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ABSTRACT 
 

This study examines the integration of the 7P marketing mix with a multichannel approach at 

Cooler City Telukjambe Timur Karawang, focusing on its impact on customer experience and business 

competitiveness. This study addresses the gap in understanding how this strategy is implemented in the 

Indonesian food and beverage industry, especially in a competitive market. Using a descriptive 

qualitative method, data was collected through management interviews, direct observation, and digital 

platform analysis. The study findings revealed that implementing the 7P strategy increased customer 

engagement through diverse product offerings, flexible pricing, strategic locations, and active social 

media promotions. However, some areas that need improvement include optimizing digital promotions 

through influencer collaboration and developing a direct ordering platform. The study concluded that 

although the 7P and cross-channel strategies have been implemented effectively, continuous digital 

marketing and staff training innovation is essential to maintain competitiveness and support sustainable 

growth in the ice cream and beverage sector. Recommendations emphasize enhancing digital promotion 

strategies and improving customer service processes to ensure a consistent customer experience across 

all channels.  
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Introduction 
 

Information technology and digitalization have significantly changed businesses, particularly 

consumer interaction. In the modern era, consumers are no longer limited to just one purchasing channel. 

Typically, they expect a seamless and consistent experience across various online or offline touchpoints. 

This phenomenon is known as omnichannel, a strategy enabling integration between sales and marketing 

channels so consumers can shop, interact, and receive services anywhere and anytime without barriers. 

According to [1], an omnichannel marketing strategy is a series of actions taken by producers within the 

marketing channels aimed at creating conditions that consider the interests of both parties to build 

mutually beneficial long-term relationships. 

Indonesia is currently experiencing accelerated adoption of omnichannel, where many retail 

companies and those in other sectors are integrating their online and offline operations to meet the 

increasingly dynamic market demands. For example, omnichannel retail allows consumers to experience 

an omnichannel environment in physical stores, such as exploring product information that can only be 

found through digital channels, along with the added benefits of touching, feeling, and seeing how 

products work, sharing information with friends, or receiving social media feedback from peers. After 

consumers leave the store, they can remain connected to new product information and sales events 

through the cross-channel platform [2]. The need for a consistent experience across various channels and 

changing consumer preferences prioritizing convenience makes omnichannel a crucial strategy in the 

modern business landscape. Multichannel encourages sellers to continually innovate and blur the lines 

between the virtual and physical worlds by integrating various sales and service channels, such as 

physical stores, websites, television, mobile devices, and other technology platforms, to enhance 

operational sales performance [3]. 
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Therefore, business actors need an integrated marketing strategy with a marketing mix to 

influence purchasing decisions. This will lead to an increase in sales volume and help in facing intense 

competition with similar products [4]. Thus, in this context, implementing the 7P model (Product, Price, 

Place, Promotion, People, Process, and Physical Evidence) becomes essential in supporting the success 

of the multichannel strategy. The marketing mix is a set of marketing tools companies use to achieve 

their marketing objectives in the target market [5]. The marketing mix consists of controllable elements, 

each used by a company to influence its target market. These elements are essential tactical components 

in the marketing strategy [6]. Each element of the 7P must be carefully considered and optimized to 

support one another in creating a cohesive and consistent customer experience. For instance, the products 

offered should align with consumer preferences across both channels, pricing must be transparent and 

competitive on all platforms, promotions should be designed to be accessible both online and offline, 

and customer service processes should be standardized regardless of the channel used. This indicates that 

the marketing mix plays a crucial role in determining the success of a marketing strategy, ultimately 

contributing to increased customer satisfaction [7]. 

