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Abstract. Enjoying coffee in coffee shops has become an increasingly widespread culture in Indonesia. 
Oksigen Coffee is one of the many coffee shops in Cirebon City. It was established in 2020 with a 

unique marketing style. Providing a variety of various variants of coffee, it is a place that many young 

people visit to adults and even families. This research aims to find out how Oksigen Coffee implements 
Integrated Marketing Communication (IMC) to increase brand awareness of Indonesian coffee in 

coffee shops. In this study, the author uses a descriptive qualitative approach that conducts direct 

interviews with the owner, marketing team, managers, baristas, and consumers of Oxygen Coffee. The 
theory used in this study is the theory of Integrated Marketing Communication. There are a few 

obstacles in marketing at Oxygen Coffee, namely fierce competition with other brands due to the rise 

of Coffee Shops in Cirebon City. Oksigen Coffee implements Advertising, Sales Promotion, Event and 

experience, Public Relations and publicity, Direct Marketing, Interactive Marketing, and Personal 
Selling successfully in creating an attractive environment for customers, thus strengthening its position 

in the local coffee industry in Cirebon City. 

Keywords: Kopi Nusantara, Coffee Shop, Coffee Culture, Marketing Communication, Brand 
Awareness 

 

 
INTRODUCTION 

Indonesia is one of the best coffee bean producers in the world. Some areas famous for 

their coffee beans include Lampung, Aceh, Java, Ternate, Flores, Sulawesi, and Medan. The 

source of people's income and the country's foreign exchange can increase through coffee 

plants, starting from the export of coffee beans that have not been roasted (raw) or coffee beans 

that have been processed. The types of coffee that are in high demand and have high value are 

Arabica and Robusta. The taste quality of arabica coffee is higher, and the caffeine content is 

lower than that of robusta coffee. So this arabica type of coffee is priced higher. Coffee in 

Indonesia is called Nusantara coffee; the types are Aceh gayo coffee, Bali Kintamani, Flores 

Bajawa, and Javanese coffee. 

The level of coffee consumption in the community is increasing. According to 

International Coffee Organization (ICO) data, coffee is one of the most popular drinks among 

Indonesians. In 2021, coffee consumption in the country touched 5 million bags of 60 

kilograms. According to Indonesian coffee processing industry data, "Indonesia is the fourth 

largest producer of coffee beans in the world after Brazil, Vietnam, and Colombia, with an 
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average production of around 700 thousand tons per year or about 9% of the world's total coffee 

production. Therefore, domestic coffee bean processing continues to be encouraged," said the 

Director General of Agro-Industry of the Ministry of Industry, Abdul Rochim, in Jakarta. In 

2018, coffee product exports generated significant foreign exchange income, reaching USD 

579.98 million, an increase of 19.1% compared to 2017. 

Currently, one type of business that is proliferating is coffee shops. Enjoying coffee in 

coffee shops has become an increasingly thick culture in Indonesia. Coffee shops are in great 

demand because this business is quite relaxed, enjoyable, and sought after by everyone. After 

all, coffee shops are an ideal alternative place to visit. Therefore, coffee shop business 

owners will compete so that their place becomes superior and their business can survive in the 

business world. 

One of the coffee shops that is quite well known by various circles in Cirebon City is 

Oksigen Coffee. Established in 2020, Oksigen Coffee offers various coffee variants such as 

manual brew, espresso-based, milk coffee with several flavor variants, and other drink menus. 

In addition, Oxygen Coffee also provides a variety of food, both snacks and heavy meals. 

Oksigen Coffee is one of the coffee shops in Cirebon City, which has a comfortable place to 

relax with friends or family and a workspace for casual workers. Having a green concept and 

a tagline that reads "Coffee like air" makes many people know and always come to Oksigen 

Coffee; it makes Oksigen Coffee different from other coffee shops in Cirebon City because of 

its characteristics.  

