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AKTIVITAS BRAND MARKETING DI PT. KALBE FARMA, TBK  

UNTUK MENINGKATKAN AWARENESS BRAND FATIGON 
 

Dede Kristian Sebayang 
 

ABSTRAK 

Kesadaran masyarakat terhadap kesehatan meningkat pesat pasca pandemi 

COVID-19, mendorong pertumbuhan industri farmasi. Di tengah persaingan yang 

semakin ketat, perusahaan dituntut tidak hanya berinovasi dalam produk, tetapi 

juga membangun strategi komunikasi merek yang kuat dan relevan agar tetap 

kompetitif serta mampu menjalin hubungan jangka panjang dengan konsumen. 

Strategi komunikasi kini bersifat menyeluruh, menggabungkan media digital dan 

konvensional untuk menciptakan narasi merek yang konsisten dan emosional. 

Divisi Brand Marketing berperan penting dalam menyampaikan pesan merek 

secara tepat dan memperkuat posisi produk di pasar. Magang di posisi ini 

memberikan kesempatan untuk terlibat langsung dalam proses perencanaan, 

pelaksanaan, hingga evaluasi kampanye pemasaran. 

Brand Marketing tidak hanya membangun citra merek, tetapi juga mendorong 

keterlibatan konsumen melalui pesan yang sesuai dengan kebutuhan mereka. 

Aktivitas ini mencakup penyusunan pesan inti, pemilihan media, hingga aktivasi 

di berbagai platform. PT Kalbe Farma Tbk dipilih sebagai tempat magang karena 

reputasinya dalam inovasi dan strategi komunikasi yang kuat. Pengalaman ini 

memungkinkan Penulis mengaitkan teori dari mata kuliah seperti Advertising 

Business Management, Social Media Marketing, strategic communication dengan 

praktik industri secara langsung. 

 
Kata kunci: strategi pemasaran, strategi promosi, aktivasi brand, Vitamin, PT 
Kalbe Farma, Brand Marketing 
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AKTIVITAS BRAND MARKETING DI PT. KALBE FARMA, TBK  

UNTUK MENINGKATKAN AWARENESS BRAND FATIGON 
 

Dede Kristian Sebayang 
 

ABSTRACT 

The selection of this internship was driven by the increasing societal emphasis on 

health, which became particularly prominent following the COVID-19 pandemic. 

This shift in public mindset has led pharmaceutical companies to reevaluate their 

strategies—not only focusing on product development but also placing greater 

importance on brand communication and market positioning. The evolving 

expectations of consumers require brands in the healthcare sector to engage in 

more integrated and empathetic communication, across both digital and 

traditional platforms. As such, marketing divisions now serve a pivotal function in 

shaping consumer perception and establishing trust within an increasingly 

competitive landscape. 

Choosing to intern in the Brand Marketing division provided an opportunity to 

observe and contribute to the practical application of marketing strategies in a 

corporate environment. This role allowed the intern to understand the inner 

workings of a brand team, including how a company designs its communications 

to remain competitive and relevant.  

Brand Marketing, by nature, is a long-term strategic approach aimed at building 

meaningful and sustainable relationships between brands and consumers. During 

the internship, to selecting media channels and supporting campaign activation. 

This hands-on experience offered a deeper insight into how strategic marketing 

contributes not only to consumer engagement, but also to overall brand strength 

and visibility in the marketplace. 

Keywords: Marketing strategy, promotional strategy, brand activation, Vitamin, 

PT Kalbe Farma, Brand Marketing 
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