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 Abstract. The research involves Cafe Metamore's Instagram Marketing 
Communication as a method to improve service and increase customer 
satisfaction in Kotabumi. The researchers used a descriptive qualitative 
approach to collect data through observation, interviews, and 
documentation. This research uses Agenda Setting Theory to examine 
the extent of social media's influence on the public's perceptions and 
interest in the business. Based on Instagram observations, promotional 
tools include photos, videos, Stories, and Reels. Cafe Metamore 
accounts also looked at Instagram comments and messages to engage 
with their customers. Google Maps, in addition to Instagram, allows 
customers to see where the business is located and when it is open, and 
to leave a review. Integrated Marketing Communication not only 
improves a company's brand but also enhances its relationships with 
customers and local markets. 

Keywords: Marketing communications; Social media; Instagram; 
Communication strategy. 

 

INTRODUCTION 

Social media is key to customer engagement in 
today's digital economy and directly influences 
how technology shapes people's interactions and 
perceptions of information. Social media, as a 
part of communication technology, promotes in-
teractive, fast, and widespread information flows 
in the community [1]. Among the various social 
media offerings, Instagram is the leading one. In-
stagram is a social media platform that is opti-
mally used for marketing and communicating 
product and service information to a larger audi-
ence [2]. 

Instagram, like other social media, is a means of 
interactive digital communication that can be 
used to build a close relationship between the 
company and its audience. As a visual communi-
cation platform, Instagram enables marketers to 
market products and services and to communi-
cate with audiences through features such as 
streaming, videos, photos, Reels, and more. As a 
social media platform, Instagram is easier to use 
than many other forms of communication and 
marketing. 

As a result of technological developments, many 
businesses have begun operating online in addi-

tion to physical locations. In Indonesia, with a 
large number of internet and social media users, 
more businesses are operating online. In the 
flourishing business sphere, coffee shops have 
enormous potential, as the business typology has 
spread to many openings across many towns. 
According to research by TOFFIN in August 2019, 
there are more than 2,950 coffee shops in Indo-
nesia, a tripling of openings over the past three 
years [3]. 

Cafe Metamore in Kotabumi is a business focused 
on coffee and culinary arts, and I believe it needs 
defence coffee shops. Although an ever-growing 
coffee shop industry presents new business op-
portunities, it also intensifies competition within 
the sector. Through various social media outlets 
like Instagram, I believe the business has a strong 
communication tool. The use of Instagram also 
brings coffee shop businesses not only closer but 
also builds strong customer relationships. Addi-
tionally, Instagram focuses on high-quality coffee 
services, as these aspects help drive customer 
satisfaction and interest. Metamore is an example 
of how businesses, with the help of social media, 
not only facilitate communication but also sup-
port product advertising and promotion, build 
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customer trust, and offer opportunities for cus-
tomer feedback. With increased internet access, 
social media use by coffee shop entrepreneurs 
has become a powerful means of communication 
and business promotion. The use of social media 
has made it easier to create a targeted audience 
based on consumer desires. 

The strategies that include quick responses to 
customer comments, direct messages, and other 
social media features help businesses gain insight 
into customers' wants and desires, improve cus-
tomer satisfaction, and bring customers closer to 
the business. The use of Instagram, along with 
the coffee shops in the area, is the subject of the 
study, as it helps solidify the business, improve 
the quality of service offered, and enhance the 
business's standing in the competitive coffee 
shop scene in Kotabumi. 

 
METHODS 

This study employs a descriptive, qualitative ap-
proach to understand social phenomena and is-
sues. This method involves gathering and analys-
ing data, then presenting the research findings in 
a descriptive format. The research focuses on the 
use of social media as a marketing communica-
tion strategy and examines methods to enhance 
service quality at Cafe Metamore. The marketing 
strategy is executed through direct communica-
tion with specific target consumers to encourage 
immediate responses and establish long-term 
customer relationships. In this study, Cafe Meta-
more was requested to elaborate on the market-
ing strategies and objectives implemented 
through its Instagram account. This research is 
specifically localised to the North Lampung re-
gion, focusing on the Kotabumi community. The 
researchers collected data through direct field 
observations at Cafe Metamore. This study in-
volves the owner and content creator of Cafe 
Metamore, as well as customers, to ascertain 
their perspectives regarding the service and 
communication at the establishment. 

This research draws on Agenda Setting Theory, 
which posits that media outlets shape the images 
and issues perceived as significant in the public's 
mind. This theory addresses the substantial role 
of mass media in determining the agenda for in-
dividuals exposed to such information [2, 4]. Fur-
thermore, the Agenda Setting Theory demon-
strates that the media exerts considerable influ-
ence in shaping public attention and perspectives 
on specific issues. Mass media play a pivotal role 

in identifying information deemed essential for 
public consumption. Consequently, the media 
bears the responsibility of selecting and organis-
ing the information and disseminating it to the 
public. This selection process is an integral part 
of how the media shapes public attention toward 
particular matters. 

To understand the marketing strategies on Insta-
gram, Cafe Metamore utilises Agenda-Setting 
Theory. This theory enables the identification of 
methods to enhance their service to customers. 
Cafe Metamore determines the specific content 
for its Instagram account, and this selection re-
flects the agenda it intends to convey to its audi-
ence. By posting creative content, Cafe Metamore 
also provides engaging captions to increase cus-
tomer appeal. On Instagram, communication is 
facilitated through features such as comments, 
likes, and Direct Messages (DM). Cafe Metamore 
also leverages existing features such as Stories, 
Reels, and IG Live. The local community's interest 
in Cafe Metamore is evident in its primary focus 
on customer service. Cafe Metamore can utilise 
Instagram to build its communication and mar-
keting strategies. When customer service be-
comes a frequent topic of discussion, Cafe Meta-
more's agenda-setting is considered successfully 
received by the community. If the Instagram 
strategy is successful, customer loyalty will 
strengthen, leading to more repeat customers. 

 
RESULTS AND DISCUSSION 

Metamore is a nice cafe that has a modern style. 
It is a place to hang out because it is so comforta-
ble. People of all ages enjoy going, including 
young people, parents, and coffee lovers. Meta-
more opened on November, 18 2022. You can 
find it on S. Kertyuda Street, Gapura, Kotabumi, 
North Lampung. The cafe is right in the middle of 
the city, which makes it a fantastic place to un-
wind. 

When you are inside Metamore, you will feel cosy 
because of the atmosphere. The design is really 
cool. The lighting is nice too. Metamore has a lot 
of drinks, like coffee and other things. They also 
have a lot of food to choose from. Metamore is 
especially famous for its coffee. They have high-
quality coffee blends.  

To understand the marketing strategies on Insta-
gram, Cafe Metamore utilises Agenda-Setting 
Theory. This theory enables the identification of 
methods to enhance their service to customers. 
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Cafe Metamore determines the specific content 
to be uploaded to their Instagram account, and 
this selection reflects the agenda they intend to 
convey to their audience. By posting creative 
content, Cafe Metamore also provides engaging 
captions to increase customer appeal. On Insta-
gram, users communicate through features such 
as comments, likes, and Direct Messages (DMs). 
Cafe Metamore also leverages existing features 
such as Stories, Reels, and IG Live. The local 
community's interest in Cafe Metamore is evi-
dent in its primary focus on customer service. 
Cafe Metamore can utilise Instagram to build its 
communication and marketing strategies. When 
customer service becomes a frequent topic of 
discussion, Cafe Metamore's agenda-setting is 
considered successfully received by the commu-
nity. If the Instagram strategy is successful, cus-
tomer loyalty will strengthen, leading to more 
repeat customers. 

 
 

 

Figure 1 – Metamore Cafe 

 

A logo is a mandatory identity for any business 
[5]. It serves as a strategic element that enhances 
an enterprise's brand image. Therefore, every 
business must have a logo to ensure customers 
easily recognise it. The logo utilised must reflect 
the business strategy before it is executed. Fur-
thermore, a logo plays a crucial role in promoting 
the business and establishing a positive image to 
attract customer attention. An enterprise needs a 
strong logo, as it is a vital component of its 
unique identity. 
 

 

Figure 2 – Metamore Café's logo 

 

The logo chosen by Cafe Metamore carries a pro-
found meaning that illustrates the strategic steps 
the business intends to take. The Metamore logo 
resembles the letter 'M', which is designed to 
evoke the shape of a 'home'. Cafe Metamore se-
lected this logo to represent their commitment to 
providing a comfortable, home-like service expe-
rience for their customers. Furthermore, the 
name 'Metamore' was inspired by the concept of 
'metamorphosis,' reflecting the cafe's journey 
toward a more beautiful and meaningful success. 

In an interview conducted in 2024, Adib Purno-
mo, the owner of Cafe Metamore, stated: "The 
Metamore logo rotates like a circle, and the shape 
of the letter 'M' resembles a house. Through this 
logo, I want to create an atmosphere that feels 
like a comfortable home for our customers. Fur-
thermore, Metamore is inspired by 'Metamor-
phosis,' which signifies evolving to become bet-
ter." 

Marketing Communication Strategy of Cafe Met-
amore. In this digital age, marketing communica-
tion strategies play a vital role in promotional 
efforts and brand image building. Before launch-
ing a business, an owner must establish these 
strategies to drive success in building the enter-
prise. A marketing strategy is an activity focused 
on achieving goals through creative thinking, 
which enables a business to secure its future. One 
widely used enterprise strategy to navigate up-
coming changes is a communication strategy [6]. 

Marketing communication is an activity that in-
tegrates advertising into a strategy designed to 
advance business. It is frequently conducted 
through social media, as these platforms facilitate 
direct communication and capture customer at-
tention. One business that utilises social media 
effectively is Cafe Metamore, particularly on In-
stagram. 
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Figure 3 – Instagram Account of Metamore Café 

 

In an interview, Adib Purnomo, as the owner, 
stated: "Instagram is already widely known, so in 
my opinion, it is far more effective; this is espe-
cially true for customers who constantly monitor 
the stories we upload every day. I also believe 
that Instagram offers higher quality in terms of 
disseminating information." 

Observations conducted at Cafe Metamore indi-
cate that Instagram is utilised to establish direct 
communication with customers. Cafe Metamore 
can enhance its quality by leveraging its Insta-
gram account. Currently, Instagram is the most 
popular social media platform among the public 
and serves as a vital medium for business promo-
tion. It is used as a tool to build the popularity 
that an enterprise aims to achieve. 

Cafe Metamore employs Instagram as its primary 
medium to support its marketing communication 
strategy. The marketing communication strategy 
implemented by Cafe Metamore through Insta-
gram represents a creative step toward enhanc-
ing brand image and generating customer inter-
est. Since its inception, Cafe Metamore has con-
sistently used Instagram as a platform to develop 
marketing communication strategies to improve 
customer service. 

In addition to social media strategies, Cafe Met-
amore also implements a 'House Vitality' strate-
gy. This strategy is adopted because it prioritises 
the interests and comfort of customers who visit 
the cafe in person. Through the 'House Vitality' 
approach, Cafe Metamore can foster greater loy-
alty and interact directly with customers as if 
they were friends, ensuring the cafe's baristas 
warmly welcome them. Furthermore, Adib 
Purnomo stated: "We also employ a 'House Vital-
ity' strategy to enhance direct communication. 
This strategy aims to make our customers feel 
more comfortable with the service we provide." 
The results of this interview reveal that Cafe 
Metamore fosters customer comfort not only 
through Instagram but also through the 'House 
Vitality' concept. Under this concept, Cafe Meta-
more aims to make customers feel as comforta-
ble as if they were at home, complemented by a 
warm, welcoming atmosphere. 

The strategy employed by Cafe Metamore on In-
stagram utilises visual techniques to highlight the 
surrounding ambience. On Instagram, Cafe Met-
amore creates engaging content, such as photos 
and videos of new menus and billiards activities 
that are currently trending. Furthermore, the 
platform enables Cafe Metamore to interact with 
customers via Direct Messages (DMs) and com-
ments. 

In addition to creative content creation, Cafe 
Metamore enhances product appeal by offering 
promotions. Utilising captivating captions and 
sharing customer testimonials also significantly 
influences their primary strategic focus. Through 
these methods, Cafe Metamore effectively 
strengthens its marketing communication on In-
stagram. 

The strategies used by Cafe Metamore extend 
beyond digital platforms; they also include direct 
interaction, such as word-of-mouth communica-
tion from customers who have visited the cafe. 
This form of communication provides the local 
community with firsthand accounts of the posi-
tive experiences and friendly service at Cafe Met-
amore. By leveraging these strategies, Cafe Met-
amore is steadily improving its overall quality. 
Additionally, the cafe enhances its Instagram 
presence by commemorating national holidays, 
such as Independence Day, Batik Day, Youth 
Pledge Day, Teacher's Day, Eid al-Fitr, and other 
religious celebrations [7]. 
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Figure 4 – Commemorating national holidays by Met-
amore Café 

 

Cafe Metamore is more active on Instagram than 
on other media platforms. According to Adib 
Purnomo, owner of Metamore Café, this is pri-
marily because Instagram gained popularity ear-
lier than TikTok or other platforms, and Café 
Metamore's primary target audience is youth. 
Holiday greetings and commemorative messages 
are often shared through Instagram Stories. This 
practice aims not only to strengthen customer 
relationships but also to create more personal 
and relevant interactions. Furthermore, content 
centred on these special moments provides a 
significant opportunity to enhance marketing 
communication. 

Cafe Metamore strategically selects Instagram 
content to create a long-term impact. A dedicated 
team of content creators typically manages the 
cafe's content. This content is uploaded once a 
week, specifically on Sundays. Inspiration for the 
content is usually drawn from direct observa-
tions or other social media platforms, with ideas 
often emerging spontaneously. Both the content 
creators and the owner frequently gather refer-
ences from TikTok and Instagram. Furthermore, 
advertising serves specific objectives: to influ-
ence, persuade, and inform customers regarding 
new or existing menu items at Cafe Metamore 
[8]. 

M. Fikri, as the Content Creator for Cafe Meta-
more, stated in an interview: "In my view as a 
content creator at Cafe Metamore, the content on 
Instagram is usually referenced from other social 
media platforms such as TikTok or Instagram 
itself, though ideas often emerge spontaneously. 
The owner also occasionally seeks out references 
and discusses them immediately with the content 

creator team, followed by production the very 
next day." 

Cafe Metamore shares what is going on at the 
cafe through its Instagram account. You can see a 
lot of things on their Instagram, like what the cafe 
looks like and what is happening there; this is 
what M. Fikri said about it: "We take pictures of 
what's happening at Metamore or what the cafe 
looks like. We also tell people about the things 
you can buy at Metamore sometimes". Cafe Met-
amore uses Instagram to show people what the 
cafe is like and what they can get there. They do 
this a lot to help people know more about Cafe 
Metamore and what they have. 

 
 

 

Figure 5 – Instagram feeds of Metamore Café 

 

In summary, Cafe Metamore's marketing com-
munication on Instagram involves creating crea-
tive content to capture customer attention 
through Stories, Reels, and photo posts. The 
strategy on their Instagram account to engage 
customers leverages a warm, inviting atmos-
phere. By utilising aesthetic photography and 
highlighting the cafe's ambience, Metamore effec-
tively attracts potential customers. 

Furthermore, Cafe Metamore has collaborated 
with a local influencer, specifically Bangtaun. As 
stated by M. Fikri, "Yes, Cafe Metamore collabo-
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rated with a Lampung influencer. The influencer 
introduced the cafe as a comfortable hangout 
spot that is a must-visit when in Kotabumi; that 
influencer was Bangtaun in 2023". Bangtaun is a 
prominent Lampung-based influencer whose col-
laboration aimed to introduce Cafe Metamore as 
a premier gathering place for visitors in Kotabu-
mi. 

The utilisation of Instagram's features serves as a 
strategic recommendation for Cafe Metamore's 
marketing communications. The cafe frequently 
organises live events, including a 'canvas paint-
ing' session. This activity has successfully gar-
nered significant interest among customers in 
Kotabumi. Through such events, Cafe Metamore 
can enhance its brand image [9]. 

These events have attracted customers from out-
side the city, including those residing in Bandar 
Lampung. To market this event, Cafe Metamore 
utilises video content featuring a female model 
painting on canvas, effectively showcasing the 
experience to its audience. 

 
 

 

Figure 6 –Painting event at Metamore Café 

 

Three years ago, a canvas painting event was 
held, which, according to Adib Purnomo, success-
fully increased customer engagement, including 
from our customers in Bandar Lampung. One 
customer took the morning train to Kotabumi 
specifically to participate in the canvas painting 
at Cafe Metamore, and then returned to Bandar 
Lampung on the afternoon train." 

However, in 2023, Cafe Metamore discontinued 
the canvas painting event. Some customers acted 
irresponsibly, staining the café's walls and tables, 
so the café's management decided to close. In ad-
dition to organising canvas painting sessions, 
Cafe Metamore also held a special event to com-
memorate its first anniversary. 

 
 

 

Figure 7 – Anniversary event at Metamore Café 

 

This event introduces Cafe Metamore through its 
unique promotional approach. Customers are 
invited to share their experiences at the cafe via 
Instagram Stories. After sharing their content, 
customers tag Metamore's official Account dur-
ing their transaction with the barista. This strate-
gy not only enhances customer service quality 
but also helps expand customer reach for promo-
tional purposes. 

Cafe Metamore has nice places to hang out, and 
the food is good, too. Cafe Metamore is more than 
that. Cafe Metamore is a place where people can 
get together. They have things going on all the 
time. Cafe Metamore also has billiards tables 
now; this is something Cafe Metamore has added 
to make it a more fun place for people to go. 
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Figure 8 –Billiard Tables at Metamore Café 

 

Cafe Metamore advertises its billiard facilities on 
Instagram. This way, most people in Kotabumi 
know about them. Cafe Metamore now offers bil-
liards. It is something customers can try when 
they visit. The billiard facilities help create an en-
vironment. People can eat, drink and play bil-
liards. 

Cafe Metamore has billiards. They promote their 
billiard facilities on Instagram. Billiards is a rec-
reational sport played by manoeuvring 15 balls 
using a cue stick to pocket them into the table's 
corner pockets. Through this facility, Cafe Meta-
more enhances service quality while serving as a 
primary attraction in its marketing communica-
tion strategy. Utilising Instagram as a marketing 
tool, the billiard facilities are promoted through 
photos and videos of customers enjoying the 
game within the cafe's comfortable setting. 

Cafe Metamore targets its billiard facilities to-
ward adolescents and adults aged 18 to 40 who 
are seeking a place to socialise. Through these 
active initiatives, the cafe strives to build strong 
communication by capturing customer interest. 
The primary advantage of this promotion is the 
ability to provide unlimited on-screen exposure, 
creating an effective visual experience that at-
tracts potential customers. 

In addition to Instagram, Cafe Metamore utilises 
Google Maps to promote its marketing strategy. 
Google Maps serves as another widely used 
communication tool in the modern era. This plat-
form employs updated photographs to convey 
information through a visual roadmap [10]. Con-
sequently, Google Maps has become a highly ef-
fective tool for Cafe Metamore to enhance its dig-
ital presence and facilities. 

 

 

Figure 9 –Metamore Café at Google Maps 

 

The primary advantage of this method is that it 
significantly helps customers identify an accurate 
location. Beyond Instagram Direct Messages 
(DMs), customers can also communicate via the 
Google Maps comment section. Furthermore, 
customers can access comprehensive infor-
mation on the platform, including operational 
hours, menu details, and other relevant details. 
 

 

Figure 10 – More Information about Metamore Café 
at Google Maps 
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This information facilitates a more seamless ex-
perience for customers. Additionally, customers 
can submit their feedback and suggestions in the 
Google Maps comments section. In addressing 
this feedback, Cafe Metamore responds profes-
sionally and graciously. 

This is further explained by Adib Purnomo 
(2024): 'We respond to their critiques and sug-
gestions politely. Typically, we reply with: "Hi, 
thank you for visiting Metamore Coffee. We hope 
you are satisfied with our service and menu. 
Please come again," after they post a review. We 
always provide feedback. Regarding critiques 
posted on Google Maps, we respond even more 
constructively by committing to improvement: 
"Hello, thank you for your critique and sugges-
tions; we will strive to improve in the future." It is 
through these suggestions and critiques that Cafe 
Metamore achieves continuous growth. 

The food at Cafe Metamore is really good. It does 
not cost much money. You can get something to 
eat for IDR 15,000 to IDR 35,000. Cafe Metamore 
has a lot of food, so everyone can find something 
they like. They have dishes like cireng (fried tapi-
oca flour), chicken rissoles, banana nuggets, and 
Meta corn ribs, which people really like. 

They also have Indonesian food like fried rice, 
rice bowls, Meta stir-fried noodles, Meta noodle 
soup, and bakso aci, a tapioca meatball dish. Cafe 
Metamore uses high-quality ingredients to en-
sure the food is good to eat. Cafe Metamore also 
offers many drinks that people like. Coffee is 
what Cafe Metamore is known for. They have a 
lot of different kinds, like strong espressos, 
smooth lattes, and kopi tubruk, a traditional In-
donesian coffee. They carefully select the coffee 
beans, so the coffee tastes really good. Even 
though coffee is what people like most, Cafe Met-
amore offers many other drinks that are also 
very good. 
 

 

Figure 11 – Menu Items at Metamore Café 

Beyond social media, Cafe Metamore also imple-
ments face-to-face strategies. Through this 
method, Cafe Metamore's baristas can establish a 
closer connection with their customers by talking 
face-to-face. The baristas use selling to tell cus-
tomers about the menu. They give advice tailored 
to each person's preferences, which helps build a 
relationship. They can also tell customers about 
deals and what makes each menu item special. 
This way, customers have time and are more 
likely to become loyal to Metamore. It makes cus-
tomers feel good about Metamore. They enjoy 
shopping at Metamore more—Metamore gains 
customers. 

Cafe Metamore trains its baristas to provide 
friendly and professional service. The café staff 
serves every order promptly. The management 
team systematically organises the service work-
flow to maintain the quality of every food and 
beverage item. To facilitate transactions, the café 
also offers online and digital payment options, 
enhancing service quality and providing greater 
convenience to customers. Furthermore, Cafe 
Metamore's operating hours are designed to 
meet customer needs daily, whether for lunch or 
for socialising from the afternoon until evening. 
The following are the current operating hours for 
Cafe Metamore: Monday-Sunday: 09.00 – 22.00 
WIB; Friday: 13.00 – 22.00 WIB. 

These operating hours allow customers to enjoy 
the various services offered, including food and 
beverages, as well as entertainment facilities 
such as billiards, at their convenience. Cafe Met-
amore strives to offer flexible hours so customers 
can visit when it suits them and their personal 
schedules. This marketing approach is a process 
that enables the promotion of websites, products, 
and services online by engaging and communi-
cating through digital platforms. 

 
CONCLUSIONS 

This study discusses the marketing communica-
tion strategies utilised by Cafe Metamore, which 
have proven effective in establishing robust cus-
tomer communication and advancing the cafe's 
vision and mission through strategic marketing. 
By leveraging Instagram, Cafe Metamore has suc-
cessfully captured customer attention with 
broad, engaging content. This approach serves as 
a key method for enhancing the cafe's strategy to 
promote its ambience, culinary offerings, and or-
ganised events. 
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The way Cafe Metamore talks to its customers 
has really helped the baristas get to know the 
people who come in. Cafe Metamore has billiards 
facilities. That is a good thing for the cafe. Cafe 
Metamore is doing a job of talking to people and 
using social media, like Instagram. They also of-
fer fun activities at the café, which has helped 
Cafe Metamore attract more customers and grow 
in Kotabumi. Cafe Metamore uses Google Maps 
and Instagram to reach people. 

This study aims to understand the effectiveness 
of Instagram as a marketing communication plat-
form in increasing brand awareness among the 
public. Through this research, customers can also 

gain insights into the various events previously 
held at Cafe Metamore and identify the types of 
Instagram content, such as likes, comments, and 
posts, that influence their marketing perfor-
mance. 

In addition to social media, Cafe Metamore im-
plements direct interaction strategies. Further-
more, the cafe utilises advertising with the specif-
ic objective of informing and influencing custom-
ers regarding new or existing menu offerings. 
The marketing communications executed by Cafe 
Metamore on Instagram involve creating creative 
content to capture customer attention, leveraging 
features such as Stories, Reels, and photo posts.   

 
REFERENCES 

1. Rizky, N., & Setiawati, S. D. (2020). The Use of Instagram Social Media by Haloa Café for Online 
Marketing Communication. Jurnal Ilmu Komunikasi, 10(2), 177–190. 
doi: 10.15642/jik.2020.10.2.177-190 (in Indonesian). 

2. Salas, H. J., Monica, D., Budianto, A., Pratama, M. a. G. Y., & Renata, R. A. (2025). Creative Digital 
Content Strategy for the @IloveLampung Instagram account as an informative platform for 
Lampung Province. Jurnal Khabar Komunikasi Dan Penyiaran Islam, 7(1), 67–87. 
doi: 10.37092/khabar.v7i1.1097 (in Indonesian). 

3. Ramadina, A. A., Yusuf, I., & Rachmani, N. N. (2024). Increasing brand awareness of Pemkop coffee 
shops through an integrated marketing communication strategy. Journal of Economic 
Management Accounting and Technology, 7(2), 517–526. doi: 10.32500/jematech.v7i2.7916 
(in Indonesian). 

4. Ritonga, E. Y. (2018). The Agenda-Setting Theory in Communication Studies. Journal Simbolika 
Research and Learning in Communication Study, 4(1), 32. doi: 10.31289/simbollika.v4i1.1460 
(in Indonesian) 

5. Carter, D. E. (1997). American Corporate Identity 1998. HarperCollins Publishers. 

6. Febriyanti, A., & Salas, H. J. (2026). Marketing Communications Analysis in Building Brand Image at 
Kotabumi Own Café: Qualitative Approach. Jurnal Ilmu Pemerintahan, Administrasi Publik, dan 
Ilmu Komunikasi, 8(1) (in Indonesian). 

7. Novriansyah, Salas, H. J., & Marini, M. (2025). The Implementation of Digital Marketing 
Communication at the "Dapur Pintar" Wholesale Store to Boost Sales. Jurnal Khabar: Komunikasi 
dan Penyiaran Islam, 7(2), 587–599 (in Indonesian). 

8. Lasono, I. N., & Novita, A. (2024). Analysis of Marketing Communication Strategies on the TikTok 
Platform: A Study of Content on the @optikalunett_official Account. Jurnal Penelitian Inovatif, 4(1), 
149–158. doi: 10.54082/jupin.274 (in Indonesian). 

9. Nugroho, R. W., Insani, S. F., & Cahyaningrum, B. N. (2022). The Influence of Brand Association, Brand 
Loyalty, Brand Awareness and Brand Image on Nike's Brand Equity on Social Media Among 
Young Consumers. Journal of Business Finance and Economics (JBFE), 1(1). 
doi: 10.32585/.v1i1.723 (in Indonesian). 

10. Kasnelly, S., Elisa, P., Rahmadani, N., Raniasa, F., Karomah, S., & Mirza, F. (2025). The use of Google 
Maps and social media as a digital marketing strategy to boost sales for the Mavia Angkringan 
SME. Al-Amal Jurnal Manajemen Bisnis Syariah, 5(1), 85–94. doi: 10.54459/al-amal.v5i1.1009 
(in Indonesian). 

 

https://doi.org/10.15642/jik.2020.10.2.177-190
https://doi.org/10.37092/khabar.v7i1.1097
https://doi.org/10.32500/jematech.v7i2.7916
https://doi.org/10.31289/simbollika.v4i1.1460
https://jurnalmahasiswa.uma.ac.id/index.php/jipikom/article/view/5732/pdf
https://jurnalmahasiswa.uma.ac.id/index.php/jipikom/article/view/5732/pdf
https://jurnal.staibsllg.ac.id/index.php/khabar/article/view/1018/562
https://jurnal.staibsllg.ac.id/index.php/khabar/article/view/1018/562
https://doi.org/10.54082/jupin.274
https://doi.org/10.32585/.v1i1.723
https://doi.org/10.54459/al-amal.v5i1.1009

