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ABSTRAK

Penelitian ini bertujuan untuk mengetahui dan menganalisis strategi komunikasi pemasaran
terpadu (Integrated Marketing Communication/IMC) yang diterapkan oleh Kopi Nako Cabang
Surabaya dalam upaya membangun brand awareness dan menarik minat konsumen. Penelitian
ini menggunakan pendekatan kualitatif dengan metode deskriptif. Teknik pengumpulan data
dilakukan melalui wawancara mendalam dengan pihak owner dan manager cabang, serta
observasi terhadap aktivitas pemasaran yang dilakukan. Hasil penelitian menunjukkan bahwa
Kopi Nako Cabang Surabaya menerapkan sistem komunikasi pemasaran terpadu yang meliputi
periklanan, hubungan masyarakat (public relations), pemasaran langsung (direct marketing),

dan pemasaran digital.

Periklanan difokuskan pada pemanfaatan media digital, khususnya media sosial, untuk
menjangkau target konsumen secara efektif. Kegiatan public relations dilakukan melalui
pelayanan yang ramah dan komunikasi yang terbuka dengan konsumen dan masyarakat sekitar.
Pemasaran langsung diterapkan melalui interaksi personal di outlet serta penyampaian
informasi promosi secara langsung, sementara pemasaran digital berperan besar dalam
meningkatkan interaksi dan kunjungan konsumen. Secara keseluruhan, penerapan strategi IMC
tersebut mampu mendukung pembentukan citra merek dan meningkatkan brand awareness

Kopi Nako Cabang Surabaya di tengah persaingan bisnis kedai kopi.

Kata kunci: komunikasi pemasaran terpadu, brand awareness, kopi lokal, Kopi Nako,

Surabaya.



ABSTRACT

This study aims to examine and analyze the implementation of Integrated Marketing
Communication (IMC) strategies at Kopi Nako Surabaya Branch in building brand awareness
and attracting consumer interest. This research employs a qualitative approach with a
descriptive method. Data collection techniques include in-depth interviews with the owner and
branch manager, as well as observations of marketing activities conducted by the company.
The results indicate that Kopi Nako Surabaya Branch applies an integrated marketing
communication system consisting of advertising, public relations, direct marketing, and digital

marketing.

Advertising activities are mainly focused on digital media, particularly social media, to
effectively reach the target market. Public relations activities are carried out through friendly
service and open communication with consumers and the surrounding community. Direct
marketing is implemented through personal interactions at the outlet and direct promotional
communication, while digital marketing plays a significant role in increasing consumer
interaction and visit frequency. Overall, the implementation of IMC strategies contributes
positively to brand image formation and enhances brand awareness of Kopi Nako Surabaya

Branch amid intense competition in the coffee shop industry.

Keywords: integrated marketing communication, brand awareness, local coffee shop,

Kopi Nako, Surabaya.
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