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Introduction  

Business in the digital era is disrupted both in terms of competition, sales 
behavior, and buying behavior. Everything has shifted rapidly, especially business 
competition. This cannot be separated from the support of very open information. 
Moreover, social media provides support for the rapid dissemination of information. 
Research [1] reveals that the use of social media for marketing communications is 
increasingly common. In addition to increasing customer awareness of the brand, this 
strategy is considered low-cost. Digital marketing activities using social media have 
become a trend in millennial years. This is inseparable from the digital trend and 
industry 4.0 which is increasingly plural. Research [2], [3] reveals that brand awareness 
can be increased through the use of social media. Social media began to be used in 2002 
although it is still limited to friendship. Friendster is a social media for friendship created 
by Jonathan Abrams, a British programmer, who became the forerunner of social media 
in the millennial era. Two years later, Mark Zuckerberg introduced FaceBook (FB) to the 
world which later became the number one social media until 10 years later. 

Digital-based communication is a trend that cannot be separated from the 
millennial lifestyle. High speed of information, reach, efficiency, accuracy are the added 
value of the communication model. It is used by companies, organizations, social 
groups, and individuals to interact with each other in exchanging information. Further 
developments, the company uses this digital communication model to speed up the 
process of transferring information to customers. Then developed a digital-based 
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 This research focuses on the efforts of Apartment Urbantown 
Serpong to increase Brand Awareness. The strategy offered in this 
research is marketing communication using digital marketing. 
The use of social media in marketing communications in this 
study aims to provide a different perspective or point of view 
from the activities of the digital marketing process. This study 
also examines digital marketing strategies to increase Brand 
Awareness Apartment Urban town Serpong. This study uses a 
qualitative descriptive method with a literature review approach. 
The results show that digital marketing strategies are proven to 
be able to increase brand awareness. The indicator used in this 
study is the impact or response from research sources to identify 
the Serpong Urban town Apartment brand. 
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marketing model. The speed of information transfer from the company to the consumer 
can accelerate brand awareness for customers. Research conducted [4]–[6] found that 
brand awareness that is built in the minds of customers will affect purchase intentions. 
Research conducted by [7] also shows that marketing communication in social media 
plays a very important role in shaping the brand awareness of a company, especially for 
social media users. This is in line with research [8] which reveals that integrated 
marketing communications can have a good effect on brand equity. The process of 
building brand awareness can be started by building awareness of the company's 
products. Awareness of this company's products will have an impact on customer 
satisfaction which ultimately forms customer loyalty to the company. 

The Urban Town Apartment is an apartment complex located in downtown 
Serpong. This apartment targets the upper middle class with a comfortable residential 
concept. This residence is relatively new when compared to other apartment dwellings. 
This apartment has the opportunity to become a residential complex that can win the 
hearts of customers. However, this apartment brand has received less attention from 
consumers. Initial data obtained from interviews with customers, residents, prospective 
residents stated that the residential concept was quite good but lacked promotion so that 
this brand or brand was not known or not yet known by the public as an alternative 
residential choice. 

Brand awareness is basically a brand strength that is in the minds of customers. 
This can be assessed by measuring the ability of consumers to provide identification of 
the brand in various variations and conditions. Brand management or brand according 
to [9] must be done properly by the company. Because it will cost a lot to do marketing 
if big brands are competing. This is inseparable from the company's efforts to create 
brand awareness itself. A study conducted [10] found that the influence of brand 
awareness can be increased by using digital marketing. 

Another opinion about brand awareness or better known as Brand Awareness is 
the ability possessed by customers (general public) to identify a brand, product or 
service. This brand awareness raising activity needs to be carried out by the company. 
This is because consumers will buy products or services that are already known to them. 
Research [11] confirms that brands that are already known by the public will be 
purchased more than other brands that are not yet known. Consumers have a tendency 
to buy a brand that already has a previous reputation and is known by the wider 
community. 

One of the big jobs of the company is to build awareness of the brand itself. 
Companies gain a good brand reputation is not built in a short time. They take a long 
time to implant in the minds of customers that their brand is exactly what the customer 
needs. So that brand awareness will be formed by itself. The study conducted [12] proves 
that the brand awareness that the company builds within a certain time has increased 
sales intention. This is also inseparable from the behavior of consumers who are always 
looking for or buying products or services that already have a good reputation. 

Meanwhile, research conducted [13] states that brand awareness, brand 
reputation, and brand associations incorporated in brand equity have an impact on 



 

 
90 

 
(E-ISSN 2745-6382)  

 
DOI: doi.org/10.37802/jamb.v2i2.204 
 

Journal of Applied Management and Business (2021) 
 

purchase intensity. This proves that brand awareness as part of brand assets (brand 
equity) provides a significant role or influence on increasing sales. 

