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ABSTRAK 

 
Lapangan kerja di Indonesia didominasi dengan pekerja informal/serabutan yang 

membuat belum terjaminya penghasilan dan nasib dari para pekerja. Santo Suruh adalah 

inovasi dalam bisnis layanan jasa yang menawarkan kemitraan dengan para pekerja 

informal dengan menawarkan berbagai macam layanan jasa yang dibutuhkan oleh 

konsumen. Penelitian ini bertujuan mendeskripsikan strategi Santo Suruh dalam 

membangun ketertarikan konsumen dengan pola marketing komunikasi. Pendekatan 

penelitian ini kualitatif deskriptif dengan jenis penelitian interpretif, teknik pengambilan 

data dilakukan dengan observasi, wawancara dan dokumentasi. Hasil penelitian diketahui 

Santo Suruh menerapkan marketing mix 9 P dalam strategi komunikasi pemasaran yang 

terdiri dari Product, Price, Place, Promotion, People, Phisycal evidence, Process, Public 

relation dan Power. Lalu aspek dalam membangun ketertarikan konsumen melalui empat 

(4) tahapan yaitu; Attention, Interest, Desire dan Action 

 

Keywords : Komunikasi Pemasaran, Marketing Mix, Ketertarikan Konsumen, 

Santo Suruh 
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ABSTRACT 

 

 
The employment sector in Indonesia is dominated by informal/casual workers which 

makes the income and fate of the workers uncertain. Santo Suruh is an innovation in the 

service business that offers partnerships with informal workers by offering a variety of 

services needed by consumers. This study aims to describe Santo Suruh strategy in 

building consumer interest with a marketing communication pattern. This research 

approach is qualitative descriptive with an interpretive research type, data collection 

techniques are carried out by observation, interviews and documentation. The research 

results show that Santo Suruh applies the 9 P marketing mix in a marketing 

communications strategy consisting of Product, Price, Place, Promotion, People, 

Physical Evidence, Process, Public Relations and Power. Then the aspect of building 

consumer interest goes through four (4) stages, namely; Attention, Interest, Desire and 

Action 

 

Keywords : Marketing communication, Marketing mix, Consumer Interest, Santo 

 

 

  

 


