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With the development of the culinary business in Indonesia, marketers
are tested in developing a brand. Various technologies can be used to
build brand awareness. Today, customers see things through what they
are familiar with rather than what is being offered. A brand, also known
as a sign, is a collection of names, symbols, signs, designs, or a
combination of these, among others, that are used to differentiate the
products and services of an individual, organization, or business from
those of other products and services. Brand Awareness is the public's
attention in remembering a brand. High brand awareness can continue
to stand out for individuals to be interested in trying products from that
brand, or create high loyalty to the brand. One strategy in strengthening
Brand Awareness is through social media. Thus, the researchers
conducted a study entitled the effect of Brand Communication on
strengthening Brand Awareness on Pancious Pancake Instagram
Account. The results of the research shows that total mean for brand
communication earn 4,27, the same result also goes to brand awareness
which also earn 4,27 total mean, and brand communication does make
significance influence on strengthening brand awareness with 82,7%.

Brand Communication, Brand Awareness
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With the development of the culinary business in Indonesia, marketers have proven

themselves in developing a brand. Various technologies can be used to increase brand awareness.
o O

ar keters also take advantage of various developments and inventiveness to attract buyers.

2

ay, Customers see everything through what they already know rather than through what is
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A brand also known as a sign, is a collection of names, symbols, signs, designs, or a

ngAuey ugdinbus

atlon of these, among other things, that is used to distinguish the products and services of

ergon erganization, or business from other products and services. A strong brand is known by

eHeq
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pﬁbheand has a strong association with a product. The bigger the brand name, the higher the
li

h

S attentlon to the brand. Brand Equity is the sole source of this achievement.
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Brand Communication, is a strategy used by businesses to building a trust and satisfaction

and’by ensuring positive ideas or images about the brand through tangible products and

]
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céatlons Brand communication is one of the steps taken by the public to better understand
Varlous characteristics of a brand and make it stand out from competitors (Riadi 2021). If a
nd rezﬂly focusing on Brand communication, will actually separate the organization from its

petitors not only from abroad but also from within, who continue to come up with new ideas

ag ‘ugiin
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0
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reate fthique brand communications. Brand Communication is one way to pass on a brand to

BgAu
@ou

publicy If a company has creative and innovative Brand Communication, it will be considered

Ales
S

petiti¥e. Brands can attract public attention through brand communication.

Once a brand is fully established, Brand Communication plays an important role due to the

p uey

igh level of risk associated with the culinary industry in the current era, especially for businesses

Hougaie

n-the segtor. Many competitors of the organization have been offering different products having
litiesfthat acknowledge both, is relentless Brand Communication. Brand Awareness is the
lic's ttention to remembering a brand. High brand awareness can continue to make

Vlduals interested in trying products from that brand, or create high loyalty to the brand.

a‘;aqmams

rand awareness will continue to grow until a brand can convey its message.

‘uesggle) _ueu.esn/&gad _ue!l&u eAiey
gem@a/(

Onewof the strategy for strengthening Brand Awareness is through social media. According
to DonniZ(2021), social media is media designed to facilitate interactive or two-way social
interactigh. Social media has become a very popular communication platform because the number
of users istvery wide. One of the most popular social media to date is Instagram. Instagram is one
of the m@st popular social networking sites in the world (Donni 2021:370). Instagram users in
Indonesi;?have reached hundreds of millions of people. Based on data from Napoleon Cat

researchglnstagram users in Indonesia has reached 106.72 million by February 2023. By looking

2 | Page @ Reynaldy Sebastian Lim & Imam Nuraryo
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at the data, brand communication via social media has the opportunity for strengthen Brand

Awareness/

—_

o b Based on the background above, the author has an interest in researching the influence of

nd coihmunication that has been carried out by Pancious. Pancious is a local pancake

el

taurant that continues to communicate its brand and products to the public. The author will

uBbu

I
diict research on the Instagram account (@pancious.id) which has 52,900 followers. In this

10

dpt he identification of the problems that will be discussed are:

t
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low much the average score of respondent’s answers earned by Brand Communication?

much the average score of respondent’s answers earned by Brand Awareness?

