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PEMANFAATAN PUBLIKASI MELALUI INTEGRATED MARKETING 

COMMUNICATION DALAM MENINGKATKAN BRAND AWARENESS 

BAKRIE AMANAH 

 

BAGAS ALKAHFI  

 

ABSTRAK 

 

Pemanfaatan publikasi pada media sosial sangat penting dalam 

meningkatkan brand awareness. Penelitian ini membahas 

“Pemanfaatan Publikasi Melalui Intergrated Marketing 

Communication dalam Meningkatkan Brand Awareness Bakrie 

Amanah. Bakrie Amanah adalah suatu program di bawah naungan 

Badan Pengelola Bakrie Untuk Negeri atau BP BUN yang pada 

akhirnya di tanggal 15 November 2022, melalui keputusan 

Kementrian Agama Republik Indonesia menetapkan bahwa 

Bakrie Amanah sebagai LAZNAS melalui Surat Keputusan 

Nomor 1258 Tahun 2022. Tujuan penelitian ini untuk  

menganalisis gambaran penerapan IMC dalam menunjang brand 

awareness Bakrie Amanah. Penelitian ini menggunakan metode 

kualitatif dengan teori pemasaran sosial dalam implementasi IMC 

dan dimensi Brand Awareness. Untuk mendapatkan hasil 

penelitian ini dilakukan wawancara oleh narasumber yaitu Staff 

Bakrie Amanah dan praktisi dosen Ilmu Komunikasi sebagai 

Triangulator. Hasil pada penelitian ini menunjukan bahwa Selain 

dimensi IMC dan Brand Awareness, penelitian ini menemukan 

bahwa konsistensi kinerja program sosial Bakrie Amanah turut 

membentuk persepsi positif masyarakat dan memicu efek e-word 

of mouth yang kuat. 

 

Kata kunci: Bakrie Amanah, Brand Awreness, e-word of mouth, 

IMC, Pemasaran Sosial  
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UTILIZING PUBLICATIONS THROUGH INTEGRATED 

MARKETING COMMUNICATION TO IMPROVE BAKRIE 

AMANAH BRAND AWARENESS 

 

BAGAS AL-KAHFI 

 

 

ABSTRACT 

 

The use of publications on social media is very important in 

increasing brand awareness. This study discusses "Utilization of 

Publications Through Integrated Marketing Communication in 

Increasing Bakrie Amanah Brand Awareness. Bakrie Amanah is a 

program under the auspices of the Bakrie Management Agency 

for the Nation or BP BUN which finally on November 15, 2022, 

through the decision of the Ministry of Religious Affairs of the 

Republic of Indonesia determined that Bakrie Amanah as 

LAZNAS through Decree Number 1258 of 2022. The purpose of 

this study is to analyze the description of the implementation of 

IMC in supporting Bakrie Amanah brand awareness. This study 

uses a qualitative method with social marketing theory in the 

implementation of IMC and Brand Awareness dimensions. To 

obtain the results of this study, interviews were conducted with 

sources, namely Bakrie Amanah Staff and Communication 

Science lecturers as Triangulators. The results of this study 

indicate that in addition to the IMC and Brand Awareness 

dimensions, this study found that the consistency of Bakrie 

Amanah's social program performance also helps shape positive 

public perceptions and triggers a strong e-word of mouth effect. 

 

Keywords: Bakrie Amanah, Brand Awareness, e-word of mouth, 

IMC, Social Marketing 
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