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INTISARI

Strategi komunikasi pemasaran merupakan, salah satu bagian dari komunikasi
yang membantu memperkuat kinerja pemasaran didalam sebuah usaha dan bisnis.
Kinerja strategi komunikasi pemasaran sendiri juga menjadi jembatan untuk
terciptanya interaksi antara perusahaan ataupun para pebisnis, dengan pelanggan
dan masyarakat luas yang akan menjadi target. Pada masa pandemi covid-19
begitu banyak dampak negative yang dirasakan oleh para pengusaha dalam
melakukan kegiatan pemasaran, terutama dalam mengatasi masalah penjualan
yang berdampak terhadap pendapatan, Ty Bali Spa merupakan salah satu dari
golongan usaha menengah atau UMKM yang mampu mengatasi masalah
penjualan di masa pandemi ini, dengan melakukan kinerja strategi pemasaran
dengan menggunakan bauran pemasaran didalam prosesnya, dari delapan bauran
yang ada, pemasaran dari mulut ke mulut, interaktif, dan juga promosi penjualan
menjadi kinerja komunikasi pemasaran yang paling efektif dan memberikan
dampak yang baik terhadap Ty Bali Spa pada masa pandemi.
Kata Kunci : Ty Bali Spa, strategi komunikasi pemasaran. bauran
pemasaran ,pandemi covid-19,UMKM.
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ABSTRAK

Marketing communication strategy is one part of communication that helps
strengthen marketing performance in a bussines. The performance of the
marketing communication strategy itself also a bridge for creating interactions
between companies or business people, with customers and the wider community
Marketing communication strategy is one part of communication that helps
strengthen marketing performance in a bussines. The performance of the
marketing communication strategy itself also a bridge for creating interactions
between companies or business people, with customers and the wider community
who will become targets. During the pandemic covid-19, there were so many
negative impacts that were felt by entrepreneurs in carrying out marketing
activities, especially in overcoming salesa problems that had an impact on
income , Ty Bali Spa is one of the medium sized bussinesess or UMKM that is
able to overcome sales problems during the pandemic. In this case, by performing
a marketing strategy performance using the marketing mix in the process, out of
the eight existing mixes world of mouth marketing, inwho will become targets.
During the pandemic covid-19, there were so many negative impacts that were
felt by entrepreneurs in carrying out marketing activities, especially in
overcoming salesa problems that had an impact on income , Ty Bali Spa is one of
the medium sized bussinesess or UMKM that is able to overcome sales problems
during the pandemic. In this case, by performing a marketing strategy
performance using the marketing mix in the process, out of the eight existing
mixes world of mouth marketing, interactive marketing, and also sales promotion
became the most effective marketing communication performance and had a good
impact on Ty Bali Spa in the future pandemic
Keywords: Ty Bali Spa, marketing communication strategy. marketing mix,
covid-19 pandemic,UMKM
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