When a product is marketed, competition in the business world becomes stronger to 

seize the market. This marketing communication can increase consumer awareness of the 

company's products. One way the company communicates with consumers is through effective 

communication so that the message that the company wants to convey to customers can be 

understood and received correctly. 

Marketing communication is a marketing activity that aims to disseminate information, 

influence or persuade, and remind the target market about the company and its products so that 

they are willing to receive, buy, and remain loyal to the products offered (Tjiptono, 2011). With 

a communication marketing strategy, companies can see great opportunities and threats in the 

market. Marketing communication strategies can include advertising, sales promotion, public 

relations, personal sales, and direct marketing (Kotler, 1997, p. 78). Business owners need a 

structured or planned strategy to get more attention and the hearts of today's people. It can be 

concluded that marketing communication is a planning process to create, communicate, and 

convey a concept, 

prices, promotions, and distribution of goods or services to create exchanges that satisfy 

consumers. 

Marketing communication is essential in promoting products, especially in coffee 

shops. Business owners must introduce a product to consumers because it can retain consumers 

and make them aware of the brand of the product.  The initial feedback expected from 

marketing communication is increased brand awareness and positive actions from consumers 

towards the brand. This growing awareness among consumers is the benchmark for success in 

a company that can win the competition in the business world. 

According to previous research, first based on a study entitled "Integrated Marketing 
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Communication Analysis (IMC) in improving the brand image of Yumna boutiques in 

Sumbawa Regency, explained that "marketing communication activities carried out are by 

utilizing social media Instagram, Facebook, and WhatsApp so that the concept of Yumna can 

be well received." The second  research, titled Marketing Communication in Creating Brand 

Awareness (Partipost Case Study) explains that "marketing communications implemented by 

Partipost include advertising, sales promotion, direct marketing, internet marketing, events, and 

experiences as well as word of mouth (Word Of Mouth)" 

Overall, these two studies reveal that marketing communication strategies through IMC 

are essential in strengthening the brand image and increasing brand awareness. A study titled 

The Role of Digital Marketing in Culinary Business Dynamic on Tiktok explains that 

technology provides comfort and convenience because it is easy to reach through smartphone 

facilities, and the number of users is continuously increasing (aghnia, 2021). Social media and 

digital technology are key aspects of an effective marketing communication strategy to meet 

the expectations of an increasingly dynamic and digitally connected market. 

Based on this background, the researcher aims to determine how Integrated Marketing 

Communication (IMC) increases Brand Awareness of Nusantara coffee in a coffee shop. 

 
LITERATURE REVIEW 

Several previous studies are relevant to this study, namely: First, with the title "Integrated 

Marketing Communication Analysis (IMC) in Improving Brand Image in Yumna boutiques in 

Sumbawa Regency," which explains that Brand image is a brand perception inherent in 

consumers' memories of a product. Managing the brand image is the first step in introducing 

Yumna's products to customers. It will subsequently develop into a marketing strategy to 

improve the brand image and survive among competitors. This research aims to understand 

how Yumna Boutique uses integrated marketing communication to improve its Brand Image. 

This research uses integrated marketing communication (IMC) theory, which has six elements: 

advertising, personal sales, and relationships. 

community, Sales promotion, Direct marketing, and interactive/internet marketing. This 

research is qualitative research with a descriptive approach. The study results show that Yumna 

implements the concept of integrated marketing communication consisting of 6 elements it. 

Advertising through social media, sales promotions with different variants, and public relations 

(PR) build good relationships with external and internal parties through social media and other 

positive activities. Direct marketing by providing knowledge about products, personal sales 

through fun and harmonious, positive interactions, and marketing. (Vitra Alfiana & M.Syukron 

Anshori, 2023) 

Second, research conducted by Ailen Belinda and Riris Loisa (2019) in a study entitled 

"Marketing Communication in Building Brand Awareness (Partipost Case Study)" revealed 

that changes in business models are a challenge for business actors, so they must innovate so 

as not to be left behind amid consumers who are increasingly turning to digitalization. One way 

to build and improve a company's image in the digital era is through brand awareness, which 

requires continuous effort. This research aims to identify the marketing strategies applied by 

