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“Pengembangan dan Implementasi Business Plan USEVOLUME Menggunakan 

Digital Marketing dan Marketing Mix untuk Meningkatkan Brand Awareness di 

JABODETABEK” 

ABSTRAK 

USEVOLUME adalah brand clothing streetwear lokal dengan model bisnis pre-

order yang memiliki tingkat brand awareness rendah pada 2024 akibat 

keterbatasan pemasaran dan belum adanya business plan yang terstruktur. Kajian 

ini bertujuan meningkatkan brand awareness USEVOLUME di wilayah 

JABODETABEK melalui pengembangan business plan berbasis digital marketing 

dan marketing mix. Implementasi dilakukan dengan optimalisasi bauran 

pemasaran 4P serta pemanfaatan media sosial, website, email marketing, dan 

WhatsApp Business. Hasil menunjukkan peningkatan brand awareness pada 2026 

berdasarkan aspek recall, recognition, dan consumption, sekaligus membuktikan 

efektivitas strategi yang diterapkan selama periode 2024–2026. 

 

Kata kunci: business plan, digital marketing, marketing mix, brand awareness. 

  

“Development and Implementation of USEVOLUME Business Plan Using Digital 

Marketing and Marketing Mix to Increase Brand Awareness in JABODETABEK” 

 

ABSTRACT 

 

USEVOLUME is a local streetwear clothing brand operating under a pre-order 

business model that experienced low brand awareness in 2024 due to limited 

marketing activities and the absence of a structured business plan. This study aims 

to increase USEVOLUME’s brand awareness in the Greater Jakarta (JABODETABEK) 

area through the development of a business plan based on digital marketing and 

the marketing mix. The implementation involved optimizing the 4P marketing mix 

(product, price, place, and promotion) and utilizing digital channels such as social 

media, a website, email marketing, and WhatsApp Business. The results indicate a 

significant improvement in brand awareness by 2026, as reflected in the 

dimensions of recall, recognition, and consumption, demonstrating the 

effectiveness of the strategies implemented during the 2024–2026 period. 

 

Keywords: business plan, digital marketing, marketing mix, brand awareness. 
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