Cooler City, an ice cream and tea business, is an example of an enterprise leveraging an 

omnichannel strategy in its marketing mix. Under the umbrella of PT Hakata Asia Indonesia and part of 

Boduo International, Cooler City Telukjambe Timur Karawang offers a unique culinary experience by 

blending local flavors with international quality. The business has rapidly grown since its debut in 

Indonesia in 2022 and has opened opportunities for partners to join through franchising. Cooler City 

Telukjambe Timur Karawang is committed to delivering high-quality products and providing an 

enjoyable consumer experience through various marketing channels as part of a competitive culinary 

industry. Cooler City Telukjambe Timur Karawang implements the seven elements of marketing strategy 

(Product, Price, Place, Promotion, People, Process, and Physical Evidence) to enhance competitiveness 

and attract more customers. However, a company must study everything about its competitors to design 

an effective marketing strategy. The company must continuously compare its marketing strategies, 

products, pricing, distribution channels, and promotions with its closest competitors [8]. Therefore, 

further optimization is needed to face the increasingly tight market competition, especially in integrating 

the cross-channel strategy to reach consumers and expand market segments effectively. Compared with 

major competitors such as Mixue, which has developed a more mature omnichannel ecosystem through 

e-commerce platforms and strategic partnerships with delivery services such as GrabFood and 

ShopeeFood, Cooler City has yet to fully optimize its omnichannel strategy, particularly in integrating 

digital and offline touchpoints to enhance consumer engagement and operational efficiency. Mixue has 

successfully integrated digital promotions with offline experiences through e-commerce-based 

distribution and a competitive pricing strategy, positioning Mixue as a leading brand in omnichannel 

implementation within the industry. Meanwhile, other competitors, such as Gulu Zhuan, still have 

limitations in broad omnichannel adoption. 

Therefore, this research aims to identify the extent to which the omnichannel strategy is applied 

at Cooler City Telukjambe Timur Karawang within the seven elements of the marketing mix. By 

understanding the role of each element in the marketing mix and how the integration between channels 

can be optimized, it is hoped that the results of this research can provide broader insights and practical 

marketing strategies that can serve as proposals for Cooler City Telukjambe Timur Karawang to enhance 

and optimize their marketing strategy and customer experience through the integrated retail approach 

strategy. Moreover, this study offers a novel perspective by extending the 7P marketing mix framework, 

specifically within the omnichannel context in Indonesia’s F&B industry. Unlike previous studies that 

primarily focus on general retail or service sectors, this research provides an in-depth analysis of how 

omnichannel strategies interact with each element of the 7P framework, offering a more nuanced 

understanding of its implementation in a competitive, high-growth market. 

 

 

Research Methods 
 

The object of the research is Cooler City, a business in the ice cream and beverage sector located 

in Telukjambe Timur, Karawang. Cooler City Telukjambe Timur Karawang is part of PT Hakata Asia 

Indonesia and has a global franchise network through Boduo International. This business offers a variety 

of ice cream and tea products combined with a unique culinary experience. Cooler City Telukjambe 

Timur Karawang is a culinary destination that prioritizes product quality and creates beautiful customer 

memories. This research focuses on implementing the marketing mix framework at Cooler City 

Telukjambe Timur Karawang and optimizing the multichannel strategy that has been applied to enhance 

customer satisfaction and competitiveness. The study will examine how each element of the marketing 
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mix is integrated through various marketing channels, both online and offline, to create a cohesive and 

compelling customer experience. 

 

Data and Data Collection Techniques 

 The data in this research is qualitative, consisting of both primary and secondary data. To 

strengthen the generalizability and depth of the analysis, the primary data is obtained through multiple 

sources, including face-to-face interviews with the store manager of Cooler City Telukjambe Timur 

Karawang, three store staff, and three customers, to ensure a more comprehensive understanding of the 

research objectives. The selection of informants in this research employs purposive sampling techniques. 

Purposive sampling is a method of selecting informants deliberately by the researcher, considering 

various specific criteria [9]. These criteria include Knowledge about the research object (store manager 

and staff), Direct experience as customers interacting with the business, and Structural roles in the 

research site (managerial or operational staff). In addition to interviews, primary data is supported by a 

customer satisfaction survey with a short questionnaire distributed to 30 Cooler City Telukjambe Timur 

Karawang visitors. The survey focuses on measuring satisfaction with the marketing mix and 

omnichannel strategy applied by the store. This data provides additional quantitative insights to 

complement the qualitative analysis. Observations of activities in the store—such as customer 

interactions, transaction processes, and on-site promotional strategies—were also conducted to gather 

direct evidence of operational practices. Secondary data is obtained from supporting documents, such as 

sales reports (monthly data), historical business records, and digital platforms used by Cooler City 

Telukjambe Timur Karawang, including its social media and e-commerce platforms. This data offers 

further insights into how the omnichannel strategy is applied and evaluated within the 7P model. 

