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PERAN CHIEF MARKETING OFFICER DALAM MENINGKATKAN 

BRAND AWARENESS DAN PENJUALAN FROOZ 

 

Mannuel Reinhart Potanobu 

ABSTRAK 

 

Laporan MBKM ini mendokumentasikan peran penulis sebagai Chief Marketing 

Officer (CMO) dalam pengembangan brand Frooz, sebuah bisnis minuman 

smoothies berbasis buah asli yang terjangkau, yang dibangun melalui program 

inkubasi kewirausahaan di Skystar Ventures, Universitas Multimedia Nusantara. 

Pemilihan Skystar Ventures sebagai tempat magang didasari oleh reputasinya 

sebagai inkubator bisnis yang mendukung mahasiswa dalam membangun startup 

melalui mentoring intensif, fasilitas lengkap, dan target kinerja nyata. Sebagai 

CMO, penulis bertanggung jawab dalam membentuk strategi pemasaran, 

mengelola media sosial, menyusun pitch deck, serta mengembangkan identitas 

visual Frooz. Dalam prosesnya, ditemukan beberapa kendala seperti rendahnya 

brand awareness, engagement media sosial yang masih terbatas, keterbatasan 

anggaran promosi, dan persaingan yang ketat dengan merek ternama. Untuk 

mengatasi tantangan tersebut, penulis mengimplementasikan strategi pemasaran 

organik, storytelling yang kuat, kolaborasi dengan micro-influencer, serta 

pendekatan komunitas berbasis digital dan offline. Laporan ini memberikan 

gambaran nyata tentang tantangan dan solusi dalam membangun brand baru di 

industri F&B, serta menekankan pentingnya peran CMO dalam menyelaraskan 

kreativitas, data, dan strategi dalam menghadapi pasar yang kompetitif. 

Kata kunci: MBKM, Chief Marketing Officer, brand awareness, strategi 

pemasaran digital 

 

  



 

 

 

ix 
Peran Chief Marketing Officer dalam Meningkatkan Brand Awarness dan Penjualan Frooz, 

Mannuel Reinhart Potanobu, Universitas Multimedia Nusantara 
 

PERAN CHIEF MARKETING OFFICER DALAM MENINGKATKAN 

BRAND AWARENESS DAN PENJUALAN FROOZ 

 

Mannuel Reinhart Potanobu 

 

ABSTRACT (English) 

 

This MBKM report outlines the author’s role as Chief Marketing Officer (CMO) in 

the development of Frooz, a startup business offering affordable fruit-based 

smoothies, established through the entrepreneurial incubation program at Skystar 

Ventures, Universitas Multimedia Nusantara. The choice of Skystar Ventures was 

based on its strong ecosystem for startup development, which provides intensive 

mentoring, comprehensive facilities, and real business targets for student 

entrepreneurs. As CMO, the author was responsible for crafting marketing 

strategies, managing social media accounts, creating a pitch deck, and building 

Frooz’s brand identity from scratch. Several challenges emerged during the 

process, including low brand awareness, limited social media engagement, tight 

competition from established brands, and budget constraints for paid promotions. 

To address these issues, the author implemented organic marketing strategies, 

strengthened brand storytelling, collaborated with micro-influencers, and 

developed both online and offline community-based approaches. This report offers 

practical insights into the challenges of launching a new brand in the competitive 

F&B industry and highlights the critical role of the CMO in aligning creativity, 

data, and strategic thinking to drive brand growth and customer engagement. 

Keywords: MBKM, Chief Marketing Officer, brand awareness, digital marketing 

strategy  
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