Partipost to build brand awareness for a brand. The method used is a descriptive qualitative 

approach, which involves conducting in-depth interviews with three sources: two Partipost 
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members and an influencer at Partipost. Research data was collected through interviews, online 

data, observations, and documentation. The results of the study show that the marketing 

communication applied by Partipost in building brand awareness of a brand involves various 

strategies and approaches that support each other through various elements or mixes of 

marketing communication that are interrelated to create a distinctive form of marketing applied 

by Partipost. This form of marketing is a marketing campaign that aims to build Brand 

Awareness. Success in building Brand Awareness is measured through interaction or 

engagement in marketing. 

Integrated Marketing Communication is implemented to, directly and indirectly, 

influence the behavior of potential consumers who have become the target of marketing 

communication. According to Philip Kotler and Kevin Lane Keller (2006) in Marketing 

Management, Integrated Marketing Communication defines IMC as implementing and 

evaluating communication programs and an integrated planning process utilizing various 

communication methods to convey consistent and meaningful messages to target consumers 

(Kotler, Keller: 2006). This study uses IMC to analyze the problems researchers have found. 
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Figure 1. Integrated Marketing Communication 

Source: Marketing Management (Kotler, Keller: 2006) 
 

1. Advertising is the process or activity of disseminating information or promotional messages 

to consumers and potential consumers about a product, service, or idea to attract their 

buying interest. 

2. Sales promotion. Sales promotion is a marketing activity that aims to increase a product's 

or service's sales volume in a relatively short period. Sales promotion strategies are often 

used to mobilize consumers and encourage consumers and potential consumers to buy the 

products or services provided immediately. 

3. Event and Experiences. Events and experiences are an effective marketing strategy for 

generating high engagement, increasing brand awareness, and building long-term 

consumer relationships through direct interaction and memorable experiences. 

4. Public Relations & Publicity. Public Relations focuses on strategic relationships and 

communication with various related parties, while publicity emphasizes efforts to gain 

attention and positive media coverage. 

5. Direct Marketing. Direct marketing effectively reaches consumers directly, generates 

measurable responses, and strengthens consumer relationships through personalized and 

relevant communication. 

6. Interactive Marketing. Interactive marketing is an effective strategy for creating a stronger 

bond between brands and consumers through digital interaction. This helps to improve the 

consumer experience and strengthen brand awareness. 

7. Personal selling is a strong marketing strategy for building closer relationships with 

consumers, generating direct sales, and providing a more personalized and relevant 

experience in the marketing process. 
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Of course, when buying a product, consumers first research the product to be 

purchased. Kotler states that brand awareness is the level at which consumers remember or 

know a brand amidst the many options available in the market. (Philip Kotler, 2000). This 

research is expected to determine the level of consumer knowledge about Indonesian coffee 

products in Oxygen Coffee. 

 
METHODS 

This research uses descriptive qualitative methods, mainly focusing on explaining the 

research object. Qualitative research is carried out using a direct approach. Researchers 

summarize and structure complex pictures, check the details word for word, and carefully 

compile the report (Murdiyanto, 2020). 

Informants have an essential role in supporting the research process that has been 

carried out because informants provide responses and information related to things that are 

considered necessary by researchers (Rachmasary, 2021). The author conducted interviews 

and observations directly with the owner and the oxygen coffee team. The key informant in 

this study is Irfan Jaelani, the direct owner (Owner). The supporting informants are the 

Marketing team, Manager, Barista, and Customer of Oxygen Coffee. In this study, the data 

analysis method follows the approach proposed by Miles and Huberman, as explained by 

Herdiansyah (2010: 164), which includes four stages. These stages include data collection, 

data screening, presentation, and concluding. 

The Integrated Marketing Communication theory, which has seven concepts: 

advertising, sales promotion, event and experience, public relations and publicity, direct 

marketing, interactive marketing, and personal selling (Kotler & Keller, 2016, p. 194), is 

applied in this study. 

