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ABSTRAK

Penelitian ini bertujuan untuk mengetahui strategi konten komunikasi pemasaran
yang diterapkan Kaman Coffee Roaster melalui akun Instagram
@kamancoffeeroaster untuk meningkatkan brand awareness. Penelitian
menggunakan pendekatan kualitatif dengan metode case study research dari
Creswell, mengacu pada teori Content Marketing Framework oleh Joe Pulizzi dan
konsep brand awareness dari Aaker. Pengumpulan data dilakukan melalui
wawancara mendalam dengan tim internal, pelanggan tetap, serta triangulasi
bersama pakar komunikasi. Selain itu, penulis juga melakukan observasi dan
dokumentasi terhadap konten Instagram yang diunggah oleh Kaman Coffee
Roaster. Hasil penelitian menunjukkan bahwa strategi konten yang digunakan
meliputi konsistensi visual dan identitas merek, pendekatan product-oriented
dengan sentuhan edukasi, pemanfaatan storytelling sebagai elemen diferensiasi,
penggunaan [Instagram Reels untuk menjangkau audiens lebih luas, produksi
konten secara batch untuk efisiensi, serta penggunaan karakter visual khas dalam
kemasan maupun materi promosi. Pendekatan tersebut dirancang untuk
memperkuat identitas merek di mata audiens, menampilkan keunikan produk, serta
membangun hubungan emosional melalui narasi visual yang konsisten. Fokus
utama strategi ini adalah menghadirkan konten yang relevan, menarik, dan sesuai
dengan karakteristik target audiens, terutama kalangan muda, coffee enthusiast, dan
home brewers.

Kata kunci: Strategi Konten, Komunikasi Pemasaran, instagram, coffeeshop,
Brand Awareness
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CONTENT COMMUNICATION STRATEGY KAMAN COFFEE ROASTER
THROUGH INSTAGRAM ACCOUNT @KAMANCOFFEEROASTER IN
INCREASING BRAND AWARENESS

Dwiki Irfan Saputra

ABSTRACT

This study aims to identify the content marketing communication strategies of
Kaman Coffee Roaster implemented through the Instagram account
@kamancoffeeroaster to enhance brand awareness. The research adopts a
qualitative approach using Creswell’s case study research method, referring to Joe
Pulizzi’s Content Marketing Framework and Aaker’s concept of brand awareness.
Data collection was conducted through in-depth interviews with the internal team,
regular customers, and triangulation with a communication expert. In addition,
observation and documentation were carried out on the Instagram content posted
by Kaman Coffee Roaster. The findings reveal that the content strategy includes
visual consistency and brand identity, a product-oriented approach with an
educational touch, the use of storytelling as a differentiation element, leveraging
Instagram Reels to reach a wider audience, batch content production for efficiency,
and the use of distinctive visual characters in packaging and promotional
materials. These approaches are designed to strengthen brand identity in the minds
of the audience, showcase product uniqueness, and build emotional connections
through consistent visual narratives. The primary focus of this strategy is to deliver
relevant and engaging content that aligns with the characteristics of the target
audience, particularly young people, coffee enthusiasts, and home brewers.

Keywords: Content Strategy, Marketing Communication, instagram, coffeeshop,
Brand Awareness
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