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Abstract 
Digital Marketing is one of the marketing media that is currently in great 
demand by the public to support various activities carried out. Increasing 
sales competition is increasingly fierce, encouraging companies to place 
greater emphasis on adequate digital marketing strategies as a way of 
introducing products to the public, this term is called brand awareness. 
With increasingly sophisticated technological advances, businesses also 
have to adapt as quickly as possible. Brand awareness must also be 
increased in creative ways and not just like that. Brand awareness is very 
important in every business. Consumers' decisions to buy a product will 
be greatly influenced by the level of brand awareness of the product. 
Pull Strategy provides unique features in the application to make 
customers satisfied and happy in their work, as well as using Instagram 
social media to promote products/services, what events and giveaways 
will be held, promos, providing general knowledge packaged creatively, 
and publication through broadcast media, namely radio. Engagement 
with customers/consumers can increase awareness of the brand. Thus, 
the importance of social media as a tool that can help increase personal 
connections is by starting to gain participation from businesses and 
consumers. 
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INTRODUCTION 

The era of globalization is a new technological advancement that 

integrates the physical, digital and biological worlds, where there is a 

fundamental change in the way people work and live. Humans are increasingly 

advanced by utilizing technological advances that affect many sectors, 

especially the economic sector. The progress of the economic sector is 

supported by the rapid development of internet technology. So that it can 

have an impact on increased economic growth (Ozuem & Willis, 2022). 

Digital Marketing is one of the marketing media that is currently in 

great demand by the public to support various activities carried out. Little by 

little they are starting to abandon conventional or traditional marketing 
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models and switch to modern marketing, namely digital marketing. Digital 

marketing usually consists of interactive and integrated marketing that 

facilitates interaction between producers, market intermediaries and potential 

consumers. With digital marketing, communications and transactions can be 

carried out at any time (real time) and can be global or worldwide. The 

increasing number of chat-based social media users opens up opportunities 

for MSMEs to develop their market within the grasp of smartphones 

(Almadani & Sari, 2023). 

Increasing sales competition is increasingly fierce, encouraging 

companies to place more emphasis on adequate digital marketing strategies 

as a way of introducing products to the public, this term is called brand 

awareness. According to Durianto, et al (da et al., 2023) Brand awareness is 

the ability of a potential buyer to recognize or recall a brand as part of a 

particular product category. People are more likely to like or buy brands that 

are already known because they feel safe with something that is known. Most 

of them assume that a well-known brand has the potential to be reliable, 

stable in business, and quality that can be accounted for. 

Brand awareness shows the ability of consumers (or potential buyers) 

to recall or recognize that a brand is part of a certain product category (Adelia 

et al., 2024). Brand awareness itself is one of the important factors that 

companies need to strengthen their product brands because we cannot deny 

that the more consumers who remember a brand, the greater the popularity 

of the brand or company in the eyes of the public. 

Elfforts to builld brand aware lne lss for an applilcatilon company ilnclude l 

marke ltilng publilc re llatilons tasks. Such as builldilng marke lt appe lal be lfore l thel 

e lme lrge lnce l of adve lrtilsilng iln thel me ldila, e lncouragilng communilcatilon programs 

whelre l thelre l ils no adve lrtilsilng. Not only ilmprovilng thel applilcatilon, but also 

contilnuilng to ilnform thel publilc about thel pre lse lnce l of thel applilcatilon and ilts 

use ls (Pramadyanto, 2022). Belcause l the l ilntelrnelt has now belcome l e lvelryonel's 

lilfe lstylel, more l and more l companile ls are l cre latilng applilcatilons to facilliltatel 

communilcatilon and ilntelractilon. Marke ltilng Publilc Re llatilons ils re lally nele lde ld iln 

thel ilncrelasilngly file lrce l compe ltiltilon iln thel corporate l world. Compe ltiltilon for 

many use lrs re lquilre ls applilcatilon cre lators to thilnk cre latilvelly and ilnnovatilve lly iln 

promotilng the lilr applilcatilons (Willils, 2023). Thelre lfore l, a company ne le lds 