 

RESULTS AND DISCUSSION 

Integrated Marketing Communication 

Integrated marketing communication is carried out to directly and indirectly 

influence the behavior of potential customers who are the target of marketing 

communication. Referring to the results of interviews that have been conducted at Oksigen 

Coffee regarding Integrated Marketing Communication: Brand Awareness of Nusantara 

coffee at Oksigen Coffee, the following data was obtained: 

Advertising 
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Advertising is a vital marketing medium for a company; its content invites and 

informs consumers about a product. Advertising aims to convey information, influence, 

remind, or increase consumer confidence to repurchase a product (Kotler & Keller, 2016). 

"Oksigen Coffee has been utilizing digital marketing since the beginning of this coffee 

shop's opening. Especially advertising through Instagram to promote a product and inform 

the seasonal beans used daily. Currently, Oksigen Coffee is developing TikTok media to 

create interesting content related to products from oxygen coffee" (interview with Irfan 

Jaelani, Owner of Oksigen Coffee) 

Based on the interview results, Oxygen Coffee advertises using social media. It uses 

Instagram ads (paid advertising) to promote products and increase brand awareness among 

consumers. Oxygen Coffee also utilizes TikTok and follows trending content in marketing 

its products. 

  

 
Figure 2. Advertisement of oxygen coffee products 

Source: Instagram @oksigencoffee 

 
 

Sales promotion 

Sales promotion is a type of marketing that companies use to accelerate the sale of a 

product. According to Darwies Ibrahim in the book Smart Selling (2004), sales promotion is 

a short-term activity to increase sales. In other words, this promotion is carried out to make 

consumers buy and reuse their purchased products. 

"Utilizing online sales platforms on Grabfood, Gofood, and Shopeefood to promote 

products such as online promos (Arenga sharing), namely three milk coffees at a more 
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economical price than one milk coffee. Promo "morning coffee at oxygen coffee" (morning 

ngoksi morning) espresso-based and manual brew for 15,000-20,000 only until 14.00 every 

day and only valid for dine-in purchases" (interview with the Oxygen coffee marketing team) 

Based on the interview results, Oksigen Coffee increased online and offline sales to 

make products sell faster. Providing online and offline promos attracts consumers to buy 

more products, and the advantage is that it strengthens the brand image in the long term. 

 

 
Figure 3. Sales promotion posts 

Source: Instagram @oksigencoffe 

 

 

Public Relations & Publicity 

 Public relations in terms of marketing means building a positive image for the public, 

so with public relations, a company can build good relationships with various groups. 

According to Kotler and Keller (2007:279), Marketing Public Relations explained that PR can 

increase awareness by publishing news in the media to attract consumers and potential 

consumers to a product or service. Meanwhile, publicity is an activity designed to trigger media 

attention so that they are aware of the brand and a positive image that the public thinks of. 

 

Event & experiences 

Events and experiences are activities carried out by companies that are deliberately 
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designed to have an interaction that is connected to a certain brand through sponsorship 

activities. (Kotler and Keller, 2008:174) 

"Oxygen Coffee has never held its event, but Oxy is open to collaborating with 

outside parties in organizing unique events or experiences, such as "take over" bars by guest 

baristas, collaborating with Temporary Tattoo, and accepting coffee sales for weddings. 

(Interview with Owner, Marketing Team, and Oxygen Coffee Barista)" 

With the event significantly increasing sales, the coffee "takeover bar" event brings 

practical benefits in the form of opportunities to expand networks and collaborations and 

strengthen the Coffee Shop Brand. 