  

Data Processing Techniques 

 Data processing in this research integrates both qualitative and quantitative approaches. The 

qualitative data, obtained through interviews, observations, and documentation, was organized and 

analyzed descriptively to understand the implementation of the 7P model and omnichannel 

strategies[10]. The quantitative data, derived from customer satisfaction surveys and monthly sales 

records, was analyzed to identify patterns and trends that support the qualitative findings. Combining 

these two approaches ensures a more comprehensive understanding of the strategies implemented at 

Cooler City. 

 

Data Analysis Techniques 

The data analysis employs a descriptive qualitative approach complemented by quantitative 

insights to enhance the depth and accuracy of the findings. The qualitative analysis involves organizing 

and narrating the interviews, observations, and documentation results to describe how the marketing mix 

elements (product, price, place, promotion, people, process, and physical evidence) are optimized 

through an omnichannel approach. To strengthen the analysis, quantitative data—such as sales history 

and customer satisfaction survey results—are integrated to triangulate the findings. This mixed-method 

approach ensures alignment between implemented strategies and marketing theories while highlighting 

improvement areas. The analysis results are summarized to provide actionable recommendations for 

optimizing the marketing strategy at Cooler City Telukjambe Timur Karawang. 

 

 

Results and Discussion 
 

 Cooler City Telukjambe Timur Karawang has adopted an effective marketing strategy by 

integrating the model (product, price, place, promotion, people, process, and physical evidence) through 

an omnichannel approach. This study analyzes interviews, observation data, and questionnaire surveys 

to evaluate the seven elements of marketing's role in enhancing customer satisfaction and 

competitiveness. The following are the results and discussion regarding implementing the marketing 

strategy at Cooler City Telukjambe Timur Karawang, which can provide deeper insights. 

 

Product 
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Figure 1. Sample products from Cooler City Telukjambe Timur Karawang 

 

 Figure 1 provides an overview of some of the leading products the Cooler City franchise owns, 

namely ice cream. According to [11], a product is anything that can be offered to the market to attract 

attention, be purchased, owned, used, or consumed, aiming to satisfy the wants or needs of its users. 

Cooler City Telukjambe Timur Karawang offers a variety of products, including ice cream, beverages 

(coffee, chocolate, matcha, smoothies), and waffles. Initially, the primary focus of this business was on 

ice cream; however, over time, it has expanded to include various drink and food options to attract a 

broader market segment. These products are tailored to different age groups, such as coffee drinks 

targeted at adult consumers. The application of an omnichannel strategy supports promoting these 

products, even though there are limitations in selling certain products, such as cone ice cream that can 

quickly melt. 

 

Price 

 
Figure 2. Product Menu Price List 

 Figure 2 displays the consistent pricing within the franchise. According to [11], price is one of 

the marketing mix variables influencing consumers' purchasing decisions. Therefore, Cooler City 

Telukjambe Timur Karawang employs a flexible pricing strategy with two types of online and offline 

promotions. The price of online platforms increases due to additional costs from services like Grab and 

Gojek. Significant discounts are also implemented to attract more customers, and prices remain 

competitive despite profit reductions from online platforms. 

 

Place 

 
Figure 3. Location of Cooler City Telukjambe Timur Karawang 

 

Figure 3 above shows one of the marketing strategies in the Cooler City franchise's online and 

offline aspects, namely the placement of places that can be searched through online media. It relates to 

how the services are delivered to consumers and where the most optimal locations are situated [12]. 

Cooler City Telukjambe Timur Karawang is located in Telukjambe Timur, Karawang, West Java. Its 

strategic location is near a university and busy traffic routes, facilitating customer access and enhancing 

the store's visibility. Additionally, it is situated at an intersection that serves as a pickup point for PT 

employees and is a primary access route to the two universities in Karawang. Managing raw materials is 
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centralized in Tangerang, ensuring efficient distribution to other branches. The store's placement on 

Google Maps, along with partnerships with online delivery services such as Gojek, Grab Food, and 

Shopee Food, aids customers in easily finding and ordering products. 