Marke ltilng Publilc Re llatilons pe lrformance l iln formilng brand aware lne lss as a 

characte lrilstilc of thel company so that consume lrs can trust and be l ilntelre lsteld iln 

usilng thel company's applilcatilon. 
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I lt ils ne lce lssary to ilmple lme lnt stratelgile ls iln marke ltilng for companile ls to 

achile lve l marke ltilng goals. Accordilng to Assauril (Kartilkajatil e lt al., 2023), 

marke ltilng strate lgy ils a se lrile ls of goals, targe lts, polilcile ls and rule ls that provilde l 

dilre lctilon iln ilmple lmelntilng marke ltilng elfforts at approprilate l lelve lls, re lfe lre lncels 

and allocatilons as a form of company re lsponsel iln facilng the l e lnvilronmelnt and 

compe ltiltilon. whilch change ls. Tjilptono (2011) iln (Supartilwil e lt al., 2022) saild that 

a marke ltilng or promotilon strate lgy vila thel ilntelrne lt or othelr dilgiltal tools ils a 

plan that must bel carrile ld out by thel marke ltilng dilvilsilon, and thel actilons or 

de lcilsilons takeln must be l base ld on an analysils of thel siltuatilon and also thel 

goals of a company. companile ls to be l able l to know and targe lt thel 

achile lve lmelnt of thelse l goals. 

 

RESEARCH METHOD 

Thel study iln thils re lse larch ils qualiltatilve l wilth liltelrature l. Thel liltelrature l 

study re lse larch me lthod ils a re lse larch approach that ilnvolvels thel analysils and 

synthelsils of ilnformatilon from varilous liltelrature l source ls that are l re lle lvant to a 

partilcular re lse larch topilc. Documelnts take ln from liltelrature l re lse larch are l 

journals, books and relfe lre lnce ls re llateld to thel dilscussilon you want to relse larch 

(Elarle ly, M.A. 2014; Snyde lr, H. 2019). 

 

RESULT AND DISCUSSION 

Digital Marketing Concept 

A. Undelrstandilng Dilgiltal Marke ltilng 

Thel concelpt of dilgiltal marke ltilng come ls from thel ilntelrnelt and 

se larch e lngilnels on we lbsiltels. Whe ln ilnte lrnelt usage l e lxplode ld iln 2001, thel 

marke lt was domilnate ld by Google l and Yahoo as se larch e lngilnel optilmilzatilon 

(SElO). Thel use l of ilnte lrnelt se larche ls gre lw iln 2006 and iln 2007 thel use l of 

mobille l delvilce ls ilncre lase ld drastilcally whilch also ilncre lase ld ilntelrnelt use l and 

pe lople l from varilous parts of thel world be lgan to connelct wilth elach othelr 

through socilal me ldila (Aghazade lh & Khoshnelvils, 2024). 

Dilgiltal marke ltilng ils de lfilne ld as marke ltilng actilviltilels ilncludilng 

brandilng that usel varilous welb me ldila such as blogs, we lbsilte ls, elmaill, 

Adwords, or socilal neltworks (Bailne ls e lt al., 2022). Dilgiltal marke ltilng as a 

promotilonal meldila ailms to convely or dilsse lmilnate l or marke lt about a 

product so that ilt can ilnflue lncel consume lrs to buy ilt. 

Dilgiltal marke ltilng ils also delfilne ld as marke ltilng actilviltile ls that usel 

ilntelrnelt-base ld me ldila. The l ilntelrne lt ils quilte l an ilnfluelntilal tool for busilnelss. 
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Roge lr iln Rahardjo state ld that thel characte lrilstilcs of the l ilntelrne lt are l as 

follows: (Arilsta & Ilndayanil, 2023) 

1. I lntelractilvilty, thel abillilty of telchnologilcal de lvilce ls to facilliltatel 

communilcatilon beltwele ln ilndilvilduals such as me le ltilng face l to face l. 

Communilcatilon ils velry ilntelractilve l so that partilcilpants can communilcatel 

more l accurate lly, e lffe lctilve lly and satilsfactorilly. 

2. Delmassilfilcatilon, me lssage ls can be l e lxchange ld among partilcilpants 

ilnvolveld iln large l numbe lrs. 

3. Asynchronous, communilcatilon telchnology has thel abillilty to selnd and 

re lce lilve l melssage ls at the l delsilre ld tilme l of elach partilcilpant. Socilal me ldila 

allows busilne lsse ls to relach consume lrs and builld more l pe lrsonal 

re llatilonshilps. 

