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ABSTRAK 

Nama  : Nida Akmalia Purnamasari 

NIM  : 44320010003 

Program Studi : Advertising and Marketing Communciation 

Judul Laporan Skripsi : Pendampingan Strategi Promosi Digital Marketing Untuk   

Branding UMKM Isfahan Dalam Meningkatkan Brand 

Awareness 

Pembimbing  :1. Andri Budiwidodo S.Si., M.I.Kom 

2. Wiyanto Hidayatullah S.I.Kom., M.I.Kom

Toko Isfahan berdiri sejak 2020 didirikan oleh Khasemi Isfahan saat ini 

Toko Isfahan menjual berbagai jenis kain. Kondisi Toko Isfahan sejak berdiri pada 

tahun 2020 yaitu Toko Isfahan mengandalkan toko offline saja untuk menjual 

kainnya. Permasalahan utama yang dimiliki oleh Toko Isfahan yaitu pemasaran 

hanya dari pelanggan yang sudah pernah membeli saja. Sampai saat ini Toko 

Isfahan belum mempunyai bentuk merek yang matang contohnya logo, tagline 

maupun packaging. Merencanakan kegiatan bedasarkan permasalahan yang 

dihadapi mitra dengan menentukan big idea, membuat marketing brief menjadi 

acuan pembuatan pesan yang efektif dan efisien. Akun media sosial Toko Isfahan 

sudah aktif mengupload ucapan hari besar dan produk yang dimiliki. Dengan 

warna, font, konsep brand yang informatif, dan trendy. Hal ini dilakukan mitra 

untuk mempertahankan dan memperkuat brand identitynya sebagai pembeda 

dengan competitor serta mampu memperkuat Brand Awareness dengan membuat 

brief konten video sesuai dengan tren media sosial. Melakukan konten komedi di 

Instagram dan Tik Tok untuk mendapatkan awareness sesuai target konsumen. 

Kata kunci: Branding, branding strategy, brand awareness, UMKM 
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ABSTRACT 

Name : Nida Akmalia Purnamasari 

NIM : 44320010003 

Study Program : Advertising and Marketing Communciation 

Title  : Pendampingan Strategi Promosi Digital Marketing Untuk   

Branding UMKM Isfahan Dalam Meningkatkan Brand 

Awareness 

Counsellor 1 :Andri Budiwidodo S.Si., M.I.Kom 

Counsellor 2 :Wiyanto Hidayatullah S.I.Kom., M.I.Kom 

Toko Isfahan was established in 2020 and was founded by Khasemi Isfahan. 

Currently Toko Isfahan  sells various types of fabric. The condition of Toko Isfahan 

since it was founded in 2020 is that Toko Isfahan relies only on offline shops to sell 

its fabrics. The main problem of  Toko Isfahan  has is marketing only from 

customers who have already purchased. Until now, Toko Isfahan did not have a 

strong branding form, a logo, tagline or packaging. Plan activities based on 

problems faced by partners by determining big ideas, making marketing briefs a 

reference for creating effective and efficient messages. Toko Isfahan's social media 

account has been actively uploading special greetings and the products they have. 

With informative and trendy colors, fonts, brand concepts. This is done by Toko 

Isfahan to maintain and strengthen their brand identity as a differentiator from 

competitors and to be able to strengthen Brand Awareness by creating video 

content briefs in accordance with social media trends. Producing comedy content 

on Instagram and Tik Tok to gain awareness according to target consumers. 

Keywords: Branding, branding strategy, brand awareness, UMKM 

https://lib.mercubuana.ac.id



 

ix 

 

DAFTAR ISI 

 

HALAMAN JUDUL ................................................................................................ i 

HALAMAN PERNYATAAN ................................................................................ ii 

HALAMAN PENGESAHAN ................................................................................ iii 

KATA PENGANTAR ........................................................................................... iv 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ............................. vi 

ABSTRAK ............................................................................................................ vii 

ABSTRACT ........................................................................................................... viii 

DAFTAR ISI .......................................................................................................... ix 

DAFTAR TABEL ................................................................................................. xii 

DAFTAR GAMBAR ........................................................................................... xiii 

BAB I ...................................................................................................................... 1 

PENDAHULUAN .................................................................................................. 1 

1.1 Latar Belakang .............................................................................................. 1 

1.2 Rumusan Masalah ......................................................................................... 4 

1.3 Tujuan Perancangan ...................................................................................... 4 

1.4 Manfaat Perancangan .................................................................................... 4 

1.4.1 Manfaat Akademis ................................................................................... 4 

1.4.2 Manfaat Praktis ........................................................................................ 5 

1.4.3 Manfaat Sosial ......................................................................................... 5 

BAB II ..................................................................................................................... 6 