 

Promotion 

   
Figure 4. Use of Graphic Media as a Form of Promotion 

 

 Figure 4 above shows that the research site has implemented one of the 7P marketing aspects: 

Promotion. This shows that promotional media will undoubtedly attract buyers' interest, both offline and 

online. According to [13], the promotion aims to convince customers to make purchasing decisions 

regarding products or services to increase the company's sales. Cooler City Telukjambe Timur Karawang 

utilizes social media, especially Instagram and TikTok, to promote their products. Although these efforts 

have been made, the results are still not optimal (as seen in Figure 8 below because sales often decline). 

This is also reinforced by the interview results, which stated that promotions, especially through online 

media, are still inconsistent, so in this case, promotions can still be improved. To enhance attractiveness, 

Cooler City Telukjambe Timur Karawang must often implement bundling promotion strategies, such as 

providing discounts or offering free shipping with a minimum purchase amount, especially for online 

purchases, and do it with consistency. However, they have yet to implement more focused marketing 

strategies, such as involving content creators or Brand Ambassadors (BAs), which could significantly 

increase engagement with the audience. Meanwhile, they also have a member feature that allows 

customers to save a WhatsApp number and receive special offers. However, this approach has not been 

entirely consistent due to concerns about customer experience that might feel disrupted. In addition, 

Cooler City Telukjambe Timur Karawang is also looking for ways to increase its social media followers 

to build a strong brand image and attract a broader customer base. 

 

People 

  
Figure 5. Employees of Cooler City Telukjambe Timur Karawang 

 

 Figure 5 above shows how employees provide the best service to their customers. Remembering 

the role of human resources is crucial in the implementation of the marketing mix, as it involves direct 

human involvement, making it an essential element in the execution of marketing strategies [14]. The 

staff team at Cooler City Telukjambe Timur Karawang consists of six people working two shifts. The 

staff has also received training to ensure friendly and professional customer service, both online and 

offline. This step is taken before employees begin working at Cooler City, as customer satisfaction is the 

top priority. The aim is to maintain good relationships with consumers through quick and accurate 

service, such as responding to orders. Also, maintaining flavor consistency ensures customers keep 

returning and placing repeat orders [15]. In addition, weekly evaluations are conducted to improve 

service quality. 

 

Process 

 The process is a series of activities carried out until the service requested by the customer is 

received with satisfaction [16]. Certain companies usually have unique or special ways of serving 
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customers [17]. The customer service process at Cooler City Telukjambe Timur Karawang, both in-store 

and online, is well-managed. For offline orders, products are prepared when customers arrive, ensuring 

the freshness of the ice cream and beverages. Additionally, the payment process utilizes digital methods 

like QRIS for online and offline transactions. Cooler City Telukjambe Timur Karawang also plans to 

gather customer feedback through suggestion boxes or online surveys to improve service processes in 

the future. 

 

Physical Evidence 

   
Figure 6. Physical Evidence of Facilities and Service Provision for Cooler City Telukjambe Timur 

Karawang 

 

 Physical evidence includes elements such as the service provider's building or facilities, 

employees' appearance, and other aspects like cleanliness and uniformity of clothing [18]. Based on 

observations and the evidence in Figure 6 above, Cooler City Telukjambe Timur Karawang has branding 

that uses bright blue as a distinctive visual identity. The store is also decorated with stickers on the glass 

and walls, providing an attractive visual experience for customers. The seating on the store's second floor 

offers a space to relax, one of its unique features compared to competitors. 

The 7P marketing mix strategy at Cooler City Telukjambe Timur Karawang has been well 

integrated through an omnichannel approach, although there is still room for improvement. Some 

elements, such as products and location, have been optimized, but aspects like promotion and customer 

interaction through social media still require further development. Considering the important role of 

omnichannel in delivering a seamless customer experience across various marketing channels, Cooler 

City Telukjambe Timur Karawang needs to be more active in managing social media content, utilizing 

digital advertising features, and collaborating with influencers to expand its market reach. The research 

findings [19] indicate that optimal online marketing investment is not always greater than offline 

investment despite the significant impact of online advertising. The study reveals that the effects of an 

integrated omnichannel marketing strategy are crucial factors influencing the expected profits from both 

channels. While implementing the omnichannel strategy has supported increased sales and customer 

experience, challenges remain in optimizing online presence and maintaining consistent service quality. 

