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INTISARI 

 

 

Penelitian ini membahas Strategi Komunikasi Pemasaran Swalco Coffee 

Dalam Upaya Mempertahankan Loyalitas Konsumen di Yogyakarta. Hal ini 

berkaitan dengan tujuan dari penelitian yaitu untuk mengetahui strategi komunikasi 

pemasaran Swalco Coffee dalam upaya mempertahankan loyalitas konsumen di 

Swalco Coffee di Yogyakarta menggunakan konsep bauran pemasaran 7P yaitu 

Product (produk), Price (harga), Place (tempat), Promotion (promosi), People 

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

Metode penelitian yang diguunakan adalah deskripif kualitatif tringulasi 
sumber dan tringulasi teknik untuk mendapatkan data yang sama mengenai strategi 

komunikasi pemasaran Swalco Coffee dalam upaya mempertahankan loyalitas 

konsumen di Yogyakarta. Teknik pengumpulan data yang digunakan ialah 

wawancara, observasi, serta dokumentasi. 

Hasil dari penelitian ini yaitu Strategi product (produk) yang dilakukan 

Swalco Coffee dibedakan menjadi dua , dine in dan online order. Swalco Coffee 

memiliki menu andalannya yaitu essential walet dan kopi walet. Desain produk, 

bahan baku serta konsistensi rasa merupakan aspek yang diperhatikam memenuhi 

kebutuhan konsumen. Dalam strategi price (harga) Swalco Coffee menetapkan 

harga dengan mempertimbangkan HPP (Harga Pokok Penjualan), target pasar serta 

lokasi. Strategi place (tempat) Swalco Coffee berada di lokasi yang strategis, 

Swalco Coffee juga menyediakan lokasi melalui Google Maps serta dicantumkan 

pada biodata Instagram. Strategi promotion (promosi) Swalco Coffee 

memaksimalkan promosi pada media sosial Instagram serta mengadakan event dan 

workshop. Strategi people (orang) Swalco Coffee memperhatikan kualitas orang 

atau karyawannya dengan melakukan training atau pelatihan maksimal selama satu 

minggu bagi karyawan baru dan mengajarkan karyawannya untuk dapat melayani 

konsumen dengan baik. Strategi process (proses) Swalco Coffee memperhatikan 

pelayanan konsumen. Strategi physical evidence (bukti fisik) Swalco Coffee 

mencakup konsep industrial dengan didominasi warna monokrom, terdapat 

pepohonan dan tanaman dihalaman depan, menyediakan indoor, oudoor maupun 

rooftop dan penampilan karyawan yang rapi. 

 

 

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

 

 

This research discusses the Marketing Communication Strategy of Swalco 

Coffee in an Effort to Maintain Consumer Loyalty in Yogyakarta. This is related to 

the purpose of the study, namely to determine the marketing communication strategy 

of Swalco Coffee in an effort to maintain consumer loyalty at Swalco Coffee in 

Yogyakarta using the 7P marketing mix concept Product, Price, Place, Promotion, 

People, Process and Physical Evidence. 

In this study, the researcher used qualitative descriptive research methods of 

source triangulation and technique triangulation to obtain the same data regarding 

Swalco Coffee's marketing communication strategy in an effort to maintain consumer 

loyalty in Yogyakarta. Data collection techniques through interviews, observations, 

and documentation. 

The results of this study are the product strategy carried out by Swalco 

Coffee, which is divided into 2, dine in and online order. Swalco Coffee has a 

mainstay menu, namely essential walet and walet coffee. Product design, raw 

materials and consistency of taste are aspects that are considered to meet consumer 

needs. In the price strategy, Swalco Coffee sets prices by considering HPP (Cost of 

Goods Sold), target market and location. Swalco Coffee's place strategy is in a 

strategic location, Swalco Coffee also provides locations via Google Maps and is 

listed on the Instagram biodata. Swalco Coffee's promotion strategy maximizes 

promotions on Instagram social media and holds events and workshops. Swalco 

Coffee's people strategy pays attention to the quality of its people or employees by 

conducting training or training for a maximum of one week for new employees and 

teaching its employees to be able to serve consumers well. Swalco Coffee's process 

strategy pays attention to how to serve consumers. And finally, Swalco Coffee's 

physical evidence strategy includes an industrial concept dominated by monochrome 

colors, trees and plants in the front yard, providing indoor, outdoor and rooftop areas 

and a neat employee appearance. 

 

 

Keywords: Communication Strategy, Marketing, Marketing Mix 
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