GAMBARAN UMUM MASYARAKAT SASARAN ........................................... 6 

2.1 Sasaran Kegiatan UMKM ............................................................................. 6 

2.2 Analisis STP Toko Isfahan ............................................................................ 9 

2.3 Analisis Marketing Mix 4P Toko Isfahan .................................................... 11 

2.4 Permasalahan yang dihadapi UMKM ......................................................... 12 

BAB III ................................................................................................................. 13 

TINJAUAN PUSTAKA DAN KONSEP ............................................................. 13 

3.1 Pendampingan Terdahulu ............................................................................ 13 

https://lib.mercubuana.ac.id



 

x 

 

3.2 Rujukan Karya ............................................................................................. 17 

3.2.1 Kanda Fabrics ........................................................................................ 17 

3.2.2 Knitto Textiles ....................................................................................... 22 

3.3 Kajian Teoritis ............................................................................................. 26 

3.3.1 Komunikasi Pemasaran .......................................................................... 26 

3.3.2 Strategi Komunikasi Pemasaran ............................................................ 27 

3.3.3 Branding ................................................................................................ 28 

3.3.4 Strategi Branding ................................................................................... 29 

3.3.5 Integrated Marketing Communication ................................................... 30 

3.3.6 Analisis SOSTAC .................................................................................. 31 

3.3.7 Media Partner ........................................................................................ 33 

3.3.8 Brand Awareness ................................................................................... 33 

3.3.9 Prinsip SMART (Specific, Measurable, Achievable, Relevant, dan 

Time-bound goals) .......................................................................................... 33 

3.3.10 Instagram .............................................................................................. 35 

3.3.11 Whatsapp Business .............................................................................. 38 

3.3.12 New Media ........................................................................................... 38 

3.3.13 Brand Activation .................................................................................. 38 

3.3.14 Strategi Iklan Humor ............................................................................ 39 

3.3.15 Analisis SWOT .................................................................................... 40 

3.4 Konsep Kegiatan ......................................................................................... 41 

3.4.1 Deskripsi dan Jenis Kegiatan ................................................................. 41 

3.4.2 Sasaran Kegiatan .................................................................................... 42 

3.4.3 Perencanaan Strategic Planner .............................................................. 42 

3.4.4 Konsep Strategi dan Eksekusi ................................................................ 44 

3.4.5 Tema Kegiatan ....................................................................................... 47 

3. 5  Content Pillar ............................................................................................ 49 

3.5.1 Perencanaan Strategi Branding .............................................................. 49 

BAB IV ................................................................................................................. 50 

METODE PELAKSANAAN ............................................................................... 50 

4.1 Teknik dan Tata Cara Pelaksanaan.............................................................. 50 

https://lib.mercubuana.ac.id



 

xi 

 

4.1.1 Observasi ................................................................................................ 50 

4.1.2 Wawancara ............................................................................................. 51 

4.1.3 Diskusi ................................................................................................... 52 

4.1.4 Konsultasi .............................................................................................. 52 

4.2 Tahap Kegiatan ............................................................................................ 52 

4.2.1 Tahap Perencanaan ................................................................................ 52 

4.2.2 Tahap Persiapan ..................................................................................... 53 

4.2.3 Tahap Pelaksanaan ................................................................................. 53 

4.2.4 Tahap Pendampingan ............................................................................. 54 

4.2.5 Evaluasi Kegiatan .................................................................................. 54 

4.3 Tahapan Kerja Strategic Planner ................................................................ 55 

4.4 Teknik Komunikasi ..................................................................................... 56 

4.5 Jadwal Kegiatan .......................................................................................... 56 

4.7 Key Performance Indicator (KPI) ............................................................... 58 

4.8 Anggaran ..................................................................................................... 59 

BAB V ................................................................................................................... 60 

HASIL YANG DICAPAI DAN POTENSI KEBERLANJUTAN ....................... 60 

5.1 Hasil Yang Dicapai ..................................................................................... 60 

5.1.1 Gambaran Tahapan Pelaksanaan ........................................................... 61 

5.1.2 Teknik Komunikasi dalam Pendampingan Membangun Branding ....... 64 

5.1.3 Hasil Kegiatan dan Partisipasi Peserta ................................................... 76 

5.2 Laporan Media Sosial .................................................................................. 83 

5. 3 Potensi Keberlanjutan ................................................................................. 86 

5.3.1 Analisis Kegiatan, Kendala dan Potensi Keberlanjutan ........................ 86 

BAB VI ................................................................................................................. 92 

