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Ayam Bakar Wanaraja merupakan tempat makan yang berada di daerah Bekasi, 

banyaknya tempat makan yang memiliki menu ayam bakar diberbagai tempat 

membuat Ayam Bakar wanaraja memiliki strategi pemasaran yang dipakai dalam 

meningkatkan penjualan. Dalam ikomunikasi ipemasaran itidak ihanya imemasarkan 

iproduk, iperlu iadanya isuatu istrategi iyang itepat, ikarena istrategi ikomunikasi 

ipemasaran imenjadi ikunci isuksesnya iperusahaan idalam imenarik iminat idan 

imeningkatkan ijumlah ipelanggan. Ayam iBakar iWanaraja imenerapkan i ikomunikasi 

ipemasaran isebagai istrategi idalam imengkomunikasikan idan imemasarkan 

iproduknya. Tujuan idari ipenelitian iini iadalah iuntuk imengetahui istrategi ikomunikasi 

ipemasaran iyang idilakukan iAyam iBakar iWanaraja. Peneliti imenggunakan imetode 

ipenelitian ikualitatif. iDengan imengumpulkan idata imelalui iobservasi, iwawancara, 

idan idokumentasi. iLalu idalam ipenelitian iini imenggunakan iteori ibauran ikomunikasi 

ipemasaran. i. iHasil ipenelitian iini iadalah ikomunikasi ipemasaran isebagai istrategi 

ikomunikasi ipemasaran iAyam iBakar iWanaraja iseperti, iiklan/advertising, ipromosi 

ipenjualan/sales ipromotions, ihubungan imasyarakat/public irelations, ipenjualan 

iperorangan/personal iselling, ipenjualan ilangsung/direct iselling idengan 

imenggunakan imedia ionline iseperti iwhatsapp imessanger idan iinstagram istory, 

iPromosi ipenjualan idengan imengadakan ipotongan iharga, ipaket iharga, iPemasaran 

ilangsung imemasarkan iproduknya idi imedia isosial, imengajak ipelanggannya iuntuk 

idatang ike ilapak, iSelain iitu idengan iadanya iworth iof imouth iyang idilakukan idengan 

imenggunakan ikekuatan irekomendasi ipribadi idari ikerabat imaupun iorang iterdekat 

iseperti ipada iowner iserta imenjalin ihubungan iyang ibaik i idengan imasyarakat iinternal 

idan ieksternal iseperti idiadakannya ikumpul ibersama i ipegawai idan iowner. 

 

Kata Kunci : Ayam Bakar Wanaraja,Pemasaran,Strategi Komunikasi Pemasaran. 
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Ayam Bakar Wanaraja is a place to eat in the Bekasi area, the many places to eat 

that have grilled chicken menus in various places make Ayam Bakar Wanaraja have 

a marketing strategy that is used to increase sales. In marketing communications, 

not only marketing products, it is necessary to have an appropriate strategy, 

because marketing communication strategies are the key to a company's success in 

attracting interest and increasing the number of customers. Ayam Bakar Wanaraja 

applies marketing communications as a strategy in communicating and marketing 

its products. The purpose of this research is to find out the marketing 

communication strategy used by Ayam Bakar Wanaraja. Researchers use 

qualitative research methods. By collecting data through observation, interviews, 

and documentation. Then in this study using marketing communication mix theory. 

. The results of this study are marketing communications as a marketing 

communication strategy for Ayam Bakar Wanaraja such as advertising, sales 

promotions, public relations, personal selling, direct selling using online media 

such as whatsapp messanger and instagram story, Sales promotion by holding price 

discounts, price packages, direct marketing marketing their products on social 

media, inviting customers to come to stalls, besides that with worth of mouth which 

is done by using the power of personal recommendations from relatives and closest 

people such as the owner as well as establishing good relations with internal and 

external communities such as holding gatherings with employees and owners 

 

Keyword : Ayam Bakar Wanaraja, Marketing, Marketing Communication Strategy. 
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