2 2

much is the influence of Brand Communication on strengthening Brand Awareness on

ungburBund e

Pancibus Pancake Instagram Account?
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iadi (2021) states that:

1nugd ‘uen!

5y

and Cammunication is an organizational approach to making positive thoughts or images

Jwn

uta bf'and into the actual structure of the item as well as confirmation from buyers to generate

By Uesy

rast and satisfaction with the brand. "The aim of Brand Communication is to present the brand

I BAJ
eg ue

build a reputation or positive image for the brand."

Br;ﬁld Communication is an important component on building connections between brands

sBngekua@ u

expéeted partners. Brand Communication becomes an important integrative component in

rseeifif brand associations with clients, representatives, providers, channel individuals,

uegnsnfuad ‘Yegu)
Sue

E
JngfJn

ia, g(Tuernment controllers and people in general. Brand Communication is also the most vital

od

gphase in@émonstrating various brand characteristics to clients that encourage brand awareness

‘ and repeﬁt purchasing behavior or brand loyalty. In addition, Brand Communication is the ability
to spread.brand qualities, attributes and benefits among competing brands and will be able to
improveBrand image.

Brand Communication is an organization's efforts with every activity to convey information
related téits brand with the ideal aim of creating an encouraging perspective and buyer trustin a
brand thch then influences purchasing behavior. There are several indicators in building good
Brand Communication, namely the first one is Relevancy of the Content. Relevancy of the Content,

is a bran@ contents are appropriate or relevant for digital platforms. A content is said to be

DOI: 3|Page
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relevant if it has three characteristics: meaning, relevance, and the ability to evoke an emotional

response._Quality content will create intimate relationships that are realized through visual

L

&Qmmuniéétion and through good image synthesis.
Secbnd one, Frequent updates of content. The company's social media content attracts a

e amount of number of customers which the requirements from the company is fully meets.

%ﬁuem

hnﬁued

I
;Sianies will be encouraged to learn about the new developments in the environmental
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uéThlI‘d one, Popularity of the content. Content that is popular or liked by social media users.
]gjppularlty of social media and content among buying companies has made it important for

_§1uade>1dm,
g5 neje ugl

adqieby
Y UEN)

>
fents to: ‘éngage with brands through online entertainment. Lastly, an attractive endorser. A
=)

c

ical way to stand out is to involve attractive models or VIPs as endorsers, or so-called
@

résentatives or models.
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Brafid Awareness is a people ability to recognize and remember that a brand is part of a

duct cétegory. Increasing Brand Awareness describes the presence of a brand in the minds of

INkpd ‘uen

REiIed

ers which is one of the important tasks in brand value. Increasing Brand Awareness is one of

QLU

heright Steps in expanding the market (Hidayat, 2021). In running a business, it is very important

By UBSH

0

I 8AJ
eR.ue

ave a brand awareness. Because, this will greatly influence buyers or consumers who will

chase goods or use services. Not only that, brand awareness will make customers continue to

Y&y
& u

uo

ke repeat purchases.

E]

]

Ying

Over a certain period of time, a business will continue to try to increase and expand its level

brand“awareness. If a downturn occurs, investors must be able to change marketing

® ueygnsniu
ns ue

g

munigations systems to rebuild brand awareness levels. Brand Awareness levels can also be

<J6

ivided ffm the lowest to the highest. The first one, is Unaware of Brand. Unaware of Brand, is

updod

“the behavior of buyers who are not aware of the existence of the brand. At this stage, someone
does not know or understand the brand. This often happens with new products being launched,
or produgts that have been around for a long time, but currently expanding into new markets.
Thegsecond one, is Brand Recognition. Brand Recognition, is the customer's capacity to
recognizgyproducts from a brand's offerings. Brand Recognition is the lowest level of brand
awarenes?, where the brand reappears after being reminded of it, for example by examining the
product,?eeing an advertisement. Third one, is Brand Recall. Brand Recall, is the customer's

capacity ¢ remember a brand name without help. At this point, all a customer needs to remember

