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ABSTRAK  

Asmaralaya Art Production merupakan vendor event organizer yang berada di 

wilayah Yogyakarta. Dalam strategi komunikasi pemasaran Asmaralaya Art 

Production menggunakan instagram sebagai media online untuk pemasaran dan 

meningkatkan brand awareness pada konsumen. Penelitian ini bertujuan untuk 

menganalisis strategi komunikasi pemasaran Asmaralaya Art Production dalam 

meningkatkan brand awareness. Penelitian ini menggunakan metode deskriptif 

kualitatif, dengan menggunakan teori Integrated Marketing Communication. Data 

dikumpulkan melalui observasi, wawancara, dan dokumentasi objek penelitian. 

Adapun hasil temuan penelitian adalah Asmaralaya Art Production telah 

menerapkan strategi pemasaran sesuai dengan teori Integrated Marketing 

Communication yang meliputi direct marketing, sales promotions, public relations, 

personal selling, advertising, word of mouth marketing (WOM), interactive 

marketing. Dalam bauran brand awareness Asmaralaya Art Production sudah 

berada di tingkatan brand recall dengan banyaknya konsumen yang melakukan 

repeat order. Adapun strategi komunikasi pemasaran yang dilakukan oleh 

Asmaralaya Art Production meliputi membuat konten yang dilakukan pada saat 

menjalani event, melakukan promosi terhadap produk jasa yang ditawarkan, serta 

melakukan promosi dan pemasaran langsung saat bertemu dengan konsumen. 

Langkah-langkah yang dilakukan Asmaralaya Art Production tersebut sudah tepat, 

namun perlu meningkatkan interaksi di instagram untuk meningkatkan brand 

awareness. 

 

Kata Kunci: Strategi Komunikasi Pemasaran, Brand Awareness, Integrated 

Marketing Communication. 
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ABSTRAK  

Asmaralaya Art Production is an event organizer vendor located in Yogyakarta. In 

its marketing communication strategy, Asmaralaya Art Production utilizes 

Instagram as an online medium to market its services and enhance brand awareness 

among consumers. This study aims to analyze Asmaralaya Art Production's 

marketing communication strategy in increasing brand awareness. The research 

employs a descriptive qualitative method, using the Integrated Marketing 

Communication (IMC) theory. Data was collected through observation, interviews, 

and documentation of the research objects. The findings reveal that Asmaralaya Art 

Production has implemented marketing strategies in accordance with the IMC 

theory, which includes direct marketing, sales promotions, public relations, 

personal selling, advertising, word-of-mouth marketing (WOM), and interactive 

marketing. In terms of brand awareness, Asmaralaya Art Production has reached 

the level of brand recall, as evidenced by the number of repeat orders from 

consumers. The marketing communication strategies employed by Asmaralaya Art 

Production include creating content during events, promoting the offered services, 

and engaging in direct promotion and marketing when meeting with consumers. 

While these steps are appropriate, there is a need to enhance interaction on 

Instagram to further boost brand awareness. 

 

Keywords: Marketing Communication Strategy, Brand Awareness, Integrated 

Marketing Communication


