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ANALISIS STRATEGI BRAND STORYTELLING DALAM MEMBANGUN
BRAND IDENTITY (STUDI KASUS PADA MEREK BLOCA)
Tessa Fatma Azzahra Jajuli

ABSTRAK

Storytelling telah menjadi alat penting dalam komunikasi pemasaran modern untuk
membangun hubungan yang lebih dalam dengan audiens. Penelitian ini bertujuan
untuk menganalisis penerapan strategi brand storytelling yang dilakukan oleh
Bloca dalam upaya membangun identitas merek. Metode penelitian yang digunakan
adalah kualitatif dengan pendekatan studi kasus, di mana data diperoleh melalui
observasi, dokumentasi dan wawancara dengan owner dan tim marketing Bloca.
Penelitian ini mengidentifikasi bahwa Bloca berhasil menciptakan narasi merek
yang kuat dan efektif. Penelitian ini mengidentifikasi bahwa, Bloca telah memenuhi
empat kriteria teori Klaus Fog dalam brand storytelling: the message, the conflict,
the character, dan the plot. Selain itu, Bloca juga sukses mengimplementasikan
elemen-elemen Brand Identity Prism dari Kapferer: physique, personality, culture,
relationship, reflection, sel-image. Hasil penelitian menunjukkan bahwa, Bloca
tidak hanya memperkuat posisi merek di pasar, tetapi juga membangun hubungan
emosional yang kuat dengan konsumen. Temuan ini menegaskan pentingnya
konsistensi dan kreativitas dalam strategi brand storytelling untuk membentuk
identitas merek yang kuat dan berkesan di benak konsumen.

Kata Kunci : Brand Storytelling, Brand Identity, Strategi Pemasaran, Local Brand,
Aksesoris
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ANALYSIS OF BRAND STORYTELLING STRATEGIES IN BUILDING
BRAND IDENTITY: A CASE STUDY ON THE BLOCA BRAND

Tessa Fatma Azzahra Jajuli

ABSTRACT

Storytelling has become an important tool in modern marketing communication,
fostering deeper connections with audiences. This study aims to analyze the
implementation of Bloca's brand storytelling strategies to build brand identity. The
research employs a qualitative methodology with a case study approach, collecting
data through observation, documentation, and interviews with Bloca's owner and
marketing team. The findings indicate that Bloca has successfully created a strong
and effective brand narrative. The study identifies that Bloca has met the four
criteria of Klaus Fog's brand storytelling theory: the message, the conflict, the
character, and the plot. Furthermore, Bloca has effectively implemented the
elements of Kapferer's Brand Identity Prism: physique, personality, culture,
relationship, reflection, and self-image. The results demonstrate that Bloca has not
only reinforced its brand position in the market but also established a robust
emotional connection with consumers. These findings underscore the significance
of consistency and creativity in brand storytelling strategies to cultivate a strong
and memorable brand identity in the minds of consumers.

Keywords: Brand Storytelling, Brand Identity, Marketing Strategy, Local Brand,
Accessories
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