B. Type ls of Dilgiltal Marke ltilng 

Socilal me ldila marke ltilng strate lgile ls are l ve lry ilmportant for busilnelss 

de lvellopme lnt, elspe lcilally iln today's dilgiltal elra, be lcause l apart from be lilng 

e lasy to usel, thel costs relquilre ld by busilne lss pe loplel to run a busilne lss 

through socilal me ldila are l also chelap. I ln thils e lxplosilon of telchnology and 

socilal meldila, marke ltilng stratelgile ls have l elme lrge ld that arel trelndilng and wel 

nele ld to pay attelntilon to (Charlelsworth, 2022). Thel followilng are l marke ltilng 

strate lgile ls that are l curre lntly trelndilng and ne le ld to be l maste lre ld by busilne lss 

pe lople l to hellp marke lt products. 

1. Contelnt Marke ltilng 

Contelnt marke ltilng ils now thel mailn focus of many brands consilde lrilng ilts 

ilmportant rolel and how ilt works iln socilal me ldila, multilmeldila, se larch and 

mobille l. Many companile ls stilll don't unde lrstand thel ilmportance l of tre lnds 

and how contelnt marke ltilng undelrlile ls almost all dilgiltal marke ltilng. 

Contelnt ils the l basils of all dilgiltal marke ltilng and ils ve lry ilmportant for 

cre latilng brand aware lne lss and re lachilng thel crowd. 

2. Mobille l marke ltilng 

Thel contilnue ld ilncrelase l iln smartphonel and tablelt use lrs make ls marke ltilng 

me lssage ls and contelnt for mobille l platforms a ne lcelssilty. From thelse l 

small de lvilce ls, many consume lrs re lad contelnt, re lce lilvel e lmaills and e lve ln 

buy products. The lre lfore l, companile ls are l re lquilre ld to ilmme ldilate lly 

re lde lsilgn we lbsilte ls and blogs so that thely are l re lsponsilve l to mobillel 

de lvilce ls. 

3. I lntelgrate ld dilgiltal marke ltilng 

Socilal me ldila and contelnt havel an ilmportant rolel iln selarch re lsults. 

Googlel has cre late ld Google l+ for varilous re lasons, one l of whilch ils to 
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capture l socilal silgnals. For thils re lason, make l sure l that elach approach 

take ln provilde ls thel possilbillilty to tile l thelm all togelthelr to achile lvel 

maxilmum e lffe lctilve lnelss. 

4. Contilnuous marke ltilng 

A marke lte lr must be l aware l that a strong marke ltilng strate lgy ils be lcomilng 

popular and ils calle ld contilnuous marke ltilng. Howelve lr, thils doels not 

me lan that you cannot do product marke ltilng or promotilons offlilne l. Thel 

re lalilty ils that elve lrythilng found onlilne l vila socilal me ldila, Twiltte lr stre lams 

and se larche ls vila Google l re lquilre ls constant SElO actilvilty, publilshilng, 

contelnt cre latilon and marke ltilng. 

5. Pe lrsonalilze ld marke ltilng 

Marke ltilng approache ls that are l common iln tradiltilonal meldila and 

telle lvilsilon are l be lcomilng le lss e lffe lctilve l due l to me ldila saturatilon. We l can 

se le l how thelre l ils pe lrsonalilze ld marke ltilng on el-comme lrce l siltels, e l-maill 

and welbsilte ls that adapt advelrtilsilng and uselr ilntelrface ls for re lle lvant 

consumelr ilntelre lsts. 

6. Vilsual marke ltilng 

Thel filrst tilme l we l saw vilsual marke ltilng was se lve lral ye lars ago whe ln 

YouTubel appe lare ld. Silnce l theln, vilsual marke ltilng has contilnueld to 

e lme lrge l, such as I lnstagram, Pilnte lre lst and also Slildelshare l. I ln thel last 6 

months, vilsual marke ltilng has be leln at a nelw lelvell. You must bel able l to 

take l advantage l of thils marke ltilng tre lnd as a way to ilncre lase l onlilnel 

e lngage lme lnt (Hanlon & Tuteln, 2022) 

 

Brand Awareness 

A. Delfilniltilon of Brand Aware lne lss 

Brand Aware lne lss ils de lfilne ld as a me lasure l of thel stre lngth of our 

brand's e lxilste lnce l iln thel milnds of customelrs (Chaurasilya & Baxil, 2023). 