Future recommendations include enhancing digital promotion strategies, more frequent customer 

satisfaction evaluations, and utilizing more advanced technology for managing Customer Relationship 

Management (CRM) and inventory. 

 

Recommendations for Proposed Optimization of the 7P Marketing Mix Through Omnichannel 

Strategy 

Cooler City Telukjambe Timur Karawang needs to implement recommendations for optimizing 

the 7P marketing mix through an omnichannel approach to enhance competitiveness and customer 

satisfaction. These recommendations are designed to create synergy between various marketing 

channels, both digital and physical, to provide a more integrated and satisfying experience for customers. 

Below is a description of the recommendations for optimizing the 7P marketing mix at Cooler City 

Telukjambe Timur Karawang through an Omnichannel Strategy. 

 

Product 

 To enhance the competitive advantage of Cooler City Telukjambe Timur Karawang, it is 

recommended to add exclusive product variants that are only available through online platforms, such as 

bundling packages or special promotions on delivery apps. Additionally, expanding the product line to 

include food items (such as waffles or additional desserts) can attract more customer segments, especially 

by utilizing omnichannel strategies to promote new products simultaneously across all channels. 

Furthermore, Cooler City Telukjambe Timur Karawang could also conduct benchmarking by comparing 

their products and processes with competitors or leading companies in other industries [8]. The aim is to 
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identify best practices and seek ways to enhance quality and performance. This benchmarking is an 

effective method to improve the competitiveness of Cooler City Telukjambe Timur Karawang. 

 

Price 

 Price optimization can be achieved by focusing more on dynamic pricing algorithms, where 

prices can be adjusted based on real-time demand and special offers depending on time or location. 

Additionally, implementing a loyalty-based membership strategy that offers larger discounts to frequent 

customers can enhance retention and customer satisfaction. Cooler City Telukjambe Karawang can also 

offer products in bundled packages at lower prices, encouraging customers to purchase more[20]. 

 

Place 

 
Figure 7. Cooler City Location Search Satisfaction Survey 

 

According to the research findings [21], the place aspect is very important as it determines how 

easily customers can find and access products. This is reinforced by the survey results in Figure 7, which 

show that most respondents (43.3% or 13 out of 30) are very satisfied with the search for franchise 

locations. Meanwhile, the level of dissatisfaction is relatively low, with only 7 out of 30 respondents 

(23.3%) stating that they are dissatisfied, and none are very dissatisfied. Therefore, to support the 

omnichannel strategy, Cooler City Franchise should develop an official app or website that provides a 

more integrated ordering experience. This platform can be optimized with features for direct ordering, 

delivery schedules, and loyalty programs. Expanding their presence on more e-commerce and food 

delivery platforms (such as GoFood, Grab Food, and Shopee Food) will help reach a more extensive 

customer base. Furthermore, Cooler City Telukjambe Timur Karawang needs to optimize its business 

profile on Google Maps to ensure integration and easy access to validated information and increase 

customer interaction through Google Maps. 

 

Promotion 

 
Figure 8. Sales of Cooler City Telukjambe Timur Karawang 

 

Figure 8 above shows that the promotional aspect in all types of marketing can increase product 

sales. This means that it shows a positive impact of a new science for Franchise management on the 

importance of implementing all-field marketing strategies and the 7P marketing aspect. However, even 

so, sales sometimes still decline several times, so the promotional aspect of the marketing mix at Cooler 

City needs to be continuously optimized. Cooler City Telukjambe Timur Karawang should implement a 

more comprehensive digital marketing strategy to optimize omnichannel promotion. Utilizing content 
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creators, influencers, or Brand Ambassadors (BAs) can enhance brand visibility on social media 

platforms. Additionally, leveraging digital ads such as Instagram, Facebook, and Google Ads will expand 

audience reach. Online influencer marketing is becoming increasingly important for Cooler City as it has 

become central to brand management [22] strategy can enhance the visibility and trust in Cooler City's 

products. By collaborating with influencers on social media, Cooler City Telukjambe Timur Karawang 

can reach more consumers and increase brand trust. Additionally, integrating an omnichannel strategy 

will ensure a consistent customer experience, strengthen brand image, and drive sales growth. An 

integrated promotional campaign between online and offline channels, such as exclusive discounts for 

customers who place orders through digital channels, can reinforce omnichannel branding. Therefore, 

Cooler City Telukjambe Timur Karawang needs to focus on and expand its marketing promotions 

through digital marketing techniques, which can be implemented via social media platforms or online, 

considering that today's society heavily relies on social media usage [23]. 

