brand image, Sagemploo has taken one of the
steps from the Marketing Public Relations Activity. And, this has become an
achievement and success for Sagemploo in achieving the desire to become a coffee
shop that cares about the welfare and services of the coffee farmers in the village.

Kata kunci: brand image, special events, public relations strategyc, marketing public
relations, branding, uniqueness of brand, coffee shop
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