Anothelr opilnilon delfilne ls brand aware lne lss as a ge lne lral communilcatilon goal 

for all promotilonal stratelgile ls (Purwilantil & Filonna, 2023). By cre latilng brand 

aware lne lss, marke lte lrs hope l that whelnelve lr a cate lgory ne le ld arilse ls, the l 

brand willl be l brought back to milnd. Ne lxt, varilous alte lrnatilvels are l take ln 

ilnto consilde lratilon iln delcilsilon makilng. So ilt can be l concludeld that brand 

aware lne lss ils the l lelve ll of a pe lrson's knowleldge l of a brand. 

Brand aware lne lss can be l melasure ld by askilng consumelrs to namel 

brands that consume lrs consilde lr famillilar (Syafiltril & Fe lbrilana, 2023). 

Whelthelr brand aware lne lss re lcall ils suffilcile lnt delpe lnds on whelre l and whe ln a 

purchasilng de lcilsilon ils made l. Thel rilght brand aware lne lss strate lgy de lpe lnds 
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on how welll-known thel brand ils. Some ltilme ls thel goal of promotilon ils to 

mailntailn hilgh brand aware lne lss. Brand aware lne lss de lscrilbe ls the l elxilste lncel 

of a brand iln thel milnds of consumelrs whilch can bel a delte lrmilnant iln selve lral 

cate lgorile ls (Trilxile l & Pandrilanto, 2024). A strong brand ils relfle lcte ld by hilgh 

brand aware lne lss and strong and posiltilve l brand associlatilons. Aake lr adde ld 

that apart from the lse l two factors, strong brands also have l hilgh pe lrce lilve ld 

qualilty and consumelr loyalty (Cheln & Che ln, 2022). 

B. Thel Rolel of Brand Aware lne lss 

Thel role l of brands iln he llpilng brands can be l unde lrstood by 

e lxamilnilng how brand aware lne lss can cre late l value l. 

1. Brand aware lne lss be lcome ls anothelr source l of associlatilon 

A brand wilth hilgh brand aware lne lss willl hellp associlatilons stilck to thel 

brand, be lcause l the l brand's vilsilbillilty willl bel ve lry hilgh iln thel milnds of 

consumelrs. Thils condiltilon shows that a brand wilth hilgh aware lne lss ils 

able l to cre latel associlatilons wilth othelr products. 

2. Famillilarilty or lilkilng 

I lf our brand aware lnelss ils ve lry hilgh, consume lrs willl bel ve lry famillilar wilth 

our brand, and ove lr tilme l thils willl de lve llop a ve lry hilgh lilkilng for thel 

brand. 

3. Substance l or commiltme lnt 

Brand aware lne lss can ilndilcate l thel e lxilste lncel, commiltmelnt and corel 

ilmportance l of a proble lm. So, ilf brand aware lne lss ils hilgh, wel can always 

fe le ll thel brand's pre lse lnce l. Be lcause l a brand wilth ve lry hilgh brand 

aware lne lss ils usually cause ld by se lve lral factors, name lly: 

a. Wilde lly adve lrtilse ld, so that ilt ils wilde lly known by thel publilc. 

b. Elxilste lncel that has bele ln telsteld by tilme l, thel e lxilstelnce l of a brand that 

has lasteld a long tilme l shows that thel brand ils ablel to mele lt consume lr 

nele lds and e lxpe lctatilons. 

c. Thel dilstrilbutilon re lach ils ve lry wilde l, makilng ilt e lasile lr for consume lrs to 

ge lt thel brand. 

d. Thel brand ils we lll manage ld 

4. Consilde lr thel brand 

Thel filrst stelp iln a purchasilng procelss ils se llelctilng brands that are l known 

iln a group to consildelr and de lcilde l whilch brand to buy. Brands wilth hilgh 

top of milnd have l hilgh consilde lratilon value l. I lf a brand ils not storeld iln 

me lmory, thel brand willl not be l consilde lre ld iln purchasilng de lcilsilons. 

