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ABSTRAK 

Nama : Jodhy Amor De Araujo Lopes Travolta Junior 

Program Studi : Ilmu Komunikasi 

Judul : Strategi Promosi Konser The Sounds Project 2025 dalam 

Membangun Brand Awareness di Kalangan Penikmat Musik 

Pembimbing : Djudjur Luciana Radjagukguk, S.Sos., M.Si. 

 

 

Penelitian ini bertujuan untuk mengkaji strategi promosi yang digunakan 

oleh The Sounds Project dalam membangun brand awareness di kalangan penikmat 

musik, khususnya audiens muda. Penelitian ini menggunakan pendekatan deskriptif 

kualitatif dengan teknik pengumpulan data berupa wawancara, observasi, dan 

dokumentasi. Dua konsep utama yang menjadi fokus dalam penelitian ini adalah 

strategi promosi dan brand awareness, yang kemudian dianalisis melalui teori 

AIDDA (Attention, Interest, Desire, Decision, Action) sebagai model komunikasi 

pemasaran. Hasil penelitian menunjukkan bahwa The Sounds Project menerapkan 

strategi promosi yang terencana dan relevan dengan karakteristik target audiens, 

baik melalui media sosial seperti Instagram, TikTok, dan Twitter (X), maupun 

aktivitas offline seperti pre-event, kolaborasi dengan komunitas, dan event 

partnership. Aktivitas promosi ini mampu menarik perhatian, membangun 

kedekatan emosional, serta menciptakan pengalaman yang membekas di benak 

audiens, sehingga mendorong peningkatan brand awareness dan positioning yang 

kuat dalam industri festival musik. Temuan ini dapat menjadi referensi bagi 

penyelenggara event lain dalam merancang strategi komunikasi yang relevan dan 

berdampak di era digital. 

 

 

Kata Kunci : Strategi Promosi, Brand Awareness, Festival Musik, The Sounds 

Project, AIDDA 
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ABSTRACT 

Name : Jodhy Amor De Araujo Lopes Travolta Junior 

Study Program : Communication Science 

Title : The Sounds Project 2025 Concert Promotion Strategy in 

Building Brand Awareness Among Music Enthusiasts 

Mentor : Djudjur Luciana Radjagukguk, S.Sos., M.Si. 

 

 

This study aims to examine the promotional strategies employed by The 

Sounds Project in building brand awareness among music enthusiasts, particularly 

young audiences. A descriptive qualitative approach was used, with data collected 

through interviews, observations, and documentation. The research focuses on two 

main concepts: promotional strategy and brand awareness, which are analyzed 

using the AIDDA model (Attention, Interest, Desire, Decision, Action) as a 

framework for marketing communication. The findings indicate that The Sounds 

Project implements well-planned promotional strategies that align with the 

characteristics of its target audience, utilizing both digital platforms such as 

Instagram, TikTok, and Twitter (X), and offline activities including pre-events, 

collaborations with communities, and event partnerships. These promotional 

efforts successfully capture attention, build emotional connection, and create 

memorable experiences, thereby enhancing brand awareness and strengthening the 

festival’s positioning within the music industry. These findings may serve as a 

reference for other event organizers in designing impactful and audience-relevant 

communication strategies in the digital era. 

 

 

Keywords : Promotion Strategy, Brand Awareness, Music Festivals, The Sounds 

Project, AIDDA 
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