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ABSTRAK

AKTIVITAS PROMOSI FLASH COFFEE INDONESIA MELALUI
INSTAGRAM @FLASHCOFFEE_ID DALAM
MEMBANGUN BRAND AWARENESS

Samuel Mulya Chandra

Penelitian ini membahas aktivitas promosi Flash Coffee Indonesia melalui akun
Instagram @flashcoffee id dalam membangun brand awareness. Penelitian
dilatarbelakangi oleh semakin pentingnya media sosial sebagai bagian dari
komunikasi pemasaran digital, khususnya pada industri kedai kopi modern yang
menghadapi persaingan tinggi dan membutuhkan diferensiasi merek yang
konsisten. Penelitian bertujuan untuk mendeskripsikan dan memahami bagaimana
aktivitas promosi Flash Coffee Indonesia dari sejak direncanakan, dilaksanakan,
dan dipersepsikan oleh audiens dalam membangun brand awareness. Penelitian ini
menggunakan paradigma konstruktivis dengan pendekatan kualitatif dan metode
deskriptif kualitatif. Data diperoleh melalui wawancara mendalam semi terstruktur
dengan satu key informant dari pihak pengelola media sosial Flash Coffee Indonesia
dan 5 (lima) informan pendukung yang merupakan konsumen serta audiens
Instagram, disertai observasi terhadap 117 konten @flashcoffee id periode
Januari—Juni 2026 dan juga dokumentasi pendukung. Data dianalisis menggunakan
model interaktif Miles, Huberman, dan Saldafia melalui pengumpulan, seleksi,
penyajian, serta penarikan dan verifikasi kesimpulan. Hasil penelitian menunjukkan
7 (tujuh) kategori aktivitas promosi, yaitu product promotion, brand collaboration,
opening store, store update, seasonal campaign, brand identity, dan engagement
content, dengan brand collaboration sebagai kategori paling dominan. Aktivitas
promosi dijalankan melalui perencanaan konten, konsistensi identitas visual, variasi
format feed, carousel, reels, stories, dan collaboration post, termasuk kolaborasi
dengan KOL, promosi penjualan, serta interaksi dengan audiens. Temuan
menunjukkan bahwa konsistensi warna kuning dan logo petir memperkuat brand
recognition, sedangkan eksposur yang berulang, variasi konteks promosi,
kolaborasi, engagement, dan word of mouth membantu membangun brand recall.
Namun, penelitian belum dapat menyimpulkan tercapainya fop of mind awareness.
Secara keseluruhan, brand awareness Flash Coffee terbentuk melalui rangkaian
komunikasi pemasaran digital yang terintegrasi, bukan hanya melalui promosi
penjualan semata.

Kata Kunci: aktivitas promosi; komunikasi pemasaran digital; instagram; brand
awareness; flash coffee indonesia.
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ABSTRACT

FLASH COFFEE INDONESIA’S PROMOTIONAL ACTIVITIES
THROUGH INSTAGRAM @FLASHCOFFEE_ID
IN BUILDING BRAND AWARENESS

Samuel Mulya Chandra

This study examines Flash Coffee Indonesia’s promotional activities through its
Instagram account @flashcoffee_id in building brand awareness. The study is
motivated by the growing importance of social media as part of digital marketing
communication, particularly in the modern coffee shop industry, where intense
competition requires brands to maintain clear and consistent differentiation. The
study aims to describe and understand how Flash Coffee Indonesia plans and
implements its promotional activities and how these activities are perceived by
audiences in the process of building brand awareness. This research adopts a
constructivist paradigm and employs a qualitative approach with a descriptive
qualitative method. Data were collected through semi structured indepth interviews
with one key informant from Flash Coffee Indonesia’s social media management
team and five supporting informants who were both consumers and Instagram
audiences. The study also observed 117 posts published on @flashcoffee id from
January to June 2026 and examined supporting documentation. Data were
analyzed using the interactive model of Miles, Huberman, and Saldaiia through
data collection, data selection, data display, and conclusion drawing and
verification. The findings identify seven categories of promotional activities such
as product promotion, brand collaboration, opening store, store update, seasonal
campaign, brand identity, and engagement content, with brand collaboration as the
dominant category. Promotional activities were implemented through content
planning, consistent visual identity, varied use of feed, carousel, reels, stories, and
collaboration posts, KOL collaborations, sales promotions, and audience
interaction. Consistent use of the yellow color and lightning bolt logo strengthened
brand recognition, while repeated exposure, contextual variety promotion,
collaborations, engagement, and word of mouth supported brand recall. However,
the study cannot conclude that Flash Coffee has achieved top of mind awareness.
Overall, Flash Coffee’s brand awareness is built through an integrated sequence of
digital marketing communication activities rather than through sales promotion
alone.

Keywords: promotional activities, digital marketing communication; instagram;
brand awareness; flash coffee indonesia.
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