Several things can be done to build brand awareness. The study [14] states that 
there are at least 5 (five) activities that can be done to build brand awareness. The five 
things are: 1) creating a product or company logo; 2) use social networks and influencers; 
3) participate in performances or events; 4) have a website. The five processes or 
activities become a single entity that cannot stand alone. That is, if you want to increase 
brand awareness in customers, then these five things must be done. Some of the points 
above have indeed become a trend in the past. But then it became too mainstream, such 
as point 5 having a website. In the current condition, the activity of building brand 
awareness is not only having a website, but has progressed to point 2, namely using 
social networks and influencers. 

A well-built brand awareness always has a good reputation effect on the brand. 
The study conducted [15] states that brand awareness, brand trust, and superior 
products have an influence on the purchase intention of luxury goods. This proves that 
brand awareness is very important to be considered by companies. 
 
Research Methods 

The literature review is a comprehensive review of previous research. This study 
aims to develop information that has been previously researched. This research is 
different from the type of academic research. Academic research will develop new 
arguments in which literature review is used as the fundamental basis of research. 
Meanwhile, this research will summarize and synthesize arguments and ideas from 
previous research without adding new contributions. Several stages were carried out in 
this research, namely: choosing a topic to be reviewed; obtain supporting journal 
references; make analysis and synthesis of literature. 

 
Result and Discussion 
a. Digital Marketing Strategy 

Digital Marketing is a strategic trend carried out by companies today. Marketing 
science in the general sense that was taught in schools a few years ago may no longer be 
applicable to today's conditions. The current condition is an anomalous condition where 
customer behavior has changed. This change in behavior is related to the buying 
decision process and the way to transact. The study [16] underlined that changes in 
purchasing behavior were affected by the pandemic. Consumers make more purchases 
online than offline. This change in buying behavior is clearly more profitable for both 
parties, namely the seller and the buyer. Research [17] explains that online sales have 
become a necessity since the last 5 years. 

Online sales are considered the most rational solution during a pandemic. This 
is confirmed by [18] who found the phenomenon of online sales to be one of the efforts 
to increase revenue. These online sales activities also change the seller's marketing 
strategy. The trend of selling through digital also affects the increase in digital marketing 
activities. This is also confirmed by [19] that digital marketing activities are much more 
effective when compared to conventional methods. 
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b. Social Media and Marketing Communication 
Social media is one of the tools to carry out a marketing strategy. Besides being 

used as a marketing tool, social media is also used as a communication medium. The 
company will communicate the products or services offered through social media. Social 
media has become a marketing communication tool in the digital era. Research 
conducted by [20] found that marketing communications have changed from 
conventional to digital. Some people and companies use social media to promote their 
products. Social media has become a tool for promoting goods and services. 

Market participants are helped by social media to communicate with fellow 
sellers, customers, and potential customers. Social media has given an identity to a brand 
to be spread through social media in an easy way. Social media is also able to provide 
very effective communication to build brand awareness. Studies conducted by [21] 
Emphasizes that social media and marketing communications are one unit. In other 
words, marketing communication in the digital era cannot be separated from social 
media. 
c. Brand Awareness and Customer Satisfaction 

Brands that are well recognized by customers will be bought more than those 
that are not known. This relates to brand awareness by customers. Customers will buy 
a product that is well known. Customers who are able to identify the product well will 
trust the product more than other products they are not familiar with. Research 
conducted [22] found that products that have a good reputation are bought more than 
products that are not known. Customers will also be more loyal to products that already 
have a good reputation. Customers who make repeated purchases of the same product 
are a manifestation of customer satisfaction. 

Research on customer satisfaction has also been carried out by [23] Which 
underlines that customer satisfaction is not only measured by products that have met 
the expectations of customer needs. Furthermore, a product or service will provide 
customer satisfaction if the product has a good reputation. Such a good reputation must 
be built through brand awareness. This is confirmed by [24] that customers will have 
more confidence in brands that have provided benefits and customer expectations. 

 
Conclusion 

Digital marketing has become a necessity in marketing communications. Several 
studies that are reviewed in this research prove that digital marketing is proven to 
increase brand awareness. Brand awareness has helped customers to repurchase a 
product. It also shows the degree of customer satisfaction. In other words, if the 
company wants to increase customer satisfaction, it can start by conducting marketing 
communications using social (digital) media. 
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