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STRATEGI BRAND ACTIVATION KAPAL API MELALUI PROGRAM 

”KAPAL API GOES TO CAMPUS: SEDUH INSPIRASI” DALAM 

MEMBENTUK PERSEPSI KONSUMEN 

Rayhan Aditya Putra Prasongko 

ABSTRAK 

Penelitian ini bertujuan untuk mendeskripsikan dan menganalisis strategi brand 

activation Kapal Api melalui program "Kapal Api Goes to Campus: Seduh 

Inspirasi" di Telkom University berdasarkan model BETTER (Smilansky, 2009), 

serta menganalisis persepsi konsumen pada tahap exposure, attention, dan 

interpretation. Penelitian ini menggunakan pendekatan kualitatif dengan metode 

studi kasus. Data dikumpulkan melalui wawancara semi terstruktur, observasi, dan 

dokumentasi terhadap dua event organizer dan empat konsumen sebagai informan, 

lalu dianalisis melalui reduksi data, penyajian data, serta penarikan kesimpulan dan 

verifikasi. Hasil penelitian menunjukkan bahwa keenam elemen BETTER telah 

diterapkan, dengan brand personality, target audience, exponential element, dan 

reach relatif lebih menonjol, sedangkan emotional connection dan two-way 

interaction belum diterima merata akibat keterbatasan pengelolaan booth. Seluruh 

informan sudah mengenal Kapal Api, namun citranya masih melekat pada kopi 

hitam dan konsumen berusia lebih tua, dengan figur narasumber menjadi daya tarik 

utama kehadiran mereka. Perhatian informan selama acara terbentuk melalui cara 

penyampaian narasumber, kesesuaian materi, dan interaksi tiap booth, dan merek 

dimaknai secara positif meski belum tentu mengubah pilihan produk mereka. 

Temuan ini mengindikasikan bahwa program “Kapal Api Goes to Campus: Seduh 

Inspirasi” pada chapter Telkom University berhasil memperluas persepsi positif 

Kapal Api kepada konsumen yang hadir. 

Kata Kunci: brand activation, persepsi konsumen, BETTER model, generasi Z 
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BRAND ACTIVATION STRATEGY OF KAPAL API THROUGH THE 

“KAPAL API GOES TO CAMPUS: SEDUH INSPIRASI” PROGRAM IN 

SHAPING CONSUMER PERCEPTION 

Rayhan Aditya Putra Prasongko 

ABSTRACT 

This study aims to describe and analyze Kapal Api’s brand activation strategy 

through the “Kapal Api Goes to Campus: Seduh Inspirasi” program at Telkom 

University based on the BETTER model (Smilansky, 2009), as well as to analyze 

consumer perceptions at the stages of exposure, attention, and interpretation. This 

study employs a qualitative approach using a case study method. Data were 

collected through semi-structured interviews, observations, and documentation 

involving two event organizers and four consumers as informants. The data were 

analyzed through data reduction, data presentation, and conclusion drawing and 

verification. The findings indicate that all six elements of the BETTER model were 

implemented, with brand personality, target audience, exponential element, and 

reach being relatively more prominent, while emotional connection and two-way 

interaction were not evenly achieved due to limitations in booth management. All 

informants were already familiar with Kapal Api; however, its image remained 

associated with black coffee and older consumers, while the presence of the guest 

speaker became the primary attraction for their attendance. The informants’ 

attention during the event was shaped by the guest speaker’s delivery, the relevance 

of the material, and interactions at each booth. The brand was perceived positively, 

although this did not necessarily influence their product preferences. These findings 

indicate that the “Kapal Api Goes to Campus: Seduh Inspirasi” program at Telkom 

University successfully broadened the positive perception of Kapal Api among the 

consumers who attended. 

Keywords: brand activation, consumer perception, BETTER model, Generation Z 
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