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ABSTRAK 

Merintis usaha tanpa strategi yang tepat dapat membuat usaha merugi 

bahkan bangkrut ditambah dengan kondisi pandemi yang mengharuskan banyak 

usaha melakukan strategi baru untuk memasuki dunia digital. Digital marketing 

communication seharusnya menjadi sarana yang mampu menunjang 

pengembangan brand awareness bisnis UMKM, namun pemanfaatan digital 

marketing communication sendiri di Indonesia masih sangat minim. 

Peneliti ingin menganalisa terhadap bagaimana Se’I Sapiku menerapkan 

strategi digital marketing communication dalam membangun brand-nya. 

Penelitian ini menjadi menarik terlebih Se’I Sapiku Indonesia berhasil menjadi top 

of mind bagi penikmat se’i. Penenlitian ini menggunakan teori digital marketing 

communication khususnya sosial media Instagram, dengan metode penelitian 

kualitatif deskriptif pendeketan in-depth interview dengan narasumber yang 

merupakan tim dari Se’i Sapiku Indonesia yaitu Co Founder sekaligus COO (Chief 

Operational Officer), CDMO (Chief Digital Marketing Officer), Digital  

Marketing Project Manager, dan Social Media Manager. Peneliti juga melakukan 

pengumpulan data melalui dokumen perusahaan, dan observasi partisipan. 

Hasil penelitian menemukan bahwa Se’i Sapiku Indonesia tetap 

menjadikan komunikasi pemasaran konvensional sebagai dasar menentukan 

strategi yang diterapkan dalam melakukan kegiatan digital marketing 

communication dikarenakan penggunaan media sosial hanyalah perubahan 

platfrom sedangkan konsumen pada dasarnya sama yaitu manusia. Sehingga, yang 

perlu disesuaikan adalah market habbit  dalam pennggunaan media sosial. Serta 

pemanfaatan KOL, Influencer, serta press release sangat membantu meraih 

kepercayaan konsumen dalam proses membangun brand awareness. 

Kata Kunci: Strategi Komunikasi Pemasaran, Komunikasi Pemasaran Digital, 

Media Sosial, Instagram, Brand Awareness 
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ABSTRACT 

Starting a business without the right strategy will make a business losing 

money and even bankrupt, coupled with the pandemic conditions that require many 

businesses to carry out new strategies to enter the digital era. Digital marketing 

communication should be a medium that can support the development of  UMKM 

brand awareness, but the use of digital marketing communication itself in 

Indonesia is still very minimal. 

Researchers want to analyze how Se'i Sapiku applies digital marketing 

communication strategy in building its brand. This research is interesting, 

especially since Se'I Sapiku Indonesia has succeeded in becoming the top of mind 

for se'i connoisseurs. This study uses digital marketing communication theory, 

especially social media Instagram, with descriptive qualitative research methods 

with in-depth interviews with resource persons who are a team from Se'i Sapiku 

Indonesia, such a Co Founder and COO (Chief Operational Officer), CDMO 

(Chief Digital Marketing Officer). ), Digital Marketing Project Manager, and 

Social Media Manager. Researchers also collect data through company 

documents, and participant observation. 

The results of the study found that Se'i Sapiku Indonesia still use 

conventional marketing communication as the basis for determining the strategy 

applied in carrying out digital marketing communication activities because the use 

of social media was only a platform change, while consumers were basically the 

same, namely humans. So, what needs to be adjusted is the market habit in the use 

of social media. And the use of KOL, Influencers, and press releases is very helpful 

in gaining consumer trust in the process of building brand awareness. 

Keywords: Marketing Communication Strategy, Digital Marketing 

Communication, Social Media, Instagram, Brand Awareness 


