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MOTTO 

 

 

وَجَدَْ جَد ْ مَنْ   
"Barang siapa bersungguh-sungguh, pasti berhasil" 

 

 

“Tthink positively every day even though there are bad things. All this will pass, even 

the most difficult problems will pass.” 
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INTISARI 

 

Penelitian ini membahas mengenai Strategi Komunikasi Pemasaran Kopi 

Luwak Mataram Dalam Menarik Minat Konsumen. Hal ini berkaitan dengan tujuan 

dari penelitian yaitu untuk mengetahui bagaimana strategi komunikasi pemasaran 

Kopi Luwak Mataram dalam menarik minat konsumen menggunakan konsep bauran 

pemasaran 7P Product (produk), Price (harga), Place (tempat), Promotion (promosi), 

People (orang), Process (proses), Physical Evidence (bukti fisik). 

Dalam penelitian ini, peneliti menggunakan metode penelitian deskripstif 

kualitatif tringulasi sumber dan tringulasi teknik untuk mendapatkan data yang sama 

mengenai stratgei komunikasi pemasaran Kopi Luwak Mataram dalam menarik minat 

konsumen. Teknik pengumpulan data melalui wawancara, observasi, serta 

dokumentasi. 

Hasil dalam penelitian ini yakni: Strategi produk (product) yang dilakukan 

Kopi Luwak Mataram yaitu dibedakan menjadi 2, dine in dan online order. Produk 

dine in memiliki menu andalan yaitu tradisional menu dan untuk produk online order 

Kopi Luwak Mataram, selain menu restoran juga terdapat kopi luwak yang di 

produksi sendiri. Dalam strategi harga (price) Kopi Luwak Mataram mengadakan 

potongan harga saat ada kegiatan dan di hari-hari besar. Strategi tempat (place) Kopi 

Luwak Mataram berada di lokasi tidak strategis, namun Kopi Luwak Mataram 

menyediakan lokasi melalui Google Maps dan bekerja sama dengan tour travel. 

Strategi promosi(promotion) Kopi Luwak Mataram memaksimalkan promosi dalam 

media sosial dengan menggunakan jasa social media agency namun, juga tetap 

menggunakan brosur. Strategi orang (people) Kopi Luwak Mataram melakukan 

tarining terhadap calon karyawan dan memiliki pelatihan untuk karyawan setiap 3 

bulan sekali. Strategi proses (process) Kopi Luwak Mataram sangat memperhatikan 

bagaimana pelayanan terhadap konsumen. Dan yang terakhir, strategi bukti fisik 

(physical Evidence) Kopi Luwak Mataram berupaya dalam menyesuaikan keadaan 

pasar dengan memiliki konsep restoran yang tradisional jawa namun juga memiliki 

sisi kekinian. 

 

Kata Kunci: Strategi Komunikasi, Pemasaran, Teori Bauran Pemasaran 
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ABSTRACT 

 

This research discusses the Marketing Communication Strategy of Kopi 

Luwak Mataram in Attracting Consumer Interest. This is related to the purpose of the 

study, namely to find out how Kopi Luwak Mataram's marketing communication 

strategy attracts consumers using the 7P marketing mix concept Product, Price, 

Place, Promotion, People, Process, Physical Evidence. 

In this study, researchers used qualitative descriptive research methods of 

source tringulation and technique tringulation to obtain the same data regarding Kopi 

Luwak Mataram's marketing communication strategies in attracting consumer 

interest. Data collection techniques through interviews, observation, and 

documentation. 

The results in this study are: The product strategy carried out by Kopi Luwak 

Mataram is divided into 2, dine in and online order. The dine in product has a 

mainstay menu, namely the traditional menu and for the online order product Kopi 

Luwak Mataram, apart from the restaurant menu there is also luwak coffee which is 

produced by itself. In the price strategy (price) Kopi Luwak Mataram holds discounts 

when there are activities and on big days. Place strategy Kopi Luwak Mataram is in a 

non-strategic location, but Kopi Luwak Mataram provides locations via Google Maps 

and collaborates with tour travel. Promotion strategy (promotion) Kopi Luwak 

Mataram maximizes promotion on social media by using the services of a social 

media agency, however, it also continues to use brochures. People strategy Kopi 

Luwak Mataram conducts tarining for prospective employees and has training for 

employees every 3 months. Process strategy (process) Kopi Luwak Mataram is very 

concerned about how service to consumers. And finally, the physical evidence 

strategy (physical Evidence) Kopi Luwak Mataram seeks to adjust to market 

conditions by having a traditional Javanese restaurant concept but also has a 

contemporary side. 
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