 

People 

 In Human Resource Management, training and development are essential to achieve 

performance that aligns with job classifications. Training encompasses all efforts to enhance 

performance in specific jobs that are the responsibility of employees or other tasks related to their duties 

[24]. Therefore, the proposals that can be applied to Cooler City Telukjambe Timur Karawang include 

enhancing staff training on digital platforms and managing online customer interactions, which is crucial 

for maintaining service quality. Routine training on customer relationship management (CRM) and how 

to respond proactively to reviews and online inquiries can also help improve customer satisfaction. 

Maintaining consistent social media content and adding dedicated staff to manage promotions and online 

engagement can also be a strategic step[25]. 

 

Process 

 The process in the marketing mix, according to [26], is a series of activities that encompass all 

steps, from when the consumer places an order until the service or product is received according to their 

expectations. Cooler City Telukjambe Timur Karawang could consider accelerating this process through 

automation, such as a notification system to inform customers about the status of their orders, deliveries, 

and payments. Additionally, an automated feedback system (via email or app notifications) after purchase 

will help collect customer data and provide opportunities to improve services more quickly. 

 

Physical Evidence 

 
Figure 9. Marketing Physical Evidence Satisfaction Survey 

The physical evidence possessed by service providers serves as added value offered to 

consumers, customers, and potential customers [27]. Cooler City Telukjambe Timur Karawang can 

strengthen its brand identity online by maintaining a stronger visual consistency, such as using the same 

color themes and designs in physical and digital stores. The visual experience in the physical store can 

be enhanced by adding elements like digital screens displaying promotions or product information in 

real-time. On the online side, the appearance of the virtual store on delivery platforms and social media 

should be professional and appealing, with the addition of interactive visual features to enhance the 

customer experience. To further support this analysis, a customer satisfaction survey was conducted 

regarding the physical evidence aspect of Cooler City's marketing strategy. As seen in Figure 9, 26 out 

of 30 respondents (86.6%) reported being either "Satisfied" (10 respondents) or "Very Satisfied" (16 

respondents), while only one respondent (3.3%) was "Not Satisfied." This indicates that the store's 

physical environment effectively supports its brand identity. Given this feedback, Cooler City can further 
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enhance customer experience by integrating more engaging visual elements in its physical stores, such 

as interactive digital screens displaying promotions and product information in real-time. Additionally, 

consistency in branding across both physical and digital platforms should remain a priority to maintain 

a professional and appealing store image. 

 

 

Conclusion 
 

The conclusion of this study indicates that Cooler City Telukjambe Timur Karawang has 

successfully implemented the 7P marketing mix strategy (Product, Price, Place, Promotion, People, 

Process, and Physical Evidence) with an omnichannel approach, enhancing customer experience and 

strengthening business competitiveness in a competitive market. Cooler City offers a diverse range of 

products with flexible pricing, leveraging its strategic location and social media promotions to attract 

various consumer segments. The omnichannel approach ensures consistency in customer experience 

across different online and offline channels. However, there is still room for improvement, particularly 

in maximizing the potential of the multichannel strategy. More optimal digital promotions are needed, 

including stronger engagement with customers through social media and collaborations with content 

creators and influencers to increase reach and interaction. Additionally, prices must be dynamically 

adjusted to remain competitive, and direct ordering platforms should be developed to facilitate customer 

access. Enhanced staff training to manage digital interactions and automated service processes is crucial 

to ensure a consistent and satisfying customer experience across all channels. 

