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ABSTRAK
Pada tahun 2020 terjadi pandemi Covid-19 di Indonesia, hal tersebut

membuat semua perusahaan mengurangi pegawai atau PHK massal, mengalami
kerugiaan sampai mengalami kebangkrutan. Salah satu perusahaan yang
mengalami kerugian ialah PT. Mahar Agung Perkasa yang mempunyai anak
perusahaan bernama Mahar Agung Organizer. Mahar Agung Organizer salah satu
jenis jasa pelayanan Wedding Organizer (WO) yang terdampak pada pandemi
Covid-19. Mahar Agung Organizer ialah salah satu WO yang cukup terkenal,
eksis di Kota Surabaya, dan WO yang dekat dengan para pengikut di Instagram-
nya. Dengan demikian penelitian ini bertujuan untuk mendeskripsikan bagaimana
strategi komunikasi pemasaran Mahar Agung Organizer Dalam Mempertahankan
brand awareness di masa pandemi Covid-19 di Indonesia. Penelitian ini
menggunakan penelitian kualitatif dengan jenis penelitian deskriptif dan metode
studi kasus, penelitian ini menggunakan pengumpulan data observasi dan
wawancara. Mahar Agung Organizer melakukan strategi komunikasi pemasaran
dalam bauran pemasaran 4p (Product, Price, Place, dan Promotions) mereka
menerapkan strategi tersebut guna mengetahui dan merubah produk, harga, dan
promosi pada saat pandemi Covid-19 di Indonesia. Mahar Agung Organizer tidak
dapat mempertahankan brand awareness-nya di masa pandemi Covid-19 dan
mereka menjadi WO Surabaya dengan target pasar yang sama dengan kompetitor
lainnya. Mahar Agung Organizer telah menurunkan target pasar yang mereka
miliki dari menengah ke atas menjadi menengah ke bawah.

Kata kunci : Strategi Komunikasi Pemasaran, Bauran Komunikasi, Brand
Awareness
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ABSTRACT
In 2020 there was a Covid-19 pandemic in Indonesia, this made all

companies reduce employees or mass layoffs, suffered losses until they went
bankrupt. One of the company that has been suffered from losses is PT. Mahar
Agung Perkasa with Mahar Agung Organizer for the subsidiary. Mahar Agung
Organizer is a type of Wedding Organizer (WO) that was affected by Covid-19.
Mahar Agung Organizer is well know by many people in Surabaya and has more
than ten thousand followers on Insagram. This study aims to describe how Mahar
Agung Organizer's marketing communication strategy in maintaining brand
awareness during Covid-19 in Indonesia. This research uses qualitative with
descriptive and case study methods, also observation and interview for data
collection. Mahar Agung Organizer carried out a marketing communication
strategy in the 4p marketing mix (Product, Price, Place, and Promotions) that
applied to find out the best strategy. Changing products, prices, and promotions
was taken to survive in this pandemic. Mahar Agung Organizer has not succeeded
in maintaining its brand awareness during the Covid-19 pandemic and having
market target with another competitor. Mahar Agung Organizer seeks to maintain
brand awareness by focusing on content upload and branding, prices, and
products changing. Mahar Agung Organizer has their target market from the
upper middle class to the lower middle class.

Keywords: Marketing Communication Strategy, Communication Mix, Brand
Awareness
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