 
 

 

Figure 4. The event at Oxygen Coffee  

Source: Instagram @oksigencoffee 

 

"Oxygen Coffee builds closeness and positive relationships with consumers through 

Instagram social media. Such as replying to and reposting consumer posts with funny jokes 

so that consumers feel close. This is done solely to build a good relationship and grow brand 

awareness of Oksigen Coffee's products." (Interview with the owner of the marketing team 

and the manager of Oxygen Coffee) 

In the interview results, Oksigen Coffee managed to build a positive closeness with 

consumers through Instagram media to attract attention and increase brand awareness. Public 

relations and publicity are needed to build a company's image and identity, especially in the 

field of communication that takes place in a company to maintain its existence in many 

competitions. 
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Figure 5. Admin response to consumers 
Source: @oksigencoffee Instagram Archive 

 

 

Direct marketing 

Direct marketing is a marketing technique that involves direct communication with new 

and potential customers without intermediaries such as media or advertising. Direct 

marketing is direct interaction with customers to offer a company-owned product. (Mary Lou 

Roberts and Paul D. Berger, 2021) 

"Oxygen Coffee conducts its direct marketing by interacting directly with employees and 

consumers. Such as coming to the consumer's table to ask what the coffee tasted like 

or giving a little joke to make the consumer laugh. This is one of the advantages in promoting 

products personally and influencing purchasing decisions" (interview with the marketing 

team and owner of Oxygen Coffee) 

Based on the results of the interview above, Oxygen Coffee has succeeded in conducting 

direct marketing in a unique way. The benefits are targeted targeting, message 

personalization, direct interaction with consumers, direct feedback, and greater message 

control. Direct marketing helps improve the efficiency of advertising spending, build 

relationships with consumers, and increase the company's brand awareness. 
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Figure 6. Baristas come to the consumer's table  

Source: Personal documentation 

 

Interactive Marketing 

Interactive Marketing is an online marketing activity designed to increase awareness 

of product brands and meet consumers' needs and desires; product marketing is carried out. 

Andrew T. Stephen and Gary J. Bamossy (2017) state that interactive marketing includes the 

use of digital technology to facilitate two-way interaction between companies and 

consumers, allowing for personalized messages and customized experiences. 

 

Figure 7. Announcement of Quiz Winners 

Source: Instagram Story @oksigencoffee 
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"Oxygen Coffee creates an interactive experience for customers through quizzes and 

engaging content on Instagram's social media platform. For example, guess the menu listed 

in the photo of the product in question, then the winner will get one free menu from Oxygen 

Coffee. (Interview with the Marketing Team from Oxygen Coffee) 

Based on the interview, Oxygen Coffee's interactive marketing has successfully 

attracted more consumers. Marketing approaches that use interactive digital technologies 

such as websites, social media, and mobile apps to increase consumer engagement also 

increase brand awareness. This helps companies create closer relationships with consumers 

and improve the effectiveness of marketing campaigns. 
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Personal interlude 

Personal selling is direct communication between seller representatives and potential 

buyers. The aim is to better understand the buyer's needs and explain the product's specific 

benefits. George E. Belch and Michael A. Belch (2004) 

"Marketing its products in a unique and distinctive style makes the relationship with 

consumers close. This is done not only by the cashier and barista but also by the owner and 

marketing team, who participate in building a positive relationship with consumers to make 

consumers remember how oxygen coffee is. " (Interview with the barista at Oxygen Coffee: 

Wafa Zahra) 

By implementing this personal selling, Oksigen Coffee has built a positive relationship 

with consumers with a unique and distinctive style. Benefits include the ability to personalize 

messages, provide in-depth explanations of products, build personal relationships with 

customers, control the sales process, get immediate feedback, increase sales conversion rates, 

and enable accurate measurement of results from sales strategies. 

By implementing a comprehensive and diversified IMC strategy, Oksigen Coffee 

managed to build robust Brand Awareness and create a positive experience for the Coffee 

shop's customers, which in turn contributed to the success of their business in the local coffee 

market. 

 

Brand Awareness 

When viewed from the marketing method carried out by Oxygen Coffee to consumers 

and potential customers. The researcher wants to see how much Brand Awareness consumers 

feel towards Nusantara coffee products at Oksigen Coffee. 

