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Analisis Strategi Komunikasi Pemasaran Kopi Kamu di Jakarta Selatan

Ester Lidya Norisa

ABSTRAK

Industri coffee shop yang semakin kompetitif menuntut diferensiasi yang kuat.
Salah satu coffee shop di Jakarta Selatan, Kopi Kamu, menghadirkan keunikan
dengan merangkul penyandang Down Syndrome sebagai Barista. Penelitian ini
bertujuan menganalisis strategi komunikasi pemasaran Kopi Kamu menggunakan
konsep Chris Fill dan Sarah Turnbull (2023) melalui empat perspektif: as a
position, as an audience, as a platform, dan as a configuration/pattern. Penelitian
menggunakan pendekatan kualitatif deskriptif dengan metode studi kasus. Data
dikumpulkan melalui wawancara berstruktur, observasi, dan dokumentasi
terhadap General Manager, Social Media Executive, dan Head Barista, serta diuji
melalui triangulasi sumber dengan praktisi dan akademisi. Hasil penelitian
menunjukkan bahwa meskipun positioning awal diklaim sebagai Indonesian
Premium Coffee, dalam praktiknya telah bergeser dan berkembang positioning
sebagai coffee shop inklusif yang mengedepankan kesetaraan dengan target pada
individu berjiwa sosial. Strategi audiens didominasi pull strategy melalui media
sosial dengan konten engaging dan kolaboratif, sementara profile strategy
membangun citra positif melalui pemberdayaan barista down syndrome dan nilai
sosial yang tertanam. Ide inti “Welcoming Everyone” dipandang relevan dengan
core value inklusivitas dan perlu pengintegrasian yang lebih konsisten dalam
seluruh strategi platform. Praktik media sosial telah berjalan baik dalam strategi
konfigurasi, dan perlu terus menyatukan nilai sosial dengan narasi produk. Secara
keseluruhan, keempat strategi tersebut saling berkesinambungan dan tidak dapat
berdiri sendiri. Positioning inklusif Kopi Kamu terbukti bukan sekadar gimmick,
melainkan core value bernilai sosial yang terimplementasi dalam operasional,
budaya organisasi, dan komunikasi merek. Nilai ini menjadi diferensiasi
kompetitif yang memperkuat frust dan loyalitas, serta memiliki prospek
pertumbuhan berkelanjutan di masa depan.

Kata Kkunci: Strategi, Komunikasi Pemasaran, Coffee Shop, Down
Syndrome, Inklusif, Media Sosial
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Analysis of Kopi Kamu’s Marketing Communication Strategy
in South Jakarta

Ester Lidya Norisa

ABSTRACT

The increasingly competitive coffee shop industry demands strong differentiation.
One coffee shop in South Jakarta, Kopi Kamu, offers a unique value by embracing
individuals with Down Syndrome as baristas. This study aims to analyze Kopi
Kamu s marketing communication strategy using the framework of Chris Fill and
Sarah Turnbull (2023) through four perspectives: as a position, as an audience,
as a platform, and as a configuration/pattern. This research employs a descriptive
qualitative approach with a case study method. Data were collected through
Structured interviews, observation, and documentation involving the General
Manager, Social Media Executive, and Head Barista, and were validated through
source triangulation with a practitioner and an academic expert. The findings
indicate that although the initial positioning was claimed as Indonesian Premium
Coffee, in practice it has shifted and evolved into an inclusive coffee shop
positioning that emphasizes equality, targeting socially conscious individuals. The
audience strategy is predominantly driven by a pull strategy through social media,
featuring engaging and collaborative content, while the profile strategy builds a
positive brand image through the empowerment of baristas with Down Syndrome
and embedded social values. The core idea “Welcoming Everyone’ is considered
relevant to the core value of inclusivity and requires more consistent integration
across the entire platform strategy. Social media practices have been effectively
implemented within the configuration strategy and should continue integrating
social values with product narratives. Overall, these four strategic perspectives
are interconnected and cannot stand independently. Kopi Kamu's inclusive
positioning is proven not to be merely a gimmick, but a socially driven core value
embedded in its operations, organizational culture, and brand communication.
This value serves as a competitive differentiation that strengthens trust and
loyalty, while also offering sustainable growth prospects for the future.

Keywords: Strategy, Marketing Communication, Coffee Shop, Down
Syndrome, Inclusive
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