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STRATEGI MARKETING COMMUNICATION KOPI 

ABC DALAM MEMBANGUN BRAND AWARENESS 

MELALUI EVENT SPONSORSHIP JAKCLOTH 

 

ABSTRAK 

 

oleh: Alexander Aji Wicaksono 

 

Pentingnya brand awareness bagi seluruh perusahaan untuk dapat dikenal 

target market mereka. Hal ini guna membuat brand bertahan dalam kompetisi 

bisnis mereka. Dewasa ini perlu diketahui semakin banyak brand kopi saset 

muncul dan membuat brand-brand tersebut harus menampilkan sisi perbedaan 

mereka dibandingkan dengan brand lainnya. Hal ini yang membuat Kopi ABC 

merasa mereka perlu membangun brand awareness Kopi ABC. 

Teori atau konsep yang digunakan dalam penelitian ini antara lain 

Hierarchy of effects, The Functional Areas of Marketing Communication, Event & 
Sponsorship, Brand Awareness. Metodologi yang digunakan adalah metode 

kualitatif dengan jenis penelitian studi kasus-deskriptif dan paradigma yang 

digunakan adalah post-positivistik. Teknik pengumpulan data dalam penelitian ini 

menggunakan teknik wawancara mendalam, observasi dan studi dokumen. 

Wawancara mendalam dilakukan dengan tiga informan; key informan, informan 

pertama, dan informan ahli. Hasil penelitian ini menyatakan kegiatan event 

sponsorship Kopi ABC dalam event Jakcloth berhasil membangun brand 

awareness mereka. 

 

 

Kata kunci: Brand Awareness, Marketing communication, event 

sponsorship, Kopi ABC 
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MARKETING COMMUNICATION STRATEGY KOPI 

ABC IN BUILDING BRAND AWARENESS THROUGH 

EVENT SPONSORSHIP JAKCLOTH 

 

ABSTRACT 

 

By: Alexander Aji Wicaksono 

 

The importance of brand awareness for all companies to be known their 

target market. This is to make the brand survive in their business competition. 

Nowadays more and more brands of saset coffee are emerging and making brands 

have to show their difference side compared to other brands. This makes Kopi 

ABC feel they need to build a brand awareness of Kopi ABC. 

Theories or concepts used in this study include Hierarchy of effects, The 

Functional Areas of Marketing Communication, Event & Sponsorship, Brand 

Awareness. The methodology used is qualitative method with study case-

descriptive research type and the paradigm used is post-positivistic. Data 

collection techniques in this study using in-depth interview techniques, 

observation and document studies. In-depth interviews were conducted with three 

informants; Key informants, first informants, and expert informants. The results of 

this study stated that the event of Kopi ABC sponsorship event in Jakcloth 

successfully build their brand awareness. 

 

 

Keywords: Brand Awareness, Marketing communication, event sponsorship, Kopi 

ABC 
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