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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui sejauh mana pemanfaatan media sosial 

Instagram sebagai media pemasaran terhadap analisis strategi dan brand awareness 

Mozdeocoffee. Penelitian ini menggunakan pendekatan deskriptif kualitatif dengan 

teknik pengumpulan data melalui observasi aktivitas akun Instagram 

Mozdeocoffee, wawancara dengan pelanggan dan pemilik, serta dokumentasi 

visual konten yang diunggah Mozdeocoffee. Hasil penelitian menunjukkan bahwa 

Instagram telah dimanfaatkan sebagai media pemasaran utama Mozdeocoffee, 

namun penggunaannya belum dilakukan secara optimal. Seperti kurangnya 

perencanaan konten, ketidakteraturan dalam jadwal unggahan, kurangnya 

pemanfaatan fitur seperti stories, reels, dan respon terhadap pertanyaan konsumen 

masih tergolong lambat dan belum ditangani secara khusus. selain itu, identitas 

visual yang kurang konsisten dan rendahnya interaksi dengan audiens turut 

mempengaruhi tingkat brand awareness. Berdasarkan indikator brand awareness 

seperti recall, recognition, purchase dicision, dan consumption diketahui bahwa 

kesadaran konsumen terhadap merek Mozdeocoffee masih berada pada tahap awal. 

Penelitian ini merekomendasikan perlunya strategi pemasaran yang lebih 

terstruktur, termasuk penjadwalan konten, pemanfaatan fitur Instagram secara 

maksimal dan kolaborasi dengan influencer lokal untuk memperluas jangkauan 

pasar. Dengan demikian, Mozdeocoffee dapat lebih efektif dalam membangun 

hubungan dengan konsumen dan meningkatkan daya saing di era digital. 

 

Kata Kunci: Media sosial, Instagram, Brand Awareness, Mozdeocoffee. 
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ABSTRAK 

This study aims to determine the extent of the utilization of Instagram social media 

as a marketing medium for strategy analysis and brand awareness of Mozdeocoffee. 

This research uses a descriptive qualitative approach with data collection 

techniques through observation of Mozdeocoffee's Instagram account activities, 

interviews with customers and owners, and visual documentation of content 

uploaded by Mozdeocoffee. The results showed that Instagram has been utilized as 

Mozdeocoffee's main marketing media, but its use has not been carried out 

optimally. Such as lack of content planning, irregularity in upload schedules, lack 

of utilization of features such as stories, reels, and responses to consumer questions 

are still relatively slow and have not been handled specifically. in addition, 

inconsistent visual identity and low interaction with audiences also affect the level 

of brand awareness. Based on brand awareness indicators such as recall, 

recognition, purchase decision, and consumption, it is known that consumer 

awareness of the Mozdeocoffee brand is still at an early stage. This study 

recommends the need for a more structured marketing strategy, including content 

scheduling, maximum utilization of Instagram features and collaboration with local 

influencers to expand market reach. Thus, Mozdeocoffee can be more effective in 

building relationships with consumers and increasing competitiveness in the digital 

era. 

 

Keyword: Social media, Instagram, Brand Awareness, Mozdeocoffee 
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