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STRATEGI DIGITAL BRANDING EVENT ORGANIZER @UNLOCKED.EO
PADA INSTAGRAM DALAM MEMBANGUN BRAND AWARENESS
Aileen Valentina Laurenz

ABSTRAK

Penelitian ini menganalisis strategi branding yang diterapkan oleh @unlocked.eo
melalui Instagram dalam meningkatkan brand awareness, khususnya pada segmen Gen
Z sebagai target utama layanan penyelenggaraan pesta Sweet 17th. Latar belakang
penelitian ini didasari oleh semakin ketatnya persaingan industri event organizer di era
digital, di mana media sosial berperan penting dalam membangun citra dan kedekatan
merek dengan audiens. Metode yang digunakan adalah penelitian kualitatif deskriptif
dengan pendekatan studi kasus. Data dikumpulkan melalui wawancara mendalam
dengan pemilik, pengelola media sosial, dan salah satu pengikut aktif akun
@unlocked.eo, serta triangulator dari praktisi komunikasi pemasaran digital. Analisis
mengacu pada konsep digital branding (konten, logo, SEO, social media marketing,
dan brand messaging) serta hierarki brand awareness Aaker. Hasil penelitian
menunjukkan bahwa @unlocked.eo membangun brand awareness melalui kombinasi
strategi digital dan offline. Identitas visual berupa logo dengan simbol kunci dan warna
merah memperkuat brand recognition. Konten kreatif, testimoni, dan penggunaan
hashtag, termasuk versi “typo”, mendorong brand recall. Fitur Instagram seperti reels,
story, polling, dan DM interaktif meningkatkan engagement hingga menempatkan
@unlocked.eo pada posisi top of mind. Sementara itu, penerapan logo pada properti
acara memperluas paparan brand secara offline.

Temuan ini menegaskan pentingnya integrasi branding digital dan offline untuk
memperkuat brand awareness di kalangan Gen Z.

Kata Kunci: Strategi Branding, Digital Branding, Instagram, Brand Awareness,
Event Organizer
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STRATEGI DIGITAL BRANDING EVENT ORGANIZER @UNLOCKED.EO
PADA INSTAGRAM DALAM MEMBANGUN BRAND AWARENESS
Aileen Valentina Laurenz

ABSTRACT

This study analyzes the branding strategies implemented by @unlocked.eo through
Instagram to enhance brand awareness, particularly among Generation Z as the primary
target of its Sweet 17th birthday party services. The research is grounded in the growing
competition within the event organizer industry in the digital era, where social media
plays a crucial role in shaping brand image and fostering audience engagement. The
research employs a descriptive qualitative method with a case study approach. Data
were collected through in-depth interviews with the brand owner, social media
manager, and one active follower of (@unlocked.eo, supported by triangulation with a
digital marketing communication practitioner. The analysis refers to the concepts of
digital branding such as content, logo, SEO, social media marketing, and brand
messaging, as well as Aaker’s brand awareness hierarchy. The findings reveal that
@unlocked.eo strengthens brand awareness through a combination of digital and
offline strategies. Visual identity, represented by a key-shaped logo and the dominant
use of red, reinforces brand recognition. Creative content, testimonials, and hashtag
usage including intentional “typo” variations encourage brand recall. Instagram
features such as reels, stories, polls, and interactive DMs enhance engagement,
positioning @unlocked.eo as a top-of-mind brand. Offline strategies such as logo
placement on event properties further extend brand exposure. This study highlights the
importance of integrating digital and offline branding strategies to effectively
strengthen brand awareness among Generation Z.

Keywords: Branding Strategy, Digital Branding, Instagram, Brand Awareness,
Event Organizer
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