4 | Page : Reynaldy Sebastian Lim & Imam Nuraryo
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a brand or product is to hear the brand's product category or see it. Lastly, the highest among all

is Top of §ind. Top of Mind is the buyer's capacity to think about brands in a certain class in a

—

erl@‘tion ofa second. Top of Mind can also be interpreted as the brand that is first mentioned or

j%pgi)ears i consumers' minds. This brand is the first and main choice when you want to buy a
Q 2 'Y

_&t)réduct

Sax 3

52 %

2 = O

5 o _,9.

S o ‘

g g 2 -

SYel e &Y

=@ 5

= o STheobject research is what is of concern in a particular study. The research object will be
Py = =

D

g:hsg rLIQ&a ng€enter in the research that will be carried out to obtain answers, solutions to the
g =

— =2

é)n%b@ms being researched, and resolved objectively. In this research, the object research is the
o § 2

fjlngj:a@ram account from @pancious.id. Pancious is a restaurant that uses the theme of pasta and
@D -} b

@ﬁcgkes*as its identity. Pancious already has 19 outlets spread throughout Indonesia. One of
D

o

hﬁém is located at Kelapa Gading Mall. Pancious itself has been established for 16 years in

=)
%Ingonesm. Starting from 2007 to 2023.

19U

cedue) Iuf

In thls study, the population was 52,900 followers so the error rate used in the Slovin

eyl

ethniqueZwas 0.05 (5%) and the calculation results were rounded. Thus, the number of samples

EaLu

ained based on the Slovin technique was 396.9 which if rounded up became 400 respondents

nysd

3 ueg)
ep uegun@ea

the sampling technique for this research is Quota Sampling. In this research, the method that

be used by the authors to carry out the research is a quantitative method.

1 elue

According to Sugiyono (2022), quantitative methods are called traditional methods because

method has been used for a long time so that it has become a tradition as a method for

L
G-u

ad'y
a’Rua

ﬁnq

hi
earch; ThlS method is called a positivistic method because it is based on the philosophy of
itivism: This method is a scientific/scientific method because it meets scientific principles,

o f—
amely ¢Ohcrete/empirical, objective, measurable, rational and systematic. This method is called

n

]} ueynspgu

ﬁuantiﬁtive method because the research data is in the form of numbers and analysis uses
(9]

tatISthS .

‘uggod

In this research, authors will also use a type of research in the form of an explanatory survey.
Sugiyonq.(2017) stated, an explanatory survey is a research survey which means explaining the
position Petween the variables studied and the influence between other variables. Descriptive
researchzalso will be used by the authors. Sugiyono (2017) states that this descriptive research
method vias carried out to find out independent variables, either only when there are variables or
more (staTrM—alone or independent variables) without making comparisons of the variables

themselves and looking for relationships with other variables.
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The data collection technique that will be used in this research is by sharing Questionnaire

Technique.’A questionnaire is a data collection technique that is carried out by giving respondents

—

a set of questions or written statements to answer. Questionnaires are also an efficient data

@oilection‘fechnique if the researcher knows exactly the variables to be measured and knows what
2

L%o?expect from respondents (Sugiyono 2022:142). In this research, the authors will be using

di

%Nén;ﬁﬁobablhty Sampling technique, name Quota Sampling.
o0 C

—

O
USugiyono (2022:85) states, Quota Sampling is a technique for determining samples from a
uEltiojn that has certain characteristics up to the desired number (quota). The specified sample

vgas 400 people. If it is not based on 400 people, then the research is not considered complete,

Be L@Mﬁ@@as d_1

5 1
a%ése itjlas not met the minimum quota.
j
Sn this study, the data analysis technique that the researcher will be using for the
S .

nLﬁtative research are:

.2 Validity Test

u

V%lldi%l Test is used to measure whether a questionnaire is valid or not in research. A valid
1nstrument means that the measuring instrument used to obtain data (measure) is valid. Valid
means ‘that the instrument can be used to measure what it should measure (Sugiyono
2022:321). The formula that will be using to calculate the validity testing of measuring
1nstrujments in this research is the Pearson Moment formula. The test is if the correlation
coeffiéient is equal to or more (> 0.3) then the instrument items can be said to be valid
(Sugiyono, 2022: 134).

