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ABSTRAK 
 

NADA FITRA NABILA, 20043010187, STRATEGI KOMUNIKASI 

PEMASARAN DALAM MENARIK MINAT BELI KONSUMEN PADA 

COFFEE SHOP DI TULUNGAGUNG  

(Studi Deskriptif Kualitatif pada ACC Coffee, Hakui Kopi, dan Foresthree 

Coffee Tulungagung) 
 

 

Pertumbuhan bisnis coffee shop di Indonesia telah mengalami peningkatan sangat 

pesat. Pertumbuhan bisnis coffee shop tidak hanya terjadi di kota-kota besar, tetapi 

juga telah merambah di kota-kota kecil, salah satunya Kabupaten Tulungagung. 

Menjamurnya coffee shop di Tulungagung menuntut para pebisnis menerapkan 

komunikasi pemasaran yang efektif untuk mencapai tujuan bisnis. Penelitian ini 

menganalisis strategi komunikasi pemasaran yang diterapkan oleh tiga coffee shop 

di Tulungagung, yaitu ACC Coffee, Hakui Kopi, dan Foresthree Coffee 

Tulungagung, dalam menarik minat beli konsumen. Menggunakan pendekatan 

kualitatif dan metode deskriptif, data dikumpulkan melalui wawancara, observasi, 

dan dokumentasi, kemudian dianalisis dengan konsep Marketing Mix 7P (Product, 

Price, Place, Promotion, People, Process, Physical Evidence). Hasil penelitian 

menunjukkan ketiga coffee shop tersebut menjalankan strategi komunikasi 

pemasaran dalam menarik minat beli konsumen. Strategi tersebut dilakukan melalui 

media sosial sebagai media promosi, pemberian program promo yang beragam 

untuk menarik minat beli, serta kolaborasi dengan influencer untuk memperluas 

jangkauan pasar. Meskipun masing-masing menerapkan pendekatan berbeda sesuai 

karakteristik dan target pasar mereka. Ketiganya memiliki keunikan masing-masing 

yang dapat membedakan mereka dari pesaing. 

 
Kata Kunci: Komunikasi Pemasaran, Coffee Shop, Strategi Pemasaran, Perilaku 

Konsumen, Marketing Mix 
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ABSTRACT 
 

NADA FITRA NABILA, 20043010187, MARKETING COMMUNICATION 

STRATEGIES IN ATTRACTING CONSUMER BUYING INTEREST IN 

COFFEE SHOPS IN TULUNGAGUNG  

(Qualitative Descriptive Study at ACC Coffee, Hakui Kopi, and Foresthree 

Coffee Tulungagung) 

 

 

The growth of the coffee shop business in Indonesia has increased very rapidly. The 

growth of the coffee shop business does not only occur in big cities, but has also 

penetrated into small cities, one of which is Tulungagung Regency. The 

proliferation of coffee shops in Tulungagung requires business people to implement 

effective marketing communication to achieve business goals. This study analyzes 

the marketing communication strategies implemented by three coffee shops in 

Tulungagung, namely ACC Coffee, Hakui Kopi, and Foresthree Coffee 

Tulungagung, in attracting consumer buying interest. Using a qualitative approach 

and descriptive method, data were collected through interviews, observation, and 

documentation, then analyzed with the concept of Marketing Mix 7P (Product, 

Price, Place, Promotion, People, Process, Physical Evidence). The results showed 

that the three coffee shops carried out marketing communication strategies in 

attracting consumer buying interest. The strategy is carried out through social 

media as a promotional medium, providing various promo programs to attract 

buying interest, and collaboration with influencers to expand market reach. 

Although each applies a different approach according to their characteristics and 

target market. All three have their own uniqueness that can differentiate them from 

competitors. 

 

Keywords: Marketing Communication, Coffee Shop, Marketing Strategy, 

Consumer Behavior, Marketing Mix 

 


