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ABSTRAK

Judul : PERAN ACCOUNT EXECUTIVE, STRATEGIST,
DAN EVENT MANAGER UNTUK MENINGKATKAN
BRAND AWARENESS DAN BRAND ENGAGEMENT
MAMI AYAM POP MELALUI KAMPANYE
"FLAVOR AND TUNES POP"

Nama : Neva Aulia Theresya Rasjid

NIM : 14040122140204

Mami Ayam Pop merupakan UMKM kuliner di Kota Semarang yang
berfokus pada menu spesialis Ayam Pop. Berdasarkan hasil survei terhadap 202
responden, tingkat brand awareness Mami Ayam Pop masih tergolong rendah,
ditunjukkan dengan 76,7% responden belum mengetahui brand tersebut dan 81,2%
responden menyatakan pesan brand belum tersampaikan dengan jelas. Kondisi
tersebut menunjukkan perlunya strategi komunikasi untuk meningkatkan
awareness dan engagement konsumen terhadap brand.

Untuk mengatasi permasalahan tersebut, dilaksanakan kampanye “Flavor
and Tunes Pop” dengan pendekatan Integrated Marketing Communication (IMC)
melalui integrasi aktivitas online dan offline, seperti pengelolaan media sosial,
aktivitas engagement digital, kolaborasi micro influencer, program “Vote Your Iftar
Flavor”, dan event “Ramadhan Satnight Tunes”. Dalam pelaksanaan program,
penulis berperan sebagai Account Executive, Strategist, dan Event Manager .

Hasil kampanye menunjukkan adanya peningkatan eksposur brand,
interaksi audiens, partisipasi konsumen, serta keterlibatan pengunjung dalam
berbagai aktivitas kampanye. Program yang dijalankan berhasil menciptakan
pengalaman interaktif bagi konsumen sekaligus memperkuat hubungan antara
brand dan audiens. Secara keseluruhan, kampanye “Flavor and Tunes Pop” berhasil
meningkatkan brand awareness dan brand engagement Mami Ayam Pop serta
memperkuat positioning brand sebagai spesialis Ayam Pop di Kota Semarang.

Kata Kunci: Brand Communication, Brand Awareness, Brand Engagement,
Integrated Marketing Communication, Brand Activation.

X



ABSTRACT

Title : THE ROLE OF ACCOUNT EXECUTIVE,
STRATEGIST, AND EVENT MANAGER IN
ENHANCING BRAND AWARENESS AND BRAND
ENGAGEMENT OF MAMI AYAM POP THROUGH
THE “FLAVOR AND TUNES POP” CAMPAIGN

Name : Neva Aulia Theresya Rasjid

Student ID 2 14040122140204

Mami Ayam Pop is a culinary micro, small, and medium enterprise (MSME)
in Semarang City that specializes in Ayam Pop. Based on a survey of 202
respondents, the brand awareness level of Mami Ayam Pop was relatively low, as
indicated by 76.7% of respondents who were unfamiliar with the brand and 81.2%
who stated that the brand message had not been clearly communicated. This
condition highlighted the need for a communication strategy to improve consumer
awareness and engagement toward the brand.

To address these challenges, the “Flavor and Tunes Pop” campaign was
implemented using an Integrated Marketing Communication (IMC) approach
through integrated online and offline activities, including social media
management, digital engagement activities, micro influencer collaborations, the
“Vote Your Iftar Flavor” program, and the “Ramadhan Satnight Tunes” event. In
the implementation of the program, the author served as an Account Executive,
Strategist, and Event Manager.

The campaign results demonstrated increased brand exposure, audience
interaction, consumer participation, and Vvisitor engagement across various
campaign activities. The programs successfully created interactive consumer
experiences while strengthening the relationship between the brand and its
audience. Overall, the “Flavor and Tunes Pop” campaign succeeded in improving
brand awareness and brand engagement while strengthening Mami Ayam Pop’s
positioning as an Ayam Pop specialist brand in Semarang City.

Keywords: Brand Communication, Brand Awareness, Brand Engagement,
Integrated Marketing Communication, Brand Activation.
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