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Implementasi Integrated Marketing Communication (IMC) Model Dwi Sapta 

diterapkan oleh Merci Café dalam menghadapi persaingan industri coffee shop yang 

semakin kompetitif, khususnya pada wilayah Sidoarjo. IMC Model Dwi Sapta 

merupakan pendekatan komunikasi pemasaran terpadu yang dirancang guna 

menyampaikan pesan secara konsisten dengan melalui berbagai saluran 

komunikasi. Model ini terdari dari tiga tahapan utama, yaitu Discovery Circle, 

Intent Circle, dan Strategy Circle. Pada tahap Discovey Circle, Merci Café 

menggunakan analisis terhadap pasar, tren konsumsi kopi, dan perilaku konsumen, 

dengan tujuan guna memahami posisi merek pada pasar lokal. Kemudian pada 

tahap Intent Circle berfokus mengenai identifikasi masalah serta keunggulan 

merek, yang didalamnya mencakup analisis faktor internal dan eksternal dalam 

pengaruh performa bisnis. Selanjutnya pada tahap Strategy Circle, Merci Café 

merancang strategi komunikasi dengan memanfaatkan berbagi saluran, diantaranya 

iklan, event and experience, public relations and publicity, word of mouth, dan 

media sosial. Strategi ini dirancang guna meningkatkan awareness, memperkuat 

loyalitas pelanggan, serta menciptakan pengalaman yang unik bagi konsumen 

sehingga dapat memperkuat posisi Merci Café dalam industri coffee shop yang 

kompetitif. Metode penelitian yang digunakan yaitu deskriptif kualitatif dengan 

teknik pengumpulan data berupa wawancara mendalam, observasi, dan analisis 

dokumentasi. Hasil penelitian menunjukkan bahwa implementasi IMC Model Dwi 

Sapta dapat membantu Merci Café dalam memperkuat posisi merek pada pasar 

dengan pemanfaatan tren lokal serta penyampaian pesan yang efektif kepada target 

audiens melalui strategi komunikasi efektif. 

Kata kunci: Strategi Komunikasi Pemasaran, IMC Model Dwi Sapta, Coffee Shop, 

Merci Cafe Sidoarjo 
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Implementation of Integrated Marketing Communication (IMC) Dwi Sapta Model 

is applied by Merci Café in facing the increasingly competitive coffee shop industry, 

especially in the Sidoarjo area. IMC Model Dwi Sapta is an integrated marketing 

communication approach designed to deliver messages consistently through 

various communication channels. This model consists of three main stages, namely 

Discovery Circle, Intent Circle, and Strategy Circle. At the Discovery Circle stage, 

Merci Café uses analysis of the market, coffee consumption trends, and consumer 

behavior, with the aim of understanding the brand's position in the local market. 

Then at the Intent Circle stage focuses on identifying problems and brand 

advantages, which includes analyzing internal and external factors in influencing 

business performance. Furthermore, at the Strategy Circle stage, Merci Café 

designed a communication strategy by utilizing various channels, including 

advertising, events and experiences, public relations and publicity, word of mouth, 

and social media. This strategy is designed to increase awareness, strengthen 

customer loyalty, and create a unique experience for consumers so as to strengthen 

Merci Café's position in the competitive coffee shop industry. The research method 

used is descriptive qualitative with data collection techniques in the form of in- 

depth interviews, observation, and documentation analysis. The results showed that 

the implementation of the IMC Dwi Sapta Model can help Merci Café in 

strengthening its brand position in the market by using local trends and delivering 

effective messages to target audiences through effective communication strategies. 

Keywords: Marketing Communication Strategy, IMC Model Dwi Sapta, Coffee 

Shop, Merci Café Sidoarjo 
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