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Strategi Komunikasi Pemasaran Dalam Membangun
Brand Awareness Mazda Di Indonesia

Farell Azadiel Azra

ABSTRAK

Mazda adalah produsen mobil asal negara Jepang yang sudah lama ada di Indonesia.
Mazda sempat beberapa kali berganti APM (Agen Pemegang Merk) namun, semenjak
dibawahi oleh PT. Eurokars Motor Indonenesia, perkembangan Mazda di Indonesia
semakin positif. Metode penelitian yang digunakan adalah kualitatif, dengan
pengumpulan data melalui wawancara, observasi, dan dokumentasi. Subyek
penelitiannya adalah Mazda, dan objek penelitiannya strategi komunikasi pemasaran
Mazda dalam meningkatkan brand awareness di Indonesia .Peneliti menyimpulkan ada
empat kategorisasi pemasaran Mazda yang di lakukan di Indonesia untuk meningkatkan
brand awareness, antara lain, membangun kepercayaan customer, promosi melalui
digital marketing, komunikasi pemasaran, dan membangun brand awareness melalui
filosofi yang dimiliki Mazda. Namun Mazda juga memiliki kendala dalam memasarkan
produknya yang di karenakan minimnya jumlah dealer yang dimiliki di Indonesia dan
tingginya harga jual produk dibanding brand mobil Jepang lainnya. Hal tersebut
disebabkan karena Mazda mengincar target market yang lebih eksklusif yang membuat
keberadaan dealer hanya ada di kota-kota besar saja. Tingginya harga jual produk
Mazda juga sebanding apa yang didapat di produknya dan kualitas material yang
dipakai diatas brand mobil Jepang lainnya. Studi ini menyarankan agar Mazda lebih
melakukan kolaborasi dengan sifat yang lebih premium supaya sebanding dengan image
Mazda yang dibangun

Kata Kunci: Strategi Komunikasi Pemasaran, Brand Awareness, Mazda
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Mazda's Marketing Communication Strategy in Building
Brand Awareness In Indonesia

Farell Azadiel Azra

ABSTRACT

Mazda is a Japanese car manufacturer that has been in Indonesia for a long time. Mazda
had changed APM (Brand Holder Agent) several times, however, since being under the
direction of PT Eurokars Motor Indonesia, Mazda's development in Indonesia has been
increasingly positive. The research method used is qualitative, with data collection
through interviews, observation, and documentation. The researchsubject is Mazda, and
the object of research is Mazda's marketing communication strategy in increasing brand
awareness in Indonesia. Researchers concluded that there are four categorizations of
Mazda marketing carried out in Indonesia to increase brand awareness, including
building customer trust, promotion through digital marketing, marketing
communication, and building brand awareness through Mazda'sphilosophy. However,
Mazda also has obstacles in marketing its products due to the small number of dealers
it has in Indonesia and the high selling price of products compared to other Japanese car
brands. This is because Mazda is aiming for a more exclusive target market which makes
dealers only exist in big cities. The high selling price of Mazda products is also
proportional to what is obtained in the product and the quality of the materials used
above other Japanese car brands. This study suggests that Mazda collaborate more with
a more premium nature so that it is comparable to the image Mazda has built.

Keywords: Marketing Communication Strategy, Brand Awareness, Mazda
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