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HALAMAN PERSEMBAHAN

Consider it pure joy, my brothers and sisters,

whenever you face trials of many kinds, because you know that
the testing of your faith produces perseverance.

Let perseverance finish its work so that you may be mature and
complete, not lacking anything.

If you don’t know what you 're doing, pray to the Father.

He loves to help. You'll get His help, and won’t be
condescended to when you ask for it.

Ask boldly, believingly, without a second thought.
People who ‘worry their prayers’ are like wind-whipped waves.

Don't think you 're going to get anything from the Master that
way, adrift at sea, keeping all your options open.

James 1:2-6
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STRATEGI MARKETING COMMUNICATIONS DOUGH DARLINGS
DALAM MENCIPTAKAN BRAND AWARENESS

ABSTRAK
Oleh: Anastasia

Kemajuan smartphone dengan berbagai fitur dan aplikasinya melahirkan
sebuah perilaku sosial baru dimana media sosial diakses untuk mencari berbagali
informasi akan suatu hal, termasuk ketika akan melakukan suatu pembelian.
Media sosial yang populer saat ini ialah social networking seperti Instagram.
Keunggulan Instagram tak hanya mengubah perilaku konsumen tetapi juga
menyebabkan beragam merek lokal (local brand) yang bermunculan memulai
usahanya dalam bentuk online, termasuk pelaku bisnis di industri makanan.
Dough Darlings merupakan salah satu local brand dalam industri makanan yang
memanfaatkan sarana online dalam melakukan kegiatan komunikasi
pemasarannya.

Judul penelitian ini adalah “Strategi Marketing Communications Dough
Darlings dalam Menciptakan Brand Awareness”. Penelitian ini bertujuan untuk
mengetahui bagaimana strategi marketing communications yang dilakukan Dough
Darlings dalam menciptakan brand awareness serta mengetahui pemanfaatan
social media oleh Dough Darlings dalam menciptakan brand awareness.

Paradigma penelitian ini adalah paradigma post-positivistik dengan
pendekatan kualitatif bersifat deskriptif dengan metode studi kasus. Pengumpulan
data dilakukan dengan wawancara dan studi dokumentasi online. Data dianalisis
menggunakan teknik analisis data Miles dan Huberman dan menggunakan teknik
uji keabsahan data triangulasi sumber, metode, dan teori.

Hasil penelitian menunjukkan bahwa Dough Darlings menerapkan
menerapkan strategi pull dan push dengan pemanfaatan The 3M Smith & Zook.
Strategi marketing communications yang dilakukan Dough Darlings dilakukan
untuk menciptakan brand awareness pada calon konsumen di target pasar Dough
Darlings sehingga produk Dough Darlings dapat dinikmati oleh masyarakat dalam
maupun luar Indonesia. Dough Darlings menggunakan sales promotion, publicity,
direct marketing, personal selling pada jalur online dan offline sebagai marketing
communications mix tools dalam mencapai tujuan yang telah ditetapkan. Mengacu
pada SOSTAC planning system, Dough Darlings dalam melakukan evaluasi
masih bersandar pada respon konsumen dalam jumlah penjualan dan jumlah like
serta comment pada Instagram saja yang belum dapat diukur secara pasti dan
dijadikan acuan perencanaan berikutnya.

Kata kunci: strategi, marketing communications, brand awareness, interactive
marketing communications.
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DOUGH DARLINGS’ MARKETING COMMUNICATIONS STRATEGY
IN CREATING BRAND AWARENESS

ABSTRACT
By: Anastasia

Smartphone’s development with its features on applications spawned a new
social behavior such as social media IS now accessible to search various
information, even make a purchase on it. The most popular social media
nowadays is social networking sites like Instagram. Instagram’s advantages not
only changes the consumer behavior but also cause an emerging of various local
brands who have online form as their starting point, including the food industry.
Dough Darlings is one of those local brand in the food industry who use online
tools in marketing communications activities.

This thesis is titled “Dough Darlings’ Marketing Communications Strategy
in Creating Brand Awareness”. The aim of this research is to know how is the
marketing communications strategy of Dough Darlings and also to know the
utilization of social media by Dough Darlings in creating brand awareness.

This research uses a post-positivistic paradigm with qualitative descriptive
approach, and case study research as its methods. Collecting data technique used
are interview and online document study. Data is analyzed with Miles and
Huberman technique.

The result of this research is Dough Darlings uses pull and push strategies and
utilize The 3M Smith & Zook. Dough Darlings’ marketing communications
strategy aims to create brand awareness to potential consumer in their target
market, so their products could be enjoyed by local and global publics. Dough
Darlings uses sales promotion, publicity, direct marketing, communications mix
tools in reaching the objectives. Refers to SOSTAC planning system, in
evaluating process, Dough Darlings still relying on consumer’s responses in sales
and number of likes and comments on Instagram that still immeasurable.

Keywords: strategy, marketing communications, brand awareness, interactive
marketing communications.
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