Reliability Test

A reli3b1e instrument is an instrument that, when used several times to measure the same
objeti will produce the same data (Sugiyono 2022:121). In this research, authors will be using

the GFénbach Alpha formula to carry out reliability tests in this research.

ueyingaAusw uep uexuinjuesusw edue) 1ul snny eAley Lﬁm]as n

. Descﬁptive Statistics

n

gDescﬁptive statistics are statistics that are used to analyze data by describing or illustrating

@
=

" the dafa that has been collected as it is without the intention of making general conclusions or

‘uesode) ueynsnhAuad ‘yelwy ghiey uesnnuad ‘uenauad ‘uewmwadde[ﬁuuu%iamxm% eAue

generdlizations. In this analysis technique in the form of descriptive statistics, the information
on the data will be clearer, and easy to understand.

d. Normnzality Test
The Normality Test is carried out to test whether a regression model, dependent variable or
bothgave normal characteristics or not. The data normality test can be carried out using the
One S:mple Kolmogorov Smirnov test, namely if the significance value is above 0.05 then the

data Ras a normal distribution.

) |

6 | Page @ Reynaldy Sebastian Lim & Imam Nuraryo



"OWMIg| uizi eduey

undede ynjuaq wejep Ul siny eAJey yninyas neje uelbeqas yeAueqiadwawl uep ueywnunbuaw buede)iq ‘g

‘OyM|g| Jelem buek uebunuaday ueyibniaw yepny uediinbuad q

2

"yejesew niens ueneluly uep ynidy uesijnuad

'UEJOdE] ueunsniuad ‘yerw eAiey uesnnuad ‘ueniauad ‘ueyipipuadgiebunuaday ynun eAupy ued!mﬁued ‘B

e. Multicolinearity Test

In multlcollmearlty test, the authors will find out and decide whether the regression model

—_

ocan and a relationship between independent factors or independent factors. To find out
3 Whether there is multicollinearity in the regression model or not, it can be determined through
the to{erance value and Variance Inflation Factor (VIF). If the VIF value is above 10, then there
1§Ihigh\jcollinearity.

Igtergscedasticity Test

Q
This test is expected to decide whether the regression model makes a difference from the

:5 "
résiddals in one variable to another variable. If there is a particular pattern not, and it does
S

nL%&t sé‘read above or below the number 0 on the y-axis, then it can be concluded that

>
heterd$cedasticity does not occur.
> .

gnplé Regression Analysis
2

Sgﬂple regression analysis is a regression model that involves an independent variable (X)
2

and a?dependent variable (Y). Simple regression analysis can determine the direction of the

relatlonshlp between the independent variable and the dependent variable, whether it has a

11Ul SNy eAJBY Ynun)as neje ue!ﬁeqas d!mﬁuam bu

& pOSlthfe or negative relationship and can estimate the value of the dependent variable if the
S _

g value ©f the independent variable increases or decreases.

% Determlnatlon Coefficient Test

Q
= The coefflclent of determination test aims to find out how many endogenous factors are at the

wn

xsame[time ready to understand exogenous factors. The higher R2 means the better the

o prediction model of the proposed research model. The value of the coefficient of

% The Fitest is carried out to see the effect of the number of dependent variables together on the
5 indeﬁéndent variable. The criteria used are 0.5 or 5%. If the value of F is <0.05, it can be
' interpyeted that the independent variable can influence the dependent variable or vice versa.
(Ghogali, 2016).

T statistics test

—-

In Mgiryani's article (2021), the t test was carried out to test research hypotheses related to
the influence of each dependent variable on the independent variable. The t test is a statistical

test l}s;ed to test the reality or falsehood of speculation which states that between two samples

takefrandomly from the same population, there is no significant difference. (Sudjiono, 2010).

