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“Strategi Kampanye Digital Content Marketing dalam Membangun Brand 

Awareness Air Isi Ulang Teknologi Filtrasi pada Depot Aerplus” 

 

ALVIN ANANDA PRATAMA 

 

 

ABSTRAK 

 

Perkembangan media digital telah mendorong pemanfaatan Instagram sebagai salah 

satu media komunikasi pemasaran untuk membangun brand awareness. Depot 

AerPlus memanfaatkan Instagram untuk menyampaikan informasi mengenai 

kualitas air, teknologi filtrasi, pH 8+, serta berbagai nilai produk melalui aktivitas 

digital content marketing. Penelitian ini bertujuan untuk menganalisis strategi 

kampanye digital content marketing melalui Instagram dalam membangun brand 

awareness Depot AerPlus serta respons audiens terhadap strategi tersebut. 

Pendekatan yang digunakan adalah kualitatif dengan desain studi kasus. Data 

diperoleh melalui wawancara terhadap tiga informan internal, tiga informan 

eksternal, dan satu triangulator, serta didukung oleh observasi dan dokumentasi. 

Hasil penelitian menunjukkan adanya keterkaitan antara tahap Choosing Your 

Content Niche, konten edukasi, serta elemen identitas dan atribut merek yang 

dikenali dan diingat oleh audiens. Respons kognitif terlihat melalui pengenalan 

warna, logo, maskot, nama merek, dan pH 8+, sedangkan respons perilaku terlihat 

melalui pencarian informasi dan interaksi digital. Penelitian juga menunjukkan 

bahwa pembentukan brand awareness AerPlus berlangsung secara multi touchpoint 

dan offline to online, dengan outlet sebagai salah satu titik kontak awal dan 

Instagram sebagai media pencarian serta penguatan informasi. 

 

Kata Kunci : Digital Content Marketing, Brand Awareness, Instagram, 

Strategi Kampanye Digital, Respons Audiens. 
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“Digital Content Marketing Campaign Strategy in Building Brand Awareness 

for Filtration Technology-Based Refill Drinking Water at AerPlus Depot” 

 

ALVIN ANANDA PRATAMA 

 

 

ABSTRACT 

 

The development of digital media has encouraged the use of Instagram as one of 

the marketing communication channels for building brand awareness. Depot 

AerPlus utilizes Instagram to deliver information regarding water quality, filtration 

technology, pH 8+, and various product values through digital content marketing 

activities. This study aims to analyze the digital content marketing campaign 

strategy implemented through Instagram in building Depot AerPlus’s brand 

awareness, as well as audience responses to the strategy. This study employs a 

qualitative approach with a case study design. Data were collected through 

interviews with three internal informants, three external informants, and one 

triangulator, supported by observation and documentation. The findings indicate a 

relationship between the Choosing Your Content Niche stage, educational content, 

and the brand identity elements and attributes recognized and remembered by 

audiences. Cognitive responses are reflected in the recognition of colors, logos, 

mascots, brand names, and pH 8+, while behavioral responses are reflected in 

information-seeking activities and digital interactions. The study also shows that 

AerPlus’s brand awareness is formed through a multi-touchpoint and offline-to-

online process, with physical outlets serving as one of the initial touchpoints and 

Instagram functioning as a medium for information seeking and reinforcement. 

 

Keywords : Digital Content Marketing, Brand Awareness, Instagram, The Epic 

Content Marketing Process, Audience Response 
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