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ABSTRAK 

 

  Kevin Hery Maulana, 1910414210026, 2023, Strategi Branding About 

 Something Coffee Dalam Menghadapi Persaingan di Kota Palangka Raya. 

 Dibawah bimbingan Muhammad Nizar Hidayat. 

 

  About Something Coffee merupakan salah satu Coffee Shop yang sudah 

 terdaftar dan memiliki perizinan usaha di Kota Palangka Raya sejak awal berdiri 

 pada tahun 2018. About Something Coffee diminati oleh berbagai kalangan di 

 Kota Palangka Raya dan sangat aktif dalam menjalankan strategi branding yang 

 mereka rancang. Tujuan dari penelitian ini yaitu untuk mengetahui bagaimana 

 strategi Branding About Something Coffee dalam menghadapi persaingan di Kota 

 Palangka Raya. Penelitian ini menggunakan metode penelitian dengan 

 pendekatan kualitatif dan tipe penelitian deskriptif dengan menggunakan 

 wawancara, observasi, dan dokumentasi untuk pengumpulan data. Penelitian ini 

 juga menggunakan teknik analisis data berupa reduksi data, penyajian data, dan 

 penarik kesimpulan. Penelitian ini menggunakan Teori Strategi Branding dan 

 Teori New Media. 

 

  Hasil penelitian menunjukkan Strategi Branding About Something Coffee 

 meliputi Strategi Perluasan Lini dan Strategi Perluasan Merek. Adapun 

 pelaksaanaan dari strategi perluasan lini yang dilakukan oleh About Something 

 Coffee adalah rutin dalam meluncurkan produk-produk baru, seperti makanan 

 ringan terbaru, makanan berat terbaru, minuman non-kopi terbaru, dan varian 

 baru yang mereka kembangkan. Adapun pelaksanaan dari strategi perluasan 

 merek yang dilakukan oleh About Something Coffee ialah memanfaatkan merek 

 yang telah mereka bangun dengan membuka cabang-cabang baru dan 

 mengeluarkan merek baru dengan membawa merek yang telah dikenal oleh 

 banyak orang seperti meluncurkan brand terbaru dari About Something Coffee, 

 yaitu About Something Express yang merupakan versi fleksibel dan cepat 

 dibandingkan merek About Something Coffee sebelum-sebelumnya. Hasil 

 penelitian juga menunjukkan bahwa Strategi Branding About Something Coffee 

 dalam menghadapi persaingan di kota Palangka Raya memiliki kesesuaian 

 dengan teori new media (media baru) yang meliputi pandangan interaksi sosial 

 dan integrasi sosial, karena About Something Coffee menjalankan kegiatan 

 strategi branding dengan memanfaatkan salah satu new media yaitu Instagram. 

 

 

 Kata Kunci : Strategi Branding, Instagram, New Media, About Something Coffee 
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ABSTRACT 

  Kevin Hery Maulana, 1910414210026, 2023, About Something Coffee 

 Branding Strategy in Facing Competition in Palangka Raya City. Under the 

 guidance of Muhammad Nizar Hidayat. 

  

  About Something Coffee is one of the Coffee Shops that has been 

 registered and has a business license in Palangka Raya City since its inception in 

 2018. About Something Coffee is in demand by various groups in Palangka Raya 

 City and is very active in carrying out the branding strategy they designed. The 

 purpose of this study is to find out how the About Something Coffee Branding 

 strategy in facing competition in Palangka Raya City. This research uses research 

 methods with a qualitative approach and descriptive research type using 

 interviews, observations, and documentation for data collection. This study also 

 uses data analysis techniques in the form of data reduction, data presentation, 

 and conclusion pulling. This research uses Branding Strategy Theory and New 

 Media Theory. 

  

  The results showed that the About Something Coffee Branding Strategy 

 includes Line Expansion Strategy and Brand Expansion Strategy. The 

 implementation of the line expansion strategy carried out by About Something 

 Coffee is routine in launching new products, such as the latest snacks, the latest 

 heavy foods, the latest non-coffee drinks, and new variants they develop. The 

 implementation of the brand expansion strategy carried out by About Something 

 Coffee is to take advantage of the brand they have built by opening new branches 

 and issuing new brands by bringing brands that have been known by many people 

 such as launching the latest brand of About Something Coffee, namely About 

 Something Express which is a flexible and fast version compared to the previous 

 About Something Coffee brand. The results also show that the About Something 

 Coffee Branding Strategy in facing competition in the city of Palangka Raya has 

 conformity with the theory of new media which includes views of social 

 interaction and social integration, because About Something Coffee runs 

 branding strategy activities by utilizing one of the new media, namely Instagram. 

  

  

 Keywords : Branding Strategy, Instagram, New Media, About Something Coffee 
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