DOI: 7|Page
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After carrying out various data analyzes the research results have stated, The first results
pr@hls research stated that the average value of respondents' answers to Brand Communication

Ehiough descrlptlve analysis was 4.27 or agree. This value shows that the audience impress how
Q 2 'y

ghg way Panacious Pancakes communicates its brand. On @pancious.id Instagram account profile,
O g I =

Gt carthe s‘aw that Pancious is continues to carry out non-stop brand communications which makes
-0 C

(@]
Zthe agdlence curious about what Pancious has to offer. Effective brand communication will create
o 0w

P
1}

n@e of trust from clients towards the company, making it impossible for repeat purchases to

L%;ﬁega
%w

The second results of the study stated that the average value of respondents' answers to

1pu

diuaday yniup

an)gs neje

n Awareness through descriptive analysis was 4.27 or agree. In connection with previous

ungPueERu |

, bl'ljand awareness will be formed from consistent brand communication. High brand

&

rénesd of a company will mean that a client or customer doesn't need to think long about

B

2
ing to-that company. Building a Brand Awareness does not require a short time, it requires

]r%eA

51stency of strong brand communication in order to reach the highest stage of brand

reness Building brand awareness through Instagram is a challenge for companies to think

du§1 u

—
3

atlvely -about how to create unique brand communications so they can compete with other

petit()rs.

NuRd "Weniguad ueyipipadyed
agaw gg

Thes third results of the research based on hypothesis testing stated that Brand

gum],ue

munication had a significant effect on Brand Awareness, obtaining a tcount value of 43.611 >

11 BAuex uesi

ble value of 1.966 with a significance value of 0.000 < 0.05. If interpreted, Brand

ueg ue

3J(gnmunication has a significant effect on strengthening Brand Awareness on the Pancious
d’aﬁncake #hstagram Account with a value of 82.7%.
From the third results of the study above, it can be interpreted that consistent brand

munication can influence brand awareness. This can be interpreted as meaning that the

n%uemnq

tent uploaded by the @pancious.id account matches the identity of a brand and gets the

SEY

t

t

entioriz0f consumers or audiences who are interested in visiting the restaurant. Based on

‘ugjodgy ueynsnAus

@panciods.id Instagram account, it can be saw that Pancious always communicates its brand on
its Instagram account. After communicating a brand, the attention of the audience appears who is
interestediin finding out more about the restaurant, which ultimately results in consumer interest
in tryingzo visit the restaurant.

Otller than communicating its brand, Pancious also shares the excitement of customers who
have visifed Pancious restaurant through its Instagram account (@pancious.id). This can increase
people's€uriosity and make them want to feel the excitement felt by customers who have visited

Pancioussthemselves.

8 | Page : Reynaldy Sebastian Lim & Imam Nuraryo
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Ba@ on the results of research using quantitative method, it can be concluded:

- I
ol.oThe ayerage mean of respondent’s answers for Brand Communication through descriptive
§ 5 analy-gs is 4.27 or we can say agree. This conclusion shows that respondents impress the way
Q 2 'Y
g,“; Pancious carries out consistent brand communication via social media, especially through
T g T =
S 2 Ifstagfam
gﬁ‘me a;erage value of respondent’s answers for Brand Awareness through descriptive analysis
o 0w
= %v@s 4§7 or we can say agree. Brand awareness is built through brand communication. Brand
ca s =
= © cemmpnication activities via social media Instagram have been proved to be able to build good
Do 2 o
R b‘ian@wareness so that a restaurant to gain trust from clients or customers.
>S5 (o
— -]
LQ3.@Bg'lfancfzctommunication does make a significant influence on strengthening Brand Awareness
o5 2 S
-5 o&g’ théiPancious Pancake Instagram Account with a value of 82.7%.
532 &
Q5 =)
=3 3 5
& < o
=N -
REI 2
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