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STRATEGI INFLUENCER MARKETING KOPIELATTE 

DALAM MENINGKATKAN BRAND AWARENESS DI 

KALANGAN GEN Z BALI 

Charlenne Priscilla Febiona 

ABSTRAK 

Pertumbuhan industri kopi yang pesat di Bali telah mendorong tingginya persaingan 

antar coffee shop, sehingga strategi pemasaran yang efektif menjadi hal yang krusial, 

terutama untuk menjangkau Gen Z yang sangat dekat dengan media sosial dan 

cenderung mempercayai konten dari influencer dibandingkan iklan tradisional. 

Salah satu brand lokal yang menarik perhatian adalah Kopielatte, sebuah UMKM 

yang menggunakan influencer marketing sebagai strategi utama untuk membangun 

brand awareness di kalangan Gen Z Bali. 

Penelitian ini bertujuan untuk mengetahui strategi influencer marketing Kopielatte 

dalam meningkatkan brand awareness di kalangan Gen Z Bali. Penelitian ini 

menggunakan pendekatan kualitatif dengan metode studi kasus dan jenis penelitian 

deskriptif. Teknik pengumpulan data meliputi wawancara, observasi tidak langsung 

konten media sosial, dan dokumentasi aktivitas digital marketing Kopielatte. 

Hasil penelitian menunjukkan bahwa Kopielatte secara konsisten menggunakan 

berbagai tipe influencer, dari nano hingga mega influencer serta memanfaatkan 

platform Instagram dan TikTok yang sesuai dengan karakteristik target audiens. 

Pemilihan influencer lebih menekankan pada engagement rate dibandingkan jumlah 

followers, dengan gaya konten yang natural dan relatable. Strategi ini terbukti efektif 

dalam meningkatkan brand awareness dan relevansi brand di kalangan Gen Z, serta 

mendukung pendekatan community-based marketing dan word of mouth digital. 

 

 

Kata kunci: Influencer Marketing, Brand Awareness, Engagement Rate, Gen 

Z, Digital Marketing 
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INFLUENCER MARKETING STRATEGY OF KOPIELATTE 

INCREASING BRAND AWAERENESS AMONG GEN Z IN BALI 

Charlenne Priscilla Febiona 

 

ABSTRACT 

The rapid growth of the coffee industry in Bali has intensified competition among 

coffee shops, making effective marketing strategies essential—especially when 

targeting Generation Z, a digitally native group that places greater trust in 

influencer content over traditional advertisements. One local brand that has gained 

attention is Kopielatte, an emerging SME that leverages influencer marketing as its 

primary strategy to build brand awareness among Gen Z in Bali. 

This research aims to explore Kopielatte’s influencer marketing strategy in 

increasing brand awareness among Gen Z in Bali. Using a qualitative approach with 

a case study method and descriptive research type, data were collected through in- 

depth interviews, social media content observation, and documentation of 

Kopielatte’s digital marketing activities. 

The findings reveal that Kopielatte consistently collaborates with various types of 

influencers, ranging from nano to mega influencers, and utilizes Instagram and 

TikTok as its main platforms, both of which align with Gen Z's media consumption 

habits. Influencer selection prioritizes engagement rate over follower count and 

emphasizes natural, relatable content. This strategy has proven effective in 

enhancing brand awareness and positioning, supporting a community-based 

marketing approach and digital word-of-mouth. 

 

 

Keywords: Influencer Marketing, Brand Awareness, Engagement Rate, Gen 

Z, Digital Marketing 
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