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ABSTRAK

Seiring berkembangnya zaman gaya hidup masyarakatpun mulai
meningkat, nongkrong dijadikan sebagai budaya yang dilakukan kebanyakan
generasi muda. Karna hal tersebut keberadaan kopi semakin dicari dan
mendorong lahirnya kedai-kedai kopi dengan segala hal bernuansa modern
yang menawarkan kopi dengan berbagai jenis, rasa dan penyajiannya. Kedai-
kedai bernuansa modern (coffe shop) dengan berbagai nama terkenal di dunia
bermunculan di kota-kota Indonesia, namun keberadaan coffe shop tersebut
belum mampu memusnahkan keberadaan kedai-kedai kopi tradisional yang
telah duluan hadir. Hidup Kopi menyadari betul akan tingkat persaingan yang
tinggi maka dari itu ia gencar memfokuskan brand awareness produknya ke
calon pelanggannya. Penelitian ini menggunakan bauran pemasaran 7P dan
teori brand awareness. Jenis penelitian ini ialah deskriptif kualitatif dengan
metode studi kasus, dan paradigma yang digunakan vyaitu paradigma
konstruktivisme. Hasil dari penelitian ini bauran pemasaran yang efektif dalam
strategi komunikasi pada Hidup Kopi dalam membangun brand awareness
meliputi product, price, promotion dan process. Sedangkan top of mind dari
produk Hidup Kopi adalah Coffe Latte.

Kata Kunci : Hidup Kopi, Bauran Pemasaran, Strategi
Komunikasi Pemasaran, Brand Awareness.
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ABSTRACT

Along with the development of the era, people's lifestyles began to
increase, hanging out was made a culture that was carried out by most of the
younger generation. Because of this, the existence of coffee is increasingly
sought after and encourages the birth of coffee shops with all things modern
nuances that offer coffee with various types, flavors and presentations. Modern
coffee shops with various world-famous names have sprung up in Indonesian
cities, but the existence of these coffee shops has not been able to destroy the
existence of traditional coffee shops that have existed before. Living Coffee is
well aware of the high level of competition, therefore he is aggressively
focusing his product's brand awareness on potential customers. This study uses
the 7P marketing mix and brand awareness theory. This type of research is
descriptive gqualitative with case study method, and the paradigm used is the
constructivism paradigm. The results of this research are the effective
marketing mix in the communication strategy at Alive Coffee in building brand
awareness including product, price, promotion and process. Meanwhile, the
top of mind from the Living Coffee product is Coffee Latte.

Keywords: Coffee, Marketing Mix, Marketing Communication
Strategy, Brand Awareness.
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