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ABSTRAK 

 

Universitas Islam ‘45’ Bekasi Program Studi Ilmu Komunikasi Fakultas Komunikasi 

Sastra dan Bahasa. 

 

Judul Skripsi:  

“Strategi Promosi Digital UMKM Kedai Kopi Maning“ 

 

Dibawah bimbingan  

Miftakhudin M.I.Kom   

 

Dengan banyaknya persaingan bisnis di Indonesia. Banyak pebisnis yang harus 

memikirkan pentingnya steretgi promosi dalam memasarkan produk dan jasanya. Kedai 

kopi maning adalah kedai kopi yang menyediakan macam-macam kopi yang dapat 

dinikmati masyarakat. Namun, dengan banyaknya kedai kopi di Indonesia, dibutuhkan 

strategi yang tepat dalam upaya meningkatkan jumlah pelanggan. Oleh karena itu, kedai 

kopi maning telah menerapkan beberapa strategi dalam mempromosikan dan 

mengenalkan produknya kepada masyarakat.  

Tujuan penelitian adalah untuk mengetahui strategi promosi yang dilakukan 

kedai kopi maning dalam meningkatkan jumlah pelanggan. Penelitian  ini menggunakan 

metode kualitatif dengan mengumpulkan data melalui wawancara, observasi dan 

dokumentasi. Hasil penelitian ini menggunakan teori strategi promosi Kotler,Amstrong. 

dan menggunakan beberapa bauran komunikasi pemasaran yang diantaranya, 

(promotional mix) berupa Periklanan (advertising), Personal Selling, Hubungan 

Masyarakat (Pubicity), Promosi Penjualan (Sales Promotion). Penjualan Personal serta 

Word Of Mouth sebagai elemen penunjang komunikasi pemasaran kedai kopi maning. 

Strategi promosi yang diaplikasikan kedai kopi maning menunjukan keberhasilan karena 

terdapat peningkatan jumlah pelanggan di kedai kopi maning. yaitu menggambarkan dan 

memberikan pemaparan serta menjelaskan mengenai yang diteliti berdasarkan 

wawancara mendalam, observasi yang diperoleh dalam penelitian terhadap owner. 

Berdasarkan hasil penelitian dapat disimpulkan bahwa kedai kopi Maning  atau coffee 

shop yang ada di kota Bekasi.  

 

Kata Kunci: Strategi Promosi Penjualan, Kedai Kopi, Media Digital 
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ABSTRAK 

 

Islamic University '45' Bekasi Communication Studies Program Faculty of Literature and 

Language Communication. 

 

Thesis title: 

"Digital Promotion Strategy for Maning Coffee Shop Maning" 

 

Under the guidance of 

Miftakhudin M.I.Kom 

 With a lot of business competition in Indonesia. Many business people have to 

think about the importance of promotional strategies in marketing their products and 

services. Maning coffee shop is a coffee shop that provides various kinds of coffee that 

can be enjoyed by the public. However, with the number of coffee shops in Indonesia, the 

right strategy is needed in an effort to increase the number of customers. Therefore, the 

Maning coffee shop has implemented several strategies in promoting and introducing its 

products to the public. 

 The purpose of the study was to find out the promotional strategies carried out 

by the Maning coffee shop in increasing the number of customers. This study uses a 

qualitative method by collecting data through interviews, observation and documentation. 

The results of this study use the theory of promotion strategy Kotler, Armstrong. and 

using several marketing communication mixes which include, (promotional mix) in the 

form of Advertising (advertising), Personal Selling, Public Relations (Pubicity), Sales 

Promotion (Sales Promotion). Personal Sales and Word Of Mouth as supporting 

elements for marketing communications for Maning coffee shops. The promotional 

strategy applied by the Maning Coffee shop showed success because there was an 

increase in the number of customers at the Maning Coffee shop. namely describing and 

providing exposure and explaining what is being studied based on in-depth interviews, 

observations obtained in research on the owner. Based on the results of the study, it can 

be concluded that the Maning coffee shop or coffee shop in the city of Bekasi. 

 

Keywords: Sales Promotion Strategy, Coffee Shop, Media Digital 
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