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ABSTRAK 

 
Penelitian ini menganalisis strategi promosi Korner Circle K dalam menghadapi 

persaingan produk Ready-to-Eat (RTE) minimarket di kawasan Educity Harvard 

Pakuwon City Surabaya. Menggunakan metode kualitatif dengan studi kasus, data 

dikumpulkan melalui wawancara mendalam dengan 7 informan, observasi, dan 

dokumentasi. Hasil penelitian menunjukkan Circle K menerapkan lima elemen bauran 

promosi dengan promosi penjualan (bundling dan diskon) sebagai elemen paling 

efektif. Diferensiasi dilakukan melalui produk RTE modern, layanan 24 jam, dan 

fasilitas dine-in, namun menghadapi persaingan ketat dari kompetitor. Konsumen 

menunjukkan respons positif terhadap promosi berbasis harga dan bundling, dengan 

korelasi kuat antara intensitas promosi dengan loyalitas. Kendala utama meliputi rotasi 

program lambat, rendahnya adopsi aplikasi, dan visibilitas promosi kurang optimal. 

Penelitian merekomendasikan peningkatan komunikasi promosi, percepatan rotasi 

program, dan standardisasi layanan untuk memperkuat daya saing. 

Kata Kunci: Strategi Promosi, Ready-to-Eat, Persaingan Minimarket, Perilaku 

Konsumen, Convenience Store 
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ABSTRACT 

 
This study analyzes the promotional strategy of Korner Circle K in facing Ready-to- 

Eat (RTE) product competition from minimarkets in Educity Harvard Pakuwon City 

Surabaya. Using qualitative methods with a case study approach, data were collected 

through in-depth interviews with 7 informants, observations, and documentation. 

Results show Circle K implements five promotional mix elements with sales promotion 

(bundling and discounts) as the most effective. Differentiation is achieved through 

modern RTE products, 24-hour service, and dine-in facilities, yet faces intense 

competition. Consumers show positive response to price-based promotions and 

bundling, with strong correlation between promotional intensity and loyalty. Main 

challenges include slow program rotation, low app adoption, and suboptimal 

promotional visibility. The study recommends improving promotional communication, 

accelerating program rotation, and standardizing services to strengthen 

competitiveness. 

Keywords: Promotional Strategy, Ready-to-Eat, Minimarket Competition, Consumer 

Behavior, Convenience Store 
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