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ABSTRAK

Arian Dayu Yanuwar Fitriono, 2024. Strategi Komunikasi
Pemasaran Kendhi Organizer Di Era New Normal.

Penulisan skripsi dilatarbelakangi oleh munculnya virus
Covid-19 sehingga menjadi pandemi diseluruh wilayah dunia
termasuk Indonesia. Peneliti ingin mengetahui bagaimanakah
strategi komunikasi pemasaran yang digunakan penyedia jasa
layanan pernikahan di era pandemi yang dilakukan oleh Kendhi
Organizer. Selain itu, peneliti juga Ingin  mengetahui
bagaimanakah upaya dan kendala yang di alami oleh Kendhi
Organizer selama menerapkan strategi komunikasi pemasaran di
era pandemi.

Penelitian ini menggunakan metode penelitian kualitatif
deskriptif