PENUTUP ............................................................................................................. 92 

6.1 Kesimpulan .................................................................................................. 92 

6.2 Saran ............................................................................................................ 93 

DAFTAR PUSTAKA ........................................................................................... 95 

LAMPIRAN .......................................................................................................... 98 

 

https://lib.mercubuana.ac.id



 

xii 

 

DAFTAR TABEL 

 

Tabel 2.1 Perbandingan Harga Kompetitor .......................................................... 11 

Tabel 3.1 Pendampingan Terdahulu ..................................................................... 13 

Tabel 3.2 Analisa SWOT Toko Isfahan ................................................................ 40 

Tabel 3.3 Tabel Perencanaan Strategic Planner ................................................... 42 

Tabel 3.5 Tabel Susunan Creative Brief ............................................................... 45 

Tabel 3.5 Table content pillar ............................................................................... 49 

Tabel 3.6 Tabel Perencanaan Strategi Strategic Planner...................................... 49 

Tabel 4.1 Jadwal Kegiatan .................................................................................... 56 

Tabel 4.2 Tabel KPI Toko Isfahan ........................................................................ 58 

Tabel 4.3 Tabel Anggaran Pendampingan Toko Isfahan ...................................... 59 

Tabel 5.1 Insight Instagram Toko Isfahan ............................................................ 83 

Tabel 5. 2 Pra dan Pasca Pendampingan ............................................................... 90 

 

 

 

  

https://lib.mercubuana.ac.id



 

xiii 

 

DAFTAR GAMBAR 

 

Gambar 2.1 Tampak Depan Toko Isfahan .............................................................. 8 

Gambar 2.2 Gulungan Kain .................................................................................... 8 

Gambar 2.3 Kain Kiloan ......................................................................................... 9 

Gambar 3.1 Profil Instagram @kanda.fabric ........................................................ 18 

Gambar 3.2 Produksi Konten Kanda Fabrics ........................................................ 19 

Gambar 3.3 Postingan Hari Batik ......................................................................... 20 

Gambar 3.4 Postingan Maulid Nabi ...................................................................... 21 

Gambar 3.5 Postingan Reels Shimmer Saten ........................................................ 22 

Gambar 3.6 Profil @Knitto.textiles ...................................................................... 23 

Gambar 3.7 Produksi Konten Knitto.textiles ........................................................ 24 

Gambar 3.8 Fitur Toko dari Intagram Knitto.textiles ........................................... 25 

Gambar 3.9 Postingan Likes Terbanyak Oktober 2023 ........................................ 25 

Gambar 3.10 Peluncuran Maskot Knitto Textile .................................................. 26 

Gambar 3.12 Data Pengguna TikTok.................................................................... 37 

Gambar 3.13 Cek Tagar melalui Instagram .......................................................... 47 

Gambar 3.14 Cek Tagar melalui TikTok .............................................................. 48 

Gambar 3.15 Cek Tema Melalui Google Trends .................................................. 48 

Gambar 5.1 Profile Instagram Toko Isfahan ......................................................... 65 

Gambar 5.2 Konten Info Produk Flannel .............................................................. 65 

Gambar 5.3 Konten Shimmer ............................................................................... 66 

Gambar 5.4 Konten Hari Besar ............................................................................. 67 

Gambar 5.5 Konten Komedi Informatif ................................................................ 68 

Gambar 5.5 Instagram Story Testimoni Pembeli .................................................. 69 

Gambar 5.6 Tampilan Feeds Instagram Toko Isfahan .......................................... 70 

Gambar 5.7 Kerja sama Media Partner @infojoglo .............................................. 71 

Gambar 5.8 Media Partner @marcomm_care ...................................................... 72 

Gambar 5.9 Tampilan Tik Tok Toko Isfahan ....................................................... 73 

Gambar 5.10 Banner Toko Isfahan ....................................................................... 74 

Gambar 5.11 Banner Toko Isfahan Setelah Pendampingan ................................. 74 

https://lib.mercubuana.ac.id



 

xiv 

 

Gambar 5.12 Sisi 1 business card Toko Isfahan ................................................... 75 

Gambar 5.13 Sisi 2 business card Toko Isfahan ................................................... 75 

Gambar 5.14 Desain Packaging Toko Isfahan ..................................................... 76 

Gambar 5.23 Kalender Posting Plan Toko Isfahan (Q3) ...................................... 89 

Gambar 5.24 Kalender Posting Plan Toko Isfahan (Q4) ...................................... 89 

Gambar 5.25 Kalender Posting Plan Toko Isfahan (Q1) ...................................... 90 

 

 

https://lib.mercubuana.ac.id




