ABSTRAK

Perkembangan era saat ini membuat para masyarakat melakukan aktifitas ekonomi melalui media
digital, sehingga pertumbuhan pengguna internet semakin meningkat sekitar 33%. Hal ini mendorong
betapa pentingnya peran pemasaran dalam mempengaruhi preferensi masyarakat dalam memilih suatu
produk, yang berarti berperan penting dalam menciptakan masyarakat yang memiliki kesadaran akan
suatu merek tertentu (brand awareness) agar semakin dikenal maka akan memberikan pengaruh
positif terhadap merek. Rich Village Jember merupakan perumahan yang cukup baik dalam
memanfatkan digital marketing. Tujuan penelitian ini untuk mengetahui dan menganalisis context,
communication, collaboration dan connection berpengaruh signifikan terhadap brand awareness pada
Rich village Jember. Jenis penelitian ini adalah penelitian kausalitas. Populasi dalam penelitian ini
yaitu 85 keluarga yang menempati perumahan Rich Village Jember. Sampel yang digunakan
menggunakan teknik sampling jenuh sehingga jumlah sampel 85 responden. Alat analisis
menggunakan regresi linier berganda. Hasil penelitian membuktikan bahwa context, communication,
collaboration dan connection berpengaruh signifikan terhadap brand awareness pada Rich Village
Jember.

Kata kunci: Context, Communication, Collaboration, Connection, Brand Awareness.
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ABSTRACT

The development of the current era makes people carry out economic activities through digital media,
so that the growth of internet users is increasing by around 33%. This encourages the importance of
the role of marketing in influencing people's preferences in choosing a product, which means it plays
an important role in creating people who have awareness of a particular brand (brand awareness) so
that the more recognized it will have a positive influence on the brand. Rich Village Jember is a fairly
good housing in utilizing digital marketing. The purpose of this research is to find out and analyze
context, communication, collaboration and connection that have a significant effect on brand
awareness in Rich village Jember. This type of research is causality research. The population in this
study are 85 families who occupy the Rich Village Jember housing. The sample used was saturated
sampling technique so that the number of samples was 85 respondents. The analysis tool uses multiple
linear regression. The results of the study prove that context, communication, collaboration and
connection have a significant effect on brand awareness in Rich Village Jember.
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