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ABSTRAK 

 

 

Pada jaman sekarang coffeshop sudah berkembang dan memiliki beragam inovasi 

salah satu nya Wangsa Kemang resto and cafe. Tujuan penelitian ini adalah untuk 

mengetahuai Menganalisis yang diterapkan oleh Pemasaran Wangsa Kemang resto 

and cafe dalam Loyalitas Konsumen. Teori dalam penelitian ini adalah Teori 

Bauran Pemasaran (Marketing mix) 9P Product, price, place, promotion, people, 

process, physical, Partnership, Photography, Payment untuk mencapai tujuan 

pemasaran pada loyalitas konsumen. Metode penelitian yang digunakan paradigma 

konstruktivisme, Teknik pengumpulan data menggunakan diobservasi, wawancara 

dengan informan, dan dokumentasi. Data analisis dengan menggunakan Teknik 

reduksi data, penyajian data, dan penarikan kesimpulan. Kesimpulan Strategi 

Komunikasi pemasaran Wangsa Kemang resto and cafe telah memenuhi yang 

disarankan oleh Kris Banarto yaitu menggunakan bauran pemasaran (Marketing 

Mix) 9P Product, price, place, promotion, people, process, physical, Partnership, 

Photography, Payment sebagai komunikasi pemasaran yang menjadi keunggulan 

Wangsa Kemang resto and cafe menjalankan event music pada weekend, 

mempromosikan melalui Instagram, kerjasama dengan rokok elektrik, dan selalu 

membuat dekorasi pada bulan tertentu seperti Februari kemarin mereka membuat 

hari valentine dan di January membuat hari tahun baru cina. 

Kata Kunci:  

Strategi Komunikasi, Pemasaran, Loyalitas Konsumen 
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ABSTRACT 

 

Nowadays, coffee shops have developed and have various innovations, one of 

which is the Wangsa Kemang restaurant and cafe. The purpose of this study is to 

find out and analyze what is applied by Wangsa Kemang Restaurant and Cafe 

Marketing in Consumer Loyalty. The theory in this study is the Marketing Mix 

Theory (Marketing Mix) 9P Product, price, place, promotion, people, process, 

physical, Partnership, Photography, Payment to achieve marketing goals on 

consumer loyalty. The research method uses the constructivism paradigm, Data 

collection techniques using observation, interviews with informants, and 

documentation. Data analysis using data reduction techniques, data presentation, 

and drawing conclusions. Conclusion The marketing communication strategy of 

Wangsa Kemang resto and cafe has fulfilled what was suggested by Kris Banarto, 

namely using the 9P Marketing Mix Product, price, place, Promotion, people, 

process, physical, Partnership, Photography, Payment as a marketing 

communication that is the advantage of Wangsa Kemang resto and cafe running 

music events on weekends, promoting through Instagram, collaborating with 

electric cigarettes, and always making decorations in certain months such as last 

February they made Valentine's Day and in January they made Chinese New Year's 

Day. 

Keywords:  

Communication Strategy, Consumer Loyalty, Marketing 
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