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ABSTRAK 

 

 

Industri vitamin dan suplemen anak di Indonesia berkembang pesat seiring 

meningkatnya kesadaran orangtua akan pentingnya nutrisi. Cerebrofort, produk 

vitamin anak dari Kalbe Consumer Health, telah lama menjadi pemimpin pasar, 

namun kini menghadapi persaingan ketat dari brand baru dengan strategi 

pemasaran inovatif dan tantangan stock issue yang mempengaruhi loyalitas 

pelanggan. Melalui magang sebagai Brand Marketing Intern, akan terlibat dalam 

penyusunan dan pelaksanaan strategi pemasaran untuk mengembalikan posisi 

Cerebrofort sebagai market leader. Tugas utama meliputi peningkatan kesadaran 

brand melalui digital marketing, optimalisasi komunikasi produk, serta penguatan 

promosi hingga perencanaan ide creative. Pendekatan Marketing Funnel 

digunakan agar strategi lebih terstruktur, dimulai dari Awareness (kesadaran), 

Consideration (pertimbangan), Conversion (konversi), Loyalty (loyalitas) dan 

Advocacy (advokasi). Kendala yang utama ditemukan berkaitan dengan 

kurangnya pengalaman dalam menyusun poin pembicaraan payung yang seragam 

tetapi adaptable untuk berbagai saluran komunikasi, serta kurangnya pemahaman 

awal terhadap peraturan komunikasi merek, terutama yang berhubungan dengan 

batasan klaim dan gaya bahasa yang tepat. Namun, pengalaman magang berhasil 

meningkatkan keterampilan dalam merancang strategi pemasaran berdasarkan 

marketing funnel, menganalisis tren audiens, serta mengelola komunikasi merek 

di tengah persaingan, sehingga memberikan wawasan yang lebih dalam mengenai 

praktik nyata brand marketing di industri yang kompetitif. 

 

 

Kata kunci: Brand Marketing, Brand building, Magang, Cerebrofort 
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Imelandya Salim 

 

 

ABSTRACT 

 

The children's vitamin and supplement industry in Indonesia has experienced 

rapid growth, driven by increasing parental awareness of the importance of 

nutrition. Cerebrofort, a children's vitamin brand under Kalbe Consumer Health, 

has long been a market leader. However, it is currently facing intense competition 

from emerging brands employing innovative marketing strategies, as well as 

challenges related to stock issues that have affected customer loyalty. During the 

internship as a Brand Marketing Intern, I was involved in the development and 

execution of marketing strategies aimed at reclaiming Cerebrofort’s position as a 

market leader. My key responsibilities included increasing brand awareness 

through digital marketing, optimizing product communication, strengthening 

promotional activities, and contributing to creative planning. A Marketing Funnel 

approach was applied to ensure a more structured strategy—starting from 

Awareness, Consideration, Conversion, Loyalty, to Advocacy. The main 

challenges encountered were a lack of experience in crafting unified yet adaptable 

umbrella messaging across different communication channels, and limited initial 

understanding of brand communication regulations, especially those related to 

claim limitations and appropriate language styles. Nevertheless, the internship 

experience successfully enhanced my skills in designing marketing strategies 

based on the marketing funnel, analysing audience trends, and managing brand 

communication in a competitive landscape thus providing deeper insight into 

real-world brand marketing practices in a dynamic industry. 
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