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ABSTRAK 

 

Marni Hidayati, 2210414220013, 2026, Optimalisasi Komunikasi 

Pemasaran Pada Lembaga Pelatihan Soft Skill Business & Communication 

Training Institute (BCTI) Dalam Upaya Membangun Brand Awareness, 

dibimbing oleh Putri Ayu Hidayatur Rafiqoh. 

Tujuan dari penelitian ini adalah untuk menganalisis proses komunikasi 

pemasaran BCTI serta mengetahui kendala yang dihadapi dalam upaya membangun 

brand awareness sebagai lembaga pelatihan soft skill. 

Metode penelitian ini menggunakan pendekatan kualitatif dengan tipe 

penelitian deskriptif. Teknik pengumpulan data diperoleh melalui wawancara, 

observasi, dan dokumentasi. Teknik analisis data menggunakan reduksi data, 

penyajian data, serta penarikan kesimpulan. 

Hasil penelitian menunjukkan bahwa BCTI telah menerapkan seluruh elemen 

bauran promosi dalam Komunikasi Pemasaran Terpadu (Integrated Marketing 

Communication), meliputi iklan (Meta Ads), promosi penjualan (voucher diskon, 

promo bundling, dan early bird), penjualan personal (kunjungan langsung), 

hubungan masyarakat dan publisitas (Banua Creative Festival dan publikasi artikel 

di media online), pemasaran langsung (WhatsApp), serta pemasaran interaktif 

(Instagram, TikTok, dan LinkedIn). Dari keenam elemen tersebut, penjualan 

personal menjadi metode utama yang paling dominan dan efektif dalam aktivitas 

penjualan dan menjalin kerja sama dengan mitra secara langsung. Adapun 

Instagram menjadi platform digital utama yang dimanfaatkan BCTI sebagai media 

branding dan sarana interaksi dengan audiens secara online. 

Kata Kunci: Komunikasi Pemasaran Terpadu, Bauran Promosi, Brand 

Awareness, Lembaga Pelatihan Soft Skill 
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ABSTRACT 

 

Marni Hidayati, 2210414220013, 2026, Optimization of Marketing 

Communication at the Business & Communication Training Institute (BCTI) in 

Efforts to Build Brand Awareness, supervised by Putri Ayu Hidayatur Rafiqoh. 

The purpose of this study is to analyze BCTI’s marketing communication 

process and identify the challenges faced in efforts to build brand awareness as a 

soft skills training institution. 

This study employs a qualitative approach with a descriptive research design. 

Data collection techniques include interviews, observations, and documentation. 

Data analysis techniques involve data reduction, data presentation, and drawing 

conclusions. 

The results showed that BCTI has implemented all promotional mix elements 

within Integrated Marketing Communication (IMC), including advertising (Meta 

Ads), sales promotion (discount vouchers, bundled offers, and early bird pricing), 

personal selling (direct visits), public relations and publicity (Banua Creative 

Festival and online media publications), direct marketing (WhatsApp), and 

interactive marketing (Instagram, TikTok, and LinkedIn). Among these six elements, 

personal selling serves as the most dominant and effective primary method for sales 

activities and establishing direct partnerships with clients. Meanwhile, Instagram 

functions as the primary digital platform utilized by BCTI for online institutional 

branding and audience interaction. 

Keywords: Integrated Marketing Communication, Marketing Mix, Brand 

Awareness, Soft Skills Training Institution 
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