Beyond Cooler City, these findings provide valuable insights for other businesses and industries 

seeking to adopt an omnichannel strategy. Retail businesses, food and beverage chains, and e-commerce 

platforms can leverage the integration of the 7P model to create a seamless customer journey across 

multiple touchpoints. The study emphasizes the importance of digital presence, customer engagement, 

and operational alignment to enhance brand loyalty and business sustainability. Companies 

implementing a structured omnichannel approach can increase market reach, improve conversion rates, 

and adapt to evolving consumer preferences. Future research can explore the long-term impact of 

omnichannel marketing on different business scales and industries, further validating the effectiveness 

of this approach in various market contexts. 

 

 

References 
 

[1]  . I. Aleshnikova, T. A. Beregovskaya, and E.  .  umarokova, “Omnichannel marketing 

strategy,” Vestnik Universiteta, no. 2, pp. 39–45, Apr. 2019, doi: 10.26425/1816-4277-2019-2-

39-45. 
[2] T.-L. Hsia, J.-H. Wu, X. Xu, Q.  i,  . Peng, and  . Ro inson, “Omnichannel retailing: The role 

of situational involvement in facilitating consumer experiences,” Information & Management, 

vol. 57, no. 8, p. 103390, 2020, doi: https://doi.org/10.1016/j.im.2020.103390. 

[3] R.  uriansha, “Omnichannel Marketing,” Journal of Economics and Business UBS, vol. 10, no. 

2, pp. 214–227, 2021. 

[4] R.  . Rosita, Budiarto, and T. Kismantoroadji, “The Analysis Of The Effect Of Marketing Mix 

(7Ps) On Purchase Decision Of Kopi Luwak Mataram,” Jurnal Dinamika Sosial Ekonomi, vol. 

21, no. 1, pp. 15–25, Jun. 2020. 

[5] P. Kotler, Marketing Management, Millenium Edition. 2000. [Online]. Available: 

www.pearsoncustom.com 

[6] M. R. Jain and  . Jain, “Analyzing and Exploring the Effectiveness of Each Element of  Ps of 

Marketing Mix,”     . 

[7] A. B.  ulistyo, A. Alwiyuni, A.  . Juniarti, and  . Hidayanti, “Analisis  trategi Pemasaran 

 engan Menggunakan Metode  WOT  an  P Pada Keramik ( tudy kasus : PT.  aha at 

Keramik Anugerah),” Jurnal Teknik Industri, vol. 9, no. 1, pp. 210–218, 2023. 

[8] P. Kotler and G. Armstrong, Principles of Marketing 17th Edition, 17th ed. Lego: Pearson 

Education Limited, 2018. 

[9] Kaharuddin, “Kualitatif:  iri dan Karakter  e agai Metodologi,” Equilibrium : Jurnal 

Pendidikan, vol. 9, no. 1, pp. 1–8, 2021, [Online]. Available: 

http://journal.unismuh.ac.id/index.php/equilibrium 



Jurnal Teknik Industri: Jurnal Hasil Penelitian dan Karya Ilmiah dalam Bidang Teknik Industri 

Vol. 11, No. 1, 2025 

 

32 

[10] M.  . Teklehaimanot, “ ustomer–Centric informal business marketing in Africa: the case of 

Ethiopian MSMEs ,” Small Enterprise Research, vol. 30, no. 2, pp. 154–170, 2023, doi: 

10.1080/13215906.2022.2086610. 

[11] P. Kotler and G. Armstrong, Principles of Marketing (12th ed.). Pearson Education, 2007. 

[12] M. Haizam and M.  audi, “The Impact Of  p’s Of Marketing on The Performance of The Higher 

Education Institutions,”     , doi:   .     /rigeo.  . .  . 

[13] A.  .  ugraha,  . G. G. Putra, and E. Purwanti, “Analisis Bauran Pemasaran Pada Pemasaran 

Produk di Toyslicious Karawang,” Jurnal Ilmiah Wahana Pendidikan, vol. 8, no. 4, pp. 9–14, 

Mar. 2022. 

[14]  .  armawan and E. Grenier, “ ompetitive Advantage and  ervice Marketing Mix,” Journal of 

Social Science Studies, vol. 1, no. 2, pp. 75–80, 2021. 

[15] P.  .  ewi,  . Hendriyani, and R. M. Ramdhani, “Analisis Implementasi  trategi Bauran 

Pemasaran  P Pada Usaha Bakso Wong Jowo By Tiwi,” JIP (Jurnal Industri dan Perkotaan), 

vol. 17, no. 2, pp. 6–13, Aug. 2021. 

