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“KOMUNIKASI PEMASARAN SARI GANDUM MELALUI SPOTIFY DALAM

MEMBANGUN BRAND AWARENESS PADA MAHASISWA UNIVERSITAS

BAKRIE.”

Erisa Novia Fithranda

ABSTRAK

Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran digital
produk Roma Sari Gandum (PT Mayora Indah Tbk) melalui platform audio streaming Spotify
serta mendeskripsikan proses pembentukan tingkatan Brand Awareness (mulai dari Brand
Recognition, Brand Recall, hingga Top of Mind) pada mahasiswa Universitas Bakrie.
Ditengah pesatnya dominasi era digital dan kebiasaan mendengarkan musik secara daring,
Spotify dimanfaatkan sebagai saluran utama untuk menembus ruang dengar pribadi (intimate

listening space) konsumen muda.

Metode penelitian ini menggunakan pendekatan mixed-methods sederhana dengan
desain studi kasus eksplanatori merujuk pada konsep Robert K. Yin. Pengumpulan data
dilakukan melalui kuesioner kuantitatif dan wawancara mendalam (in-depth interview)
bersama mahasiswa aktif Universitas Bakrie pengguna Spotify. Kerangka teori utama yang
digunakan meliputi konsep komunikasi pemasaran digital serta piramida kesadaran merek

menurut David A. Aaker dan Kevin Lane Keller.

Hasil penelitian menunjukkan bahwa pelaksanaan komunikasi pemasaran Sari Gandum
yang menggabungkan Spotify Audio Ads (durasi 15-30 detik) dan Display Companion Ads
secara efektif mampu menjangkau mahasiswa pada kondisi screenless moments atau out-of-
focus condition. Pemanfaatan strategi moment marketing pada waktu-waktu produktif
mahasiswa (Hunger Moments) serta penguatan sonic branding (melalui jingle "Kenyang
Berdendang", voiceover, dan crunchy sound effect) terbukti berhasil meningkatkan kesadaran

merek secara signifikan.

Kata Kunci: Komunikasi Pemasaran Digital, Spotify, Audio Ads, Brand Awareness,

Sari Gandum, Mahasiswa, Hunger Moments, Sonic Branding.
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“MARKETING COMMUNICATION OF SARI GANDUM THROUGH SPOTIFY IN

BUILDING BRAND AWARENESS AMONG BAKRIE UNIVERSITY STUDENTS.

Erisa Novia Fithranda

ABSTRACT

This study aims to analyze the digital marketing communication strategy of Roma Sari
Gandum (PT Mayora Indah Tbk) through the audio streaming platform Spotify, as well as to
describe the process of forming levels of Brand Awareness (ranging from Brand Recognition,
Brand Recall, to Top of Mind) among Bakrie University students. Amidst the rapid dominance
of the digital era and online music listening habits, Spotify is utilized as a primary channel to

penetrate the intimate listening space of young consumers.

This research method employs a simple mixed-methods approach with an explanatory
case study design based on Robert K. Yin’s framework. Data were collected using quantitative
questionnaires and in-depth interviews with active Bakrie University students who are Spotify
users. The core theoretical framework incorporates digital marketing communication concepts

alongside the Brand Awareness Pyramid proposed by David A. Aaker and Kevin Lane Keller.

The results indicate that Sari Gandum's marketing communication—combining Spotify
Audio Ads (15-30 seconds duration) and Display Companion Ads—effectively reaches
students during screenless moments or out-of-focus conditions. Utilizing moment marketing
strategies during students' productive study hours (Hunger Moments) and reinforcing sonic
branding (via the "Kenyang Berdendang" jingle, friendly voiceover, and crunchy sound

effects) significantly boosts brand awareness.

Keywords: Digital Marketing Communication, Spotify, Audio Ads, Brand Awareness,

Sari Gandum, University Students, Hunger Moments, Sonic Branding.
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