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STRATEGI COMMUNITY RELATIONS DALAM 

MEMBANGUN BRAND AWARENESS HIGROUND COFFEE 

 Naila Medita 

ABSTRAK 
 
Kedai kopi telah menjadi pusat interaksi sosial yang dapat melahirkan sebuah 
komunitas di dalamnya. Higround Coffee, sebuah kedai kopi kecil yang terletak di 
Harapan Indah Bekasi yang memiliki kegiatan komunitas yang penting bagi 
kesuksesan bisnisnya. Penelitian ini bertujuan untuk mengeksplorasi bagaimana 
strategi community relations dapat membangun brand awareness dengan 
menggunakan konsep landasan pemahaman komunitas, konsep manajemen 
strategis public relations, teori penetrasi sosial dan piramida brand awareness. 
Penelitian ini menggunakan pendekatan kualitatif dengan metode studi kasus. 
Temuan dari penelitian ini sesuai dengan strategi community relations. Penelitian 
ini mencerminkan tahapan community relations dan komponen pendekatan 
komunitas dengan menerapkan piramida brand awareness. Selanjutnya, dengan 
strategi community relations, pemahaman tentang aktivitas dari hasil interaksi 
antara anggota dan perusahaan akan dipahami dan dikelola dengan baik, Higround 
Coffee dapat membangun identitas mereka terhadap publik dengan 
mengembangkan hubungan yang kuat dengan pemangku kepentingan perusahaan 
melalui relasi komunitas.  

 
Kata kunci: Community Relations, Brand Awareness, Coffee Shop, Higround 
Coffee 
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COMMUNITY RELATIONS STRATEGY TO BUILD 

HIGROUND COFFEE BRAND AWARENESS 

Naila Medita 
 

ABSTRACT 
 

The coffee shop has become a social hub that fosters community interaction within 
its premises. Higround Coffee, a small café located in Harapan Indah, Bekasi, 
emphasizes community activities that are crucial to its business success. This study 
aims to explore how community relations strategies can build brand awareness by 
employing the principles of community engagement, strategic public relations 
management, social penetration theory, and the brand awareness pyramid. The 
research utilizes a qualitative approach through a case study method. Findings 
from this research align with effective community relations strategies. It reflects the 
stages of community relations and components of community engagement by 
applying the brand awareness pyramid. Furthermore, through community relations 
strategies, understanding the outcomes of interactions between members and the 
company will be effectively managed. Higround Coffee can establish its identity by 
developing strong relationships with stakeholders through community relations. 

 
Keywords: Community Relations, Brand Awareness, Coffee Shop, Higround Coffee 
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