[16] H. Rochmadika and A. Parantika, “ trategi Bauran Pemasaran  P Menggunakan Pendekatan 

Analisis  WOT dalam Upaya Meningkatkan  aya  aing Mangata  offee & Eatery,” Media 

Wisata, vol. 21, no. 1, pp. 164–177, May 2023, doi: 10.36276/mws.v21i1.460. 

[17] E. R. Rachmawati, T. Y. Rahmat  yah, and R. Indradewa, “Influence of Marketing Mix  trategy 

on Business Arena  orner,” International Journal of Research and Review, vol. 8, no. 8, pp. 76–

86, Aug. 2021, doi: 10.52403/ijrr.20210812. 

[18] M. Yusuf,  . Muhammad, and I. Yahaya  uleiman, “The Impact of Physical Evidence in  ervice 

 elivering as Marketing Tools that Foreseen Profita ility for Private Universities in  igeria,” 

The Journal of Management Theory and Practice (JMTP), vol. 1, no. 1, pp. 14–18, Jun. 2020, 

doi: 10.37231/jmtp.2020.1.1.13. 

[19] Y.-J. Cai and T.-M.  hoi, “Omni-channel marketing strategy in the digital platform era,” J Bus 

Res, vol. 168, p. 114197, 2023, doi: https://doi.org/10.1016/j.jbusres.2023.114197. 

[20] A.  hukla, “Meaningful Marketing  ontent for Automotive  ustomer: A Process Guide for 

Modular, Buyer Persona  entric, and  hannel Optimized  ontent  reation,”     . doi: 

10.1007/978-3-031-30720-1_9. 

[21] H.  . Anjani, Irham, and  . R. Waluyati, “Relationship of  P Marketing Mix and  onsumers’ 

 oyalty in Traditional Markets,” Agro Ekonomi, vol. 29, no. 2, pp. 261–273, Nov. 2018, doi: 

10.22146/ae.36400. 

[22] A. Kallevig, “The  istri uted  reative Brand Image: Integrating  igital Influencer 

 olla oration into Omnichannel Marketing  ommunication,” in Digital Transformation for 

Fashion and Luxury Brands: Theory and Practice, W. Ozuem, S. Ranfagni, and M. Willis, Eds., 

Cham: Springer International Publishing, 2024, pp. 249–270. doi: 10.1007/978-3-031-35589-

9_12. 

[23] P.  . Romadhon, A. W. Rizqi, and Hidayat, “Analisis Pasar  egmentation, Targeting, 

Positioning, dan Marketing Mix  P Minuman Kopi U . XYZ,” Jurnal Teknik Industri, vol. 9, 

no. 1, pp. 80–85, 2023. 

[24] M.  urhayaty, “Strategi Mix Marketing (Product, Price, Place, Promotion, Eople, Process, 

Physical Evidence) 7P Di Pd Rasa Galendo Kabupaten Ciamis,” Jurnal Media Teknologi, vol. 

08, no. 2, pp. 119–127, Mar. 2022. 

[25] T. Manishimwe, “ orrection to:  ustomer-centric influence of entrepreneurial marketing on 

business performance of hotels in Nigeria during the COVID-19 crisis (Journal of Revenue and 

Pricing Management, (2022), 21, 6, (668-683), 10.1057/s41272-022-00383-w),”     . doi: 

10.1057/s41272-022-00393-8. 

[26] . F., A. J.  ornelia, and  . Hadiwirosa, “ trategy Analysis of the  p Marketing Mix in  o-

Working  pace,” International Journal of Research and Review, vol. 9, no. 9, pp. 182–187, Sep. 

2022, doi: 10.52403/ijrr.20220918. 

[27] Maimunah and U.  uji’ah, “Bauran Pemasaran 7p Dan Pengaruhnya Terhadap Kepuasaan 

Pelanggan Rumah Makan Mr. Teto Pusat, Perintis Kemerdekaan, Kota Yogyakarta,” Jurnal 

Ekonomi, Manajemen, Bisnis dan Akuntansi, no. 3, pp. 179–194, May 2023. 

  