Usually thel brands that are l storeld iln consumelrs' milnds are l brands that 

thely lilke l and hatel (Be llloquel e lt al., 2023). 
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The Importance of Social Media as a Start-Up Marketing Strategy in 

Indonesia 

Socilal me ldila marke ltilng ils a form of dilgiltal marke ltilng strate lgy. Whe lre l 

busilne lss actors use l socilal me ldila and we lbsilte ls to promotel thelilr busilne lsse ls, 

products or se lrvilce ls. A strate lgy lilke l thils plays a ve lry ilmportant role l iln busilne lss 

progre lss be lcause l marke ltilng strate lgile ls are l ilncre lasilngly delve llopilng and 

contilnuel to follow telchnologilcal advance lme lnt trelnds. Iln thel curre lnt e lra, ilt ils 

rare l for busilne lss pe lople l to usel convelntilonal marke ltilng systelms and meldila 

be lcause l now elvelryonel use ls thel ilntelrne lt to makel e lvelrythilng more l elffilcile lnt 

(Pile ltrzak & Grębowile lc, 2023). Thus, marke ltilng vila socilal me ldila ils onel of thel 

ilnnovatilons and brelakthroughs for busilne lss actors iln promotilng thelilr 

busilne lss e lffilcile lntly iln tilme l, name lly not havilng to mele lt dilre lctly wilth 

consumelrs for promotilons and also elffilcile lncy iln promotilonal costs, belcause l 

thelre l ils no nele ld to ilncur large l costs. Apart from that, anothelr advantage l of 

thel socilal me ldila marke ltilng strate lgy ils that ilt has a wilde lr re lach and the l most 

ilmportant thilng ils that ilt ils 'curre lnt'. 

Onel busilne lss that rellile ls helavilly on socilal me ldila marke ltilng ils a startup 

company. Howelve lr, se lve lral e lntre lpre lne lurs, ilncludilng startup e lntrelpre lne lurs, 

have l not bele ln ablel to maxilmilze l dilgiltal marke ltilng strate lgile ls through socilal 

me ldila. Accordilng to Park and Kilm (Batu & Hasya, 2023) some l e lntrelpre lne lurs 

are l not famillilar wilth dilgiltal marke ltilng. Thils ils be lcause l thelre l are l se lve lral 

assumptilons that dilgiltal marke ltilng stratelgile ls have l silmillariltile ls wilth marke ltilng 

strate lgile ls iln ge lne lral. I ln fact, ilf we l e lxamilnel ilt furthelr, the lre l are l many aspe lcts 

that nele ld to be l take ln ilnto account wheln ilmple lme lntilng a dilgiltal marke ltilng 

strate lgy, onel of whilch ils thel qualilty of ilnformatilon. Ilnformatilon qualilty 

consilsts of thel qualilty of product ilnformatilon, siltel ilnformatilon and selrvilce l 

ilnformatilon. Ilf the l ilnformatilon pre lse lnte ld doe ls not mele lt thel re lquilre lme lnts or 

ils ilncomplelte l, theln promotilonal elfforts wilth socilal me ldila marke ltilng willl be l iln 

vailn. Iln fact, for startup companile ls, e lspe lcilally thosel that are l not yelt welll 

known by thel publilc, ilt would be l velry good to maxilmilze l socilal me ldila be lcause l 

ilt can ilntroducel and promotel all ilts busilnelsse ls as we lll as the l advantage ls ilt has 

to attract consumelrs. 

Apart from be lilng re llate ld to buyilng and se lllilng actilviltile ls or brand 

aware lne lss, socilal me ldila marke ltilng also re lquilre ls busilne lss pe lople l to be l able l to 

cre late l good communilcatilon wilth customelrs (consume lrs) so that thely fe le ll 

comfortable l. Be lcause l through socilal me ldila, ilt ils hopeld that busilne lss actors 

can ilntelract wilth consumelrs, provilde l answe lrs to que lstilons and complailnts, 

announcel ne lw products and se lrvilce ls, obtailn fe le ldback and re lcomme lndatilons, 
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and builld communiltile ls. I ln thils way, consume lrs can start to builld trust iln thel 

company (Jung e lt al., 2022). Be lcause l curre lntly, consumelrs, e lspe lcilally 

consumelrs of products from startup busilne lsse ls, always want to know thel 

opilnilons of othelr consume lrs so thely can make l consilde lratilons or comparilsons. 

For e lxample l, be lfore l de lcildilng to buy a product, thely willl filrst re lad telstilmonilals 

from consumelrs who havel alre lady bought and trile ld thel product whelthelr ilt ils 

good or not. So thely can fe le ll safe l and confilde lnt wheln makilng purchase l 

transactilons. 

