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ABSTRAKSI 
Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran 

berbasis nostalgic marketing pada Zangrandi Ice Cream Surabaya dalam 

mempertahankan eksistensinya di tengah perkembangan industri kuliner modern. 

Penelitian ini menggunakan pendekatan kualitatif deskriptif dengan teknik 

pengumpulan data melalui wawancara mendalam, observasi, dan dokumentasi 

terhadap Manajer Operasional, Supervisor, serta pelanggan Zangrandi Ice Cream 

Surabaya. Analisis data menggunakan model Miles dan Huberman yang meliputi 

reduksi data, penyajian data, dan penarikan kesimpulan. Pembahasan diawali 

dengan identifikasi aktivitas strategi komunikasi pemasaran menggunakan 

marketing mix 7P, dilanjutkan dengan analisis SWOT untuk mengetahui kondisi 

strategis perusahaan. Selanjutnya, strategi komunikasi pemasaran berbasis 

nostalgic marketing dianalisis menggunakan model SOSTAC (Situation, 

Objectives, Strategy, Tactics, Action, dan Control). Hasil penelitian menunjukkan 

bahwa strategi komunikasi pemasaran Zangrandi berpusat pada pemanfaatan 

identitas historis sebagai keunggulan kompetitif. Analisis marketing mix 7P 

menunjukkan bahwa aktivitas komunikasi pemasaran diwujudkan melalui 

pengelolaan produk, harga, tempat, promosi, sumber daya manusia, proses, dan 

bukti fisik. Analisis SWOT menunjukkan bahwa perusahaan memanfaatkan 

kekuatan berupa autentisitas produk, bangunan heritage, kualitas pelayanan, dan 

reputasi sebagai kuliner legendaris untuk merespons berbagai kelemahan dan 

ancaman melalui strategi diferensiasi. Analisis SOSTAC menunjukkan bahwa 

nostalgic marketing diterapkan secara sistematis melalui perumusan strategi, 

implementasi taktik, pelaksanaan operasional, dan evaluasi berkelanjutan. 

Penelitian ini menyimpulkan bahwa strategi komunikasi pemasaran berbasis 

nostalgic marketing mampu mempertahankan identitas historis sekaligus 

memperkuat eksistensi Zangrandi Ice Cream Surabaya.. 

Kata Kunci: Strategi Komunikasi Pemasaran, Nostalgic Marketing, Marketing 

Mix 7P, SWOT, SOSTAC, Zangrandi Ice Cream.
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ABSTRACT 

This study aims to analyze the nostalgic marketing-based marketing 

communication strategy implemented by Zangrandi Ice Cream Surabaya in 

maintaining its existence amid the rapid development of the modern culinary 

industry. This research employed a descriptive qualitative approach. Data were 

collected through in-depth interviews, observations, and documentation involving 

the Operational Manager, Supervisor, and customers of Zangrandi Ice Cream 

Surabaya. The data were analyzed using the Miles and Huberman model, which 

consists of data reduction, data display, and conclusion drawing. The analysis 

began by identifying the company's marketing communication activities through the 

7P marketing mix, followed by a SWOT analysis to examine the company's strategic 

conditions. Furthermore, the nostalgic marketing-based marketing communication 

strategy was analyzed using the SOSTAC model, consisting of Situation, Objectives, 

Strategy, Tactics, Action, and Control. The findings indicate that Zangrandi's 

marketing communication strategy is centered on utilizing its historical identity as 

a competitive advantage. The 7P marketing mix analysis reveals that the strategy 

is implemented through the management of product, price, place, promotion, 

people, process, and physical evidence. The SWOT analysis shows that the 

company leverages its strengths, including product authenticity, heritage 

architecture, service quality, and reputation as a legendary culinary destination, to 

address its weaknesses and external threats through a differentiation strategy. The 

SOSTAC analysis demonstrates that nostalgic marketing is systematically 

implemented through strategic planning, tactical execution, operational 

implementation, and continuous evaluation. This study concludes that a nostalgic 

marketing-based marketing communication strategy enables Zangrandi Ice Cream 

Surabaya to preserve its historical identity while strengthening its competitiveness 

and long-term existence in the modern culinary industry.. 

Keywords: Marketing Communication Strategy, Nostalgic Marketing, 7P 

Marketing Mix, SWOT, SOSTAC, Zangrandi Ice Cream.. 
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