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ABSTRAK 

 

ANGGELINA CINDY MEGA PRAMITA, STRATEGI KOMUNIKASI 

PEMASARAN (MARKETING MIX) PADA KASMARAN WEDDING 

ORGANIZER 

Marketing mix merupakan usahan untuk menyampaikan pesan kepada public 

terutama konsumen mengenai keberadaan suatu produk yang terdapat dipasar. 

Penelitian ini meneliti tentang strategi pemasaran yang dilakukan oleh Kasmaran 

Wedding Organizer dengan metode penelitian kualitatif dan wawancara terpadu 

kepada Pemilik, Project Manager serta Marketing Manager Kasmaran Wedding 

Organizer. Tujuan dari penelitian ini adalah untuk mengetahui strategi pemasaran 

(marketing mix) yang dilakukan oleh Kasmaran Wedding Organizer. Hasil dari 

peneltian ini menunjukan bahwa Produk yang ditawarkan Kasmaran Wedding 

Organizer merupakan produk jasa pengorganisasian pernikahan baik pernikahan 

modern maupun tradisional. Harga yang ditawarkan Kasmaran Wedding Organizer 

mulai dari Rp 15.000.000-, dan bisa menyesuaikan kebutuhan klien. Sosial Media 

sebagai ujung tombak promosi Kasmaran Wedding Organizer. Kasmaran Wedding 

Organizer didirikan di Kabupaten Pacitan karena Kabupaten Pacitan merupakan 

tempat yang cukup strategis untuk bisnis wedding organizer. Prekrutan Crew 

Kasmaran Wedding Organizer dilakukan dengan cukup selektif sehingga bisa 

mendongkrak proses kerja maupun proses pemasaran kasmaran Wedding Organizer. 

Proses berdirinya Kasmaran Wedding Organizer awalnya hanya crew inti saja namun 

kini sudah memiliki banyak crew. Instagram dan brosur promosi merupakan bukti 

fisik dari proses pemasaran Kasmaran Wedding Organizer. Kekuatan dari Kasmaran 

Wedding Organizer terletak pada kualitas crew dan vendor yang ditawarkan. 

Kelemahannya adalah pada proses promosi yang hanya banyak dilakukan di sosial 

media. Kesempatan yang bisa dimanfaatkan oleh Kasmaran Wedding Organizer 

adalah belum banyaknya Wedding Organizer yang professional di Pacitan dan 

ancaman yang ada adalah banyaknya kompetitor yang menawarkan harga terlalu 

rendah. 

Kata Kunci : Wedding Organizer, Marketing Mix, Strategi Komunikasi Pemasaran 

 

STRATEGY OF MARKETING COMMUNICATION (MARKETING MIX) 

ON KASMARAN WEDDING ORGANIZER 

Marketing mix is an effort to convey messages to the public, especially consumers, 

regarding the existence of a product on the market. This research examines the 

marketing strategy carried out by Kasmaran Wedding Organizer using qualitative 

research methods and integrated interviews with the Owner, Project Manager and 

Marketing Manager of Kasmaran Wedding Organizer. The purpose of this research is 

to determine the marketing strategy (marketing mix) carried out by Kasmaran 
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Wedding Organizer. The results of this research show that the products offered by 

Kasmaran Wedding Organizer are wedding organization service products for both 

modern and traditional weddings. The prices offered by Kasmaran Wedding 

Organizer start from IDR 15,000,000, and can be adjusted to the client's needs. Social 

Media is the spearhead of promotion for Kasmaran Wedding Organizer. Kasmaran 

Wedding Organizer was founded in Pacitan Regency because Pacitan Regency is a 

strategic place for the wedding organizer business. The recruitment process of the 

Kasmaran Organizer Crew is carried out quite selectively so that it can boost the 

work process and marketing process of the Kasmaran Wedding Organizer. The 

process of establishing Kasmaran Wedding Organizer was initially only a main crew 

but now has many crew. Instagram and promotional brochures are physical evidence 

of the Kasmaran Wedding Organizer marketing process. The strength of Kasmaran 

Wedding Organizer lies in the quality of the crew and vendors offered. The weakness 

is that the promotion process is only carried out on social media. The opportunity that 

Kasmaran Wedding Organizer can take advantage of is that there are not many 

professional Wedding Organizers in Pacitan and the threat that exists is the large 

number of competitors who offer prices that are too low and a few people who hardly 

to understand about what wedding organizer is. 

 

Keyword : Wedding Oraganizer, Marketing Mix, Communication Marketing Strategy 