To brand a product, a goal ils nele lde ld, namelly elngage lme lnt wilth 

potelntilal consume lrs on socilal me ldila. Wilth thel e lxilste lnce l of varilous forms of 

attachmelnt, ilt willl gilve l rilse l to the l cre latilon of varilous actilons. Theln, ilf you 

want to elncourage l brand aware lne lss, you have l to provilde l a lot of contelnt that 

willl bel se le ln by thel publilc (followelrs, customelrs/consume lrs) so that ilt can hellp 

dilsse lmilnate l thel product so that many pe lople l know and spre lad thel word 

about thel brand. Elngage lme lnt wilth customelrs/consume lrs can ilncrelase l 

aware lne lss about thel brand (Naulil e lt al., 2023). Thus, thel ilmportance l of socilal 

me ldila as a tool that can hellp ilncre lase l pe lrsonal connelctilons ils by startilng to 

gailn partilcilpatilon from busilne lsse ls and consumelrs. 

Startup companile ls iln crelatilng contelnt that willl bel poste ld on socilal 

me ldila should not bel haphazard, too long, borilng, or elveln not ilntelre lstilng at 

all. Thils celrtailnly make ls socilal meldila use lrs lazy to relad thel post and milss ilt. 

Good contelnt ils that whilch provilde ls value l to consumelr e lngage lme lnt. Be lcause l 

ilf a busilne lss's socilal me ldila contelnt can provilde l consumelr e lngage lme lnt value l, 

ilt willl attract many socilal me ldila use lrs to e lxplore l thel busilne lss's socilal me ldila 

(Rachmawatil e lt al., 2022). Thus, thel contelnt cre late ld must be l truly use lful, 

ilntelre lstilng, ilnflue lncilng, arouse l curilosilty, and take l ilnto account thel 

psychology of socilal me ldila contelnt. Busilne lss socilal me ldila doe ls not always 

have l to post contelnt about thel busilne lss ilt owns and promotel 

products/brands dilre lctly, but can also be l use ld to sprelad use lful conte lnt. 

 

Increasing Brand Awareness with Digital Marketing 

Wilth ilncre lasilngly sophilstilcateld telchnologilcal advance ls, busilne lsse ls also 

have l to adapt as quilckly as possilble l. Brand aware lne lss must also be l ilncre lase ld 

iln crelatilve l ways and not just lilke l that. Brand aware lne lss ils ve lry ilmportant iln 

e lvelry busilne lss. Consume lrs' de lcilsilons to buy a product willl be l gre latly 

ilnflue lnceld by the l le lve ll of brand aware lnelss of the l product (Maulildilyah & 

I lndayanil, 2024). 
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To ilncrelase l brand aware lne lss of a product, you nele ld to apply thel 

prilncilple ls of dilgiltal marke ltilng. He lre l are l thel stelps, ilncludilng: 

1. Maxilmilze l Socilal Me ldila 

I ln ilncre lasilng brand aware lne lss wilth dilgiltal marke ltilng, you nele ld to makel 

maxilmum use l of socilal me ldila wilth e lxilstilng fe lature ls. You can cre late l 

ilntelre lstilng contelnt that ils not always re llate ld to your busilnelss. Thils ils to 

ilncre lase l elngage lme lnt on socilal meldila, be l ilt on Ilnstagram, TilkTok, X, 

Face lbook or YouTube l. 

2. Utillilze l Contelnt Marke ltilng 

Thel se lcond way to ilncre lase l brand aware lne lss wilth dilgiltal marke ltilng, you 

can use l contelnt marke ltilng. You can cre late l ilntelre lstilng contelnt that ils 

ilntroduceld through wriltilng, vilde lo or ilmage ls. The l more l contelnt cre late ld, 

thel morel audile lnce l you re lach. Plelase l re lme lmbe lr, whe ln crelatilng marke ltilng 

contelnt, you must ilnclude l comple ltel product ilnformatilon. Thils ils to make l ilt 

e lasile lr for thel publilc to undelrstand thel ilnformatilon contailne ld iln your 

busilne lss products. 

