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Implementasi Strategi Komunikasi Pemasaran Berbasis Event

dan Instagram dalam Membangun Awareness di Bagi Kopi

ABSTRAK

Latar Belakang: Industri coffee shop di Indonesia mengalami pertumbuhan
pesat dengan persaingan yang semakin ketat, terutama di kawasan Jakarta Selatan.
Dalam konteks ini, coffee shop lokal menghadapi tantangan besar dalam membangun
brand awareness dan engagement konsumen di tengah dominasi merek chain besar yang
memiliki anggaran pemasaran lebih besar.

Tujuan: Penelitian ini bertujuan menganalisis implementasi strategi komunikasi
pemasaran berbasis event offline dan Instagram marketing dalam membangun brand
awareness dan engagement konsumen pada Bagikopi, sebuah coffee shop lokal di
Kemang, Jakarta Selatan.

Metode: Penelitian ini menggunakan pendekatan kualitatif dengan desain studi
kasus. Data dikumpulkan melalui wawancara mendalam dengan 25 informan (6 informan
internal dari tim marketing, social media, dan event,; serta 19 konsumen), observasi
partisipatif terhadap aktivitas event dan konten Instagram, serta analisis dokumentasi
visual dan metrik engagement. Analisis data menggunakan model interaktif Miles,
Huberman, dan Saldana dengan triangulasi metode, sumber, dan teori.

Hasil: Temuan menunjukkan bahwa event marketing efektif menciptakan
emotional engagement (60% informan merasa terikat emosional) dan behavioral
engagement offline (75% menghadiri event, 70% merekomendasikan), namun konversi ke
digital engagement masih rendah (30% berinteraksi di Instagram). Brand awareness
mencapai 80% untuk recognition, namun hanya 25% untuk recall dan 10% untuk top of
mind. Integrasi event-Instagram menghadapi tantangan berupa keterlambatan publikasi
konten (rata-rata 1-3 hari pasca-event), rendahnya user-generated content (3-5 stories
per event), dan engagement rate di bawah standar industri (3,8% vs 5-8%).

Kesimpulan: Meskipun event offline berhasil menciptakan pengalaman
mendalam dan ikatan emosional, efektivitas strategi komunikasi pemasaran terhambat
oleh kurangnya real-time content, minimnya konten interaktif, keterbatasan paid
promotion, dan koordinasi internal yang belum optimal. Penelitian ini merekomendasikan
publikasi  konten real-time, implementasi incentive untuk user-generated content,
peningkatan  fitur interaktif Instagram, serta pembangunan Standard Operating
Procedure untuk integrasi event-Instagram.

Kata Kunci: komunikasi pemasaran, event marketing, Instagram marketing,
brand awareness, engagement, coffee shop, integrated marketing communication
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Building Awareness at Bagi Kopi: Implementation of Marketing

Communication Strategic Event and Instagram Based

ABSTRACT

Background: The coffee shop industry in Indonesia has experienced rapid
growth with increasingly fierce competition, particularly in the South Jakarta area.
In this context, local coffee shops face significant challenges in building brand
awareness and consumer engagement amidst the dominance of large chain brands
that possess much larger marketing budgets.

Objective: This research aims to analyze the implementation of marketing
communication strategies based on offline events and Instagram marketing in
building brand awareness and consumer engagement at Bagikopi, a local coffee
shop in Kemang, South Jakarta.

Methods: This study employs a qualitative approach with a case study
design. Data were collected through in-depth interviews with 25 informants (6
internal informants from the marketing, social media, and event teams; and 19
consumers), participatory observation of event activities and Instagram content,
and analysis of visual documentation and engagement metrics. Data analysis
utilized the interactive model by Miles, Huberman, and Saldana, with
triangulation of methods, sources, and theories.

Results: The findings indicate that event marketing is effective in creating
emotional engagement (60% of informants felt emotionally connected) and
offline behavioral engagement (75% attended events, 70% recommended the
venue); however, conversion to digital engagement remains low (only 30%
interacted on Instagram). Brand awareness reached 80% for recognition, but only
25% for recall and 10% for top-of-mind. The integration of event-Instagram
faces challenges such as delayed content publication (averaging 1-3 days
post-event), low user-generated content (3—5 stories per event), and an
engagement rate below the industry standard (3.8% vs. 5-8%).

Conclusion: Although offline events successfully create immersive
experiences and emotional bonds, the effectiveness of the marketing
communication strategy is hindered by a lack of real-time content, minimal
interactive content, limited paid promotion, and suboptimal internal coordination.
This research recommends real-time content publication, the implementation of
incentives for user-generated content, enhancement of Instagram’s interactive
features, and the development of Standard Operating Procedures (SOP) for
event-Instagram integration.

Keywords: marketing communication, event marketing, Instagram
marketing, brand awareness, engagement, coffee shop, integrated marketing
communication
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