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PERAN QUALITY CONTROL (QC) DALAM KOMUNIKASI BERASA 

PENJUALAN KOPI B2B PADA BRAND KUDUCOBA COFFEE 

ROASTERS (PT KUDUCOBA KOPI INDONESIA) 

Muhammad Almer Rizkiadhim 

 

ABSTRAK 

Penelitian ini mengkaji peran Quality Control (QC) dalam Komunikasi Berasa pada 

penjualan kopi Business-to-Business (B2B) di Kuducoba Coffee Roasters (PT 

Kuducoba Kopi Indonesia). Industri kopi specialty di Indonesia berkembang sangat 

pesat hingga cukup banyak terjadi fenomena inkonsistensi produk, sehingga 

menuntut pemasok kopi B2B untuk tidak hanya menjamin kualitas produk tetapi 

juga mengomunikasikannya secara kredibel kepada pelanggan. Penelitian 

menggunakan pendekatan kualitatif dengan metode studi kasus partisipatif, 

penelitian ini melibatkan empat informan: QC, staff admin & marketing, klien B2B, 

dan kompetitor. Data dikumpulkan melalui wawancara mendalam, observasi, dan 

dokumentasi, lalu dianalisis menggunakan model Miles dan Huberman. Kerangka 

teori yang digunakan meliputi Komunikasi Berasa (Wijaya, 2011), Pemasaran B2B 

(Kotler et al., 2022), Quality Control (SCA, 2021), dan Perceived Quality (Kotler & 

Keller, 2016). Temuan menunjukkan bahwa QC berperan multidimensional sebagai 

arsitek data sensorik, penjaga konsistensi emosional, penyedia data objektif, 

penyesuai kebutuhan pelanggan, pencipta manfaat fungsional, serta pembangun 

reputasi kolektif dan Word of Mouth di komunitas. Peran QC melampaui fungsi 

teknis menjadi fondasi strategis komunikasi penjualan B2B. Penelitian ini 

memperluas aplikasi Komunikasi Berasa dari konteks B2C ke B2B serta 

mengintegrasikannya dengan teori Perceived Quality, mengisi gap penelitian tentang 

komunikasi rasa dalam penjualan B2B. 

 

Kata Kunci: : Quality Control; Komunikasi Berasa; Pemasaran B2B, Penjualan 

B2B; Percieved Quality; Specialty Coffee; Coffee Roastery 
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THE ROLE OF QUALITY CONTROL (QC) IN EXPERIENTAL 

COMMUNICATION (KOMUNIKASI BERASA) FOR B2B COFFEE 

SALES AT KUDUCOBA COFFEE ROASTERS 

Muhammad Almer Rizkiadhim 

 

ABSTRACT 

This study examines the role of Quality Control (QC) in Sensory Communication in Business-to-

Business (B2B) coffee sales at Kuducoba Coffee Roasters (PT Kuducoba Kopi Indonesia). The 

specialty coffee industry in Indonesia has experienced rapid growth, accompanied by increasing 

concerns regarding product inconsistency. This situation requires B2B coffee suppliers not only to 

ensure product quality but also to communicate quality credibly to their customers. Employing a 

qualitative approach with a participatory case study method, this research involved four 

informants: a QC representative, an administration and marketing staff member, a B2B client, and 

a competitor. Data were collected through in-depth interviews, observation, and documentation, 

and were analyzed using the Miles and Huberman data analysis model. The theoretical framework 

draws on Sensory Communication (Wijaya, 2011), B2B Marketing (Kotler et al., 2022), Quality 

Control (SCA, 2021), and Perceived Quality (Kotler & Keller, 2016). The findings demonstrate 

that QC performs multidimensional roles as an architect of sensory data, a guardian of emotional 

consistency, a provider of objective quality information, an adapter to customer needs, a creator of 

functional benefits, and a builder of collective reputation and word-of-mouth within the coffee 

community. These findings indicate that the role of QC extends beyond technical functions and 

serves as a strategic foundation for B2B sales communication. This study extends the application 

of Sensory Communication from the B2C context to B2B settings and integrates the concept with 

Perceived Quality theory, thereby addressing a research gap concerning sensory communication in 

B2B coffee sales. 

 

Keywords: Quality Control; Sensory Communication; B2B Marketing; B2B Sales; Perceived 

Quality; Kuducoba Coffee Roasters. 
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