3. I lmple lme lnt SElO 

So that your product belcome ls morel wilde lly known, you nele ld contelnt that 

applile ls Se larch Elngilnel Optilmilzatilon (SElO), a telchnilque l for we lbsiltel 

optilmilzatilon wilth thel ailm of makilng ilt elasile lr for se larch e lngilne ls to filnd 

artilcle ls and place l thelm on thel filrst page l of thel Googlel selarch e lngilnel 

(Prayoga e lt al., 2023). 

 

Marketing Strategy in Increasing Brand Awareness in the Digital Era 

Elve lry company willl ce lrtailnly look for ways to make l ilts company known 

to many pe loplel. De lspilte l thel noblel goal of a company, name lly he llpilng to builld 

an e lducatilonal elcosystelm iln I lndonelsila and thel world, thils ils stilll calle ld a 

busilne lss (Lutfilanil e lt al., 2024). As we l know that a busilne lss talks about profilts. 

Thelre lfore l, companile ls carry out varilous strate lgile ls to ilncre lase l brand 

aware lne lss. 

Threle l factors that support thel succe lss of thel applilcatilon busilne lss are l 

how thel Marke ltilng Publilc Re llatilons stratelgy use ld ils able l to provilde l comple ltel 

applilcatilon fe lature ls accordilng to custome lr nele lds, ilnformatilon to customelrs 

and potelntilal custome lrs through socilal me ldila as a place l for promotilon and 

don't forgelt thel le lade lrshilp make ls thilngs that e lncourage l thel telam to work 

more l aggre lssilve lly ( Xu, 2023). Ilt ils hope ld that from Marke ltilng Publilc Re llatilons 

actilviltilels, the l publilc willl know about what products/se lrvilce ls are l availlable l. The l 
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threle l stratelgile ls re llate ld to Ilnstagram socilal me ldila use l thel Marke ltilng Publilc 

Re llatilons Stratelgy, name lly Push, Pull and Pass Strate lgy. 

I ln Push Stratelgy, gilvilng bonus mone ly to ilntelrnal te lams who can 

achile lve l targe lts accordilng to thel spe lcilfile ld targe lts and willl make l telam work 

e lveln morel optilmal iln ilncre lasilng brand aware lne lss iln thils dilgiltal e lra (Pande ly elt 

al., 2023). Pull Stratelgy provilde ls unilque l fe lature ls iln thel applilcatilon to makel 

customelrs satilsfile ld and happy iln thelilr work, as we lll as usilng I lnstagram socilal 

me ldila to promotel products/se lrvilce ls, what elve lnts and gilvelaways willl be l helld, 

promos, provildilng ge lne lral knowle ldge l package ld cre latilve lly, and publilcatilon 

through broadcast meldila, name lly radilo. Iln Pass Stratelgy, provildilng good 

se lrvilce l or re lsponse l to customelrs and potelntilal custome lrs and be lcomilng a 

sponsor at se lve lral e lve lnts ilncludilng schools, campuse ls, foundatilons and 

othelrs (Lile ltanila & Muzakilah, 2023). 

 

CONCLUSION 

Thel use l of dilgiltal marke ltilng as a marke ltilng stratelgy can make l ilt elasile lr 

and provilde l opportuniltilels for companilels to dilsse lmilnatel ilnformatilon and 

cre late l brand aware lne lss, conduct marke lt re lse larch, builld a posiltilve l ilmage l and 

pe lrce lptilon of thel brand, e lxpe lrilme lnt wilth goods or selrvilce ls, ilmprove l 

communilcatilon and selrvilce l to consume lrs, and ilncre lase l dilstrilbutilon. products 

or selrvilce ls on thel marke lt. Apart from that, marke ltilng carrile ld out onlilnel can 

ilncre lase l marke ltilng e lfforts e lffe lctilve lly whilch can complelme lnt communilcatilon 

and marke ltilng that has bele ln carrile ld out convelntilonally, and wilth costs that 

telnd to bel more l e lffilcile lnt. Thel use l of socilal me ldila iln a busilne lss's dilgiltal 

marke ltilng strate lgy ils drilve ln by the l wilde lspre lad use l of thel ilnte lrnelt and socilal 

me ldila among thel publilc, thelre lby elncouragilng busilne lss actors to attract and 

attract targe lt consumelrs through thel same l ne lw meldila. The l use l of socilal 

me ldila as dilgiltal marke ltilng can be l a drilvilng factor for consume lr transactilons. 
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