Oxygen Coffee has many types of coffee for sale, including manual brew, espresso-

based, and palm sugar milk coffee with various flavor variants. This summary highlights how 

the Integrated Marketing Communication (IMC) strategy used by Oksigen Coffee to increase 

Kopi Nusantara Brand Awareness, focusing on the effectiveness of integrated communication 

through various channels such as Advertising, Sales Promotion, Event and experience, Public 

Relations and publicity, Direct Marketing, Interactive Marketing, Personal Selling. Oxygen 

Coffee provides many opportunities for consumers to try and get to know coffee products. By 

creating a first-hand experience with the product, it can form a positive opinion and a strong 

impression of the brand. 
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Figure 8. Selling products to consumers  

Source: Personal Documentation 

 

Oksigen Coffee also tries to educate consumers about Nusantara coffee by explaining 

what coffee is becoming daily, seasonal beans for espresso-based coffee, and several variants 

of coffee for manual brew: various post-harvest processing methods and unique flavors from 

each region in Indonesia. So, Oxygen Coffee not only sells coffee but also tries to encourage 

consumers to learn more about the richness of Indonesian coffee that is drunk. Oxygen Coffee 

can help increase the Nusantara Coffee brand's exposure to a broader range of consumers. This 

can help expand the reach and create buzz among coffee lovers. Oxygen Coffee can be one of 

the critical determinants in increasing brand awareness for local coffee brands such as Kopi 

Nusantara. Hands-on experience, education, promotion, and recommendations can help build 

a positive image and increase the brand's recognition in the Indonesian coffee market. 

 

 

 

 

 

CONCLUSION 

From the data obtained, it can be concluded that Oksigen Coffee has successfully 

implemented various IMC strategies to increase Kopi Nusantara’s brand awareness. With a 

primary focus on digital marketing through platforms like Instagram and efforts to expand its 

reach through TikTok, Oksigen Coffee has captured the audience's attention with creative and 

informative content about the products and promotions offered. In addition, Oxygen Coffee 

has created a strong bond with consumers through unique sales promotions and interactive 
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experiences for customers. Collaboration in unique events and experiences such as "take over 

bars" by guest baristas is also one of the strategies that helps expand the market and strengthen 

the brand image. With direct communication, effective public relations management, and a 

friendly and unique personal selling culture,  the coffee shop has created an attractive 

environment for customers, thus strengthening its position in the local coffee industry in 

Cirebon City. Oxygen Coffee has also succeeded in creating a unique experience for customers 

through the variety of coffee products offered. With a focus on based espresso that changes 

every month, milk coffee with various flavor variants, and manual brew with various types of 

Nusantara coffee beans, they have succeeded in meeting consumers' diverse needs and 

preferences. In addition, the way the product is presented, accompanied by information about 

the origin of the coffee beans and its taste characteristics, not only provides a unique sensory 

experience but is also educational for customers. 

In addition, Oxygen Coffee's success in implementing the IMC strategy can also be 

seen in its business growth from year to year. With the increasing number of customers and 

sales that continue to grow, primarily through online platforms, Oxygen Coffee has proven the 

effectiveness of its marketing communication approach. This shows that the IMC strategy has 

successfully achieved its goal of increasing Brand Awareness and expanding its market share 

in the local coffee industry.  

In implementing Integrated Marketing Communication (IMC) to increase brand 

awareness of Nusantara coffee at Oksigen Coffee, there is intense competition from various 

coffee shops in the city of Cirebon for cooking their products. Oksigen Coffee uses the 

Integrated Marketing Communication (IMC) strategy to increase Kopi Nusantara’s brand 

awareness. The obstacles to Nusantara coffee at Oksigen Coffee include fierce competition 

with other brands, varying levels of knowledge and consumer preferences, necessary consumer 

education, availability and distribution issues, price perception that can be an obstacle, lack of 

Brand Awareness, and the importance of maintaining product quality and consistency. 

Overcoming these obstacles requires effective marketing strategies, a focus on consumer 

education, and consistent product quality fulfillment. With the right strategy, Oksigen Coffee 

can maximize its potential to strengthen the recognition of the Nusantara Coffee brand in the 

Indonesian coffee market. 
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