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STRATEGI EVENT SPONSORSHIP DAN COMMUNITY ENGAGEMENT 

DEMI MEMBANGUN AWARENESS (STUDI KASUS: LIVE 

PERFORMANCE MUSIC HAGU COFFEE SPACE BOGOR 

Marsha Liviananda 

 

ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui implementasi strategi event sponsorship 

dan community engagement dalam membangun brand awareness pada Hagu Coffee 

& Space Bogor melalui kegiatan Live Performance Music. Penelitian ini 

dilatarbelakangi oleh persaingan bisnis coffee shop yang semakin kompetitif 

sehingga diperlukan strategi komunikasi pemasaran yang mampu menciptakan 

pengalaman dan interaksi langsung dengan masyarakat. Penelitian ini 

menggunakan pendekatan kualitatif dengan desain studi kasus deskriptif. Data 

diperoleh melalui wawancara, observasi, dan dokumentasi, dengan pemilihan 

informan menggunakan teknik purposive sampling serta triangulasi sumber untuk 

memastikan keabsahan data. Hasil penelitian menunjukkan bahwa implementasi 

event sponsorship dilakukan melalui penyelenggaraan dan dukungan terhadap 

berbagai kegiatan, khususnya Live Performance Music, dengan melibatkan 

komunitas kreatif dan pihak yang sesuai dengan identitas Hagu. Strategi tersebut 

tidak hanya berfungsi sebagai bentuk dukungan terhadap kegiatan, tetapi juga 

sebagai sarana komunikasi pemasaran untuk meningkatkan eksposur dan 

membangun citra Hagu sebagai ruang yang mendukung musik, kreativitas, dan 

aktivitas komunitas. Sementara itu, community engagement diwujudkan melalui 

keterlibatan aktif komunitas, kolaborasi, pemberian ruang untuk menyampaikan 

ide, serta interaksi antara komunitas, pengunjung, dan pihak Hagu. Event 

sponsorship dan community engagement saling mendukung dalam membangun 

brand awareness melalui proses eksposur, pengalaman, dan interaksi. Strategi 

tersebut diperkuat melalui penggunaan Instagram dan konten kegiatan.  

Kata Kunci: Brand Awareness, Community Engagement, Event Sponsorship 
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ABSTRACT 
 

This study aims to examine the implementation of event sponsorship and community 

engagement strategies in building brand awareness at Hagu Coffee & Space Bogor 

through Live Performance Music activities. This research was motivated by the 

increasingly competitive coffee shop industry, which requires marketing 

communication strategies capable of creating direct experiences and interactions 

with the community. This study employed a qualitative approach with a descriptive 

case study design. Data were collected through interviews, observations, and 

documentation. Informants were selected using purposive sampling, while source 

triangulation was applied to ensure data validity. The results show that the 

implementation of event sponsorship is carried out through organizing and 

supporting various activities, particularly Live Performance Music, involving 

creative communities and parties whose characteristics are aligned with Hagu's 

identity. The strategy functions not only as support for events but also as a 

marketing communication strategy to increase brand exposure and establish Hagu 

as a space that supports music, creativity, and community activities. Meanwhile, 

community engagement is implemented through active community participation, 

collaboration, opportunities to contribute ideas, and interaction among 

communities, visitors, and Hagu. Event sponsorship and community engagement 

complement each other in building brand awareness through exposure, experience, 

and interaction. These strategies are further supported by Instagram and event-

related content, which help expand information and strengthen Hagu's brand 

identity among the public.  

Keyword: Brand Awareness, Community Engagement, Event Sponsorship 
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