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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis strategi komunikasi pemasaran yang 

diterapkan oleh Penyetan Bu Anis dalam meningkatkan penjualan secara online 

melalui media digital dan platform layanan pesan-antar makanan seperti GoFood, 

GrabFood, dan ShopeeFood. Latar belakang penelitian berangkat dari fenomena 

perkembangan industri kuliner di Indonesia yang semakin pesat serta perubahan 

perilaku konsumen yang beralih ke layanan digital. Penelitian menggunakan 

pendekatan deskriptif kualitatif dengan teknik pengumpulan data melalui 

wawancara, observasi, dan dokumentasi. Hasil penelitian menunjukkan bahwa 

strategi komunikasi pemasaran terpadu (Integrated Marketing 

Communication/IMC) yang diterapkan mencakup periklanan digital, promosi 

penjualan, pemasaran langsung, public relations, serta social media marketing. 

ShopeeFood menjadi platform yang paling sering digunakan karena jangkauan 

promosi dan biaya layanan yang relatif lebih rendah dibandingkan platform lainnya. 

Strategi komunikasi pemasaran yang konsisten melalui konten visual, promosi 

diskon, dan respons cepat terhadap konsumen terbukti mampu meningkatkan brand 

awareness serta mendorong keputusan pembelian. Namun, penelitian juga 

menemukan kendala berupa keterbatasan promosi tradisional dan tingginya 

persaingan di sektor kuliner. Temuan ini menegaskan pentingnya penerapan digital 

marketing dan IMC secara terpadu agar UMKM kuliner dapat bersaing di era 

digital.  

 

Kata kunci : Strategi komunikasi pemasaran, Digital Marketing, IMC, ShopeeFood, 

UMKM Kuliner 
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ABSTRACT  

 

This study aims to analyze the marketing communication strategies implemented by 

Penyetan Bu Anis in increasing online sales through digital media and food 

delivery platforms such as GoFood, GrabFood, and ShopeeFood. The research 

background highlights the rapid growth of the Indonesian culinary industry and the 

shift in consumer behavior toward digital services. This study applies a descriptive 

qualitative approach with data collection techniques including interviews, 

observation, and documentation. The findings reveal that the integrated marketing 

communication (IMC) strategy employed consists of digital advertising, sales 

promotion, direct marketing, public relations, and social media marketing. 

ShopeeFood emerged as the most frequently used platform due to its broader 

promotional reach and relatively lower service fees compared to other platforms. 

Consistent marketing communication strategies through visual content, discount 

promotions, and quick consumer responses were proven to enhance brand 

awareness and drive purchasing decisions. However, challenges such as limited 

traditional promotion and intense competition in the culinary sector were also 

identified. These findings emphasize the importance of implementing digital 

marketing and integrated marketing communication comprehensively for culinary 

SMEs to remain competitive in the digital era. 

 

Keywords : Marketing communication strategy, Digital Marketing, IMC, 

ShopeeFood, Culinary SMEs 

 

 

 

 

 

 

 

 


