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STRATEGI DIGITAL CONTENT MARKETING MISSIBU ROASTER DALAM
MEMBANGUN BRAND AWARENESS DI MEDIA SOSIAL INSTAGRAM

Hening Jagat Ciptaning QM

ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi digital content marketing Missibu Roaster
dalam membangun brand awareness di media sosial Instagram. Di tengah ketatnya persaingan
industri kopi lokal, Missibu beralih dari promosi konvensional menuju pendekatan konten
edukatif dan naratif. Penelitian ini menggunakan pendekatan kualitatif deskriptit dengan metode
studi kasus. Pengumpulan data dilakukan melalui wawancara mendalam, observasi, dan
dokumentasi bersama pihak internal perusahaan serta konsumen. Analisis data memadukan teori
4C (Context, Communications, Collaboration, Connection) dan hierarki brand awareness
David Aaker. Hasil penelitian menunjukkan bahwa implementasi 4C berjalan efektif; dimensi
Context melalui visual dan storytelling yang distingtif, diimbangi dimensi Communications
yang responsif, sukses merangsang Collaboration organik dan Connection emosional.
Kesimpulannya, strategi ini berhasil mengeskalasi kesadaran merek konsumen secara solid
hingga mencapai tahap brand recall, menjadikan Missibu sebagai rujukan prioritas di benak
audiens saat mencari referensi kopi, meskipun belum mendominasi top of mind secara universal.

Kata kunci: Digital Content Marketing, Brand Awareness, Instagram, Storytelling, Missibu
Roaster

ABSTRACT

This study aims to analyze Missibu Roaster's digital content marketing strategy in building
brand awareness on Instagram. Amidst the highly competitive local coffee industry, Missibu
shifted from traditional promotions to an educational and narrative content approach. This study
uses a descriptive qualitative approach with a case study method. Data were collected through
in-depth interviews, observation, and documentation with internal management and consumers.
The analysis integrates the 4C theory (Context, Communications, Collaboration, Connection)
and David Aaker’s brand awareness hierarchy. The results indicate that the 4C implementation
is highly effective; the Context dimension through strong visuals and storytelling, balanced with
responsive Communications, successfully stimulates organic Collaboration and emotional
Connection. In conclusion, this strategy solidly escalates consumer brand awareness to the brand
recall stage, establishing Missibu as a priority option in the audience's evoked set when seeking
coffee references, although not yet universally dominating the top of mind.

Keywords: Digital Content Marketing, Brand Awareness, Instagram, Storytelling, Missibu
Roaster
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