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ABSTRAK 

Penelitian ini mengkaji pelaksanaan special event sebagai strategi untuk 

meningkatkan brand awareness Komunitas Peduly Semarang. Latar masalah adalah 

masih rendahnya pengenalan publik terhadap visi dan misi Peduly serta 

keterbatasan manajemen engagement digital meskipun program sosial telah 

berjalan, sehingga dirancang sebuah acara berbasis komunitas berjudul “Joyful 

Bouquets” untuk memperkuat ikatan emosional dan visibilitas publik. Pendekatan 

penelitian bersifat deskriptif dengan metode studi kasus. Pengumpulan data 

dilakukan melalui observasi kegiatan, wawancara dengan pengurus dan relawan, 

serta dokumentasi acara. Rancangan acara mencakup tahap pra-event, event, dan 

pasca- event dengan penekanan pada visual simbolik, pengalaman peserta, dan 

promosi terintegrasi melalui Instagram. Pelaksanaan inti dilaksanakan pada Juni 

2025 dengan rangkaian kegiatan berupa lokakarya pembuatan bunga, sesi 

storytelling, serta event video after-event. Evaluasi pasca-event menunjukkan 

bahwa video dokumentasi memperoleh jangkauan yang luas di media sosial, 

dengan tingkat tayangan dan interaksi yang menunjukkan adanya keterlibatan 

audiens baru di luar pengikut lama komunitas. Penelitian menyimpulkan bahwa 

special event tersebut efektif memperkuat dimensi recognition dan consumption 

brand awareness; namun dimensi recall dan niat partisipasi maupun donasi masih 

perlu ditingkatkan melalui publikasi testimoni yang lebih terstruktur dan 

keterlibatan media eksternal. 

Kata Kunci: Special Event, Brand Awareness, Strategi Komunikasi, Komunitas 
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ABSTRACT 

This study examines the implementation of a special event as a strategy to 

increase brand awareness for Komunitas Peduly Semarang. The research is 

motivated by limited public recognition of Peduly’s mission and low digital 

engagement despite active social programs; therefore, a community-based special 

event titled “Joyful Bouquets” was designed to strengthen emotional ties and public 

visibility. A descriptive case-study approach was used. Data were collected via 

observation, interviews with core organizers and relawan s, and documentation of 

the event process. The event design (pre-production, production, post-production) 

emphasized symbolic visual elements, participant experience, and integrated 

promotion on Instagram. The implementation took place in mid-2025 and featured 

a flower-making workshop, storytelling sessions, and the production of after-event 

media. The post-event evaluation indicated that the video documentation gained 

considerable reach on social media, generating significant impressions and 

interactions, with a notable proportion coming from audiences beyond the existing 

followers. The study concludes that the special event effectively strengthened 

recognition and consumption dimensions of brand awareness, while recall and 

donation or participation intentions still require improvement through more 

structured testimonial publications and external media involvement. 

Keywords: special event, brand awareness, community-based marketing, 

Peduly Semarang, event management.  
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