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ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi konten komunikasi pemasaran 

yang dilakukan Nest Coffee dalam meningkatkan brand awareness melalui media 

sosial Instagram @nestcoffee_. Penelitian menggunakan metode kualitatif dengan 

pendekatan studi kasus. Data diperoleh melalui wawancara mendalam dengan 

pemilik, pengelola media sosial, konsumen, serta triangulator ahli, observasi konten 

Instagram, dan dokumentasi. Analisis data dilakukan menggunakan model Content 

Marketing menurut Kotler yang mencakup delapan indikator: goal setting, 

audience mapping, content ideation and planning, content creation, content 

distribution, content amplification, content marketing evaluation, dan content 

marketing improvement, yang kemudian dihubungkan dengan tahapan brand 

awareness. Hasil penelitian menunjukkan bahwa Nest Coffee memanfaatkan 

Instagram sebagai kanal utama pemasaran digital untuk membangun brand 

awareness, khususnya pada segmen mahasiswa dan usia produktif 15–40 tahun. 

Strategi konten yang konsisten, identitas visual yang selaras, serta pemanfaatan 

earned media dari ulasan Google dan unggahan konsumen terbukti efektif dalam 

memperkuat brand recognition. Peningkatan exposure di Instagram hingga hampir 

empat kali lipat menjadi indikasi keberhasilan pada tahap brand recall, meskipun 

diferensiasi konten yang belum kuat menjadi hambatan untuk mencapai posisi top 

of mind. Penelitian ini menyimpulkan bahwa strategi konten Nest Coffee sudah 

mampu meningkatkan brand awareness hingga tahap brand recall, namun perlu 

perbaikan pada aspek diferensiasi dan eksplorasi format konten untuk mencapai top 

of mind. Hasil penelitian ini diharapkan dapat menjadi referensi bagi pelaku usaha 

kedai kopi lain dalam menyusun strategi komunikasi pemasaran digital yang 

optimal melalui pemanfaatan media sosial. 

 

Kata kunci: Nest Coffee, Brand awareness, Instagram, Content Marketing, 

Pemasaran Digital. 
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ABSTRACT 

This study aims to analyze the content marketing communication strategy 

implemented by Nest Coffee in increasing brand awareness through the Instagram 

account @nestcoffee_. The research employed a qualitative method with a case 

study approach. Data were collected through in-depth interviews with the owner, 

social media manager, consumers, and expert triangulators, as well as through 

Instagram content observation and documentation. Data analysis was conducted 

using the Content Marketing model by Kotler, which consists of eight indicators: 

goal setting, audience mapping, content ideation and planning, content creation, 

content distribution, content amplification, content marketing evaluation, and 

content marketing improvement, which were then linked to the stages of brand 

awareness. The findings indicate that Nest Coffee utilizes Instagram as its primary 

digital marketing channel to build brand awareness, particularly among university 

students and the productive age group of 15–40 years. Consistent content strategy, 

aligned visual identity, and the use of earned media from Google reviews and 

customer-generated posts have proven effective in strengthening brand recognition. 

The nearly fourfold increase in Instagram exposure serves as an indicator of 

success at the brand recall stage, although the lack of strong content differentiation 

remains an obstacle to achieving a top-of-mind position. This study concludes that 

Nest Coffee’s content strategy has successfully increased brand awareness to the 

brand recall stage but requires improvement in differentiation and exploration of 

content formats to reach the top-of-mind stage. The findings are expected to serve 

as a reference for other coffee shop businesses in developing optimal digital 

marketing communication strategies through social media utilization. 

 

Key words: Nest Coffee, Brand awareness, Instagram, Content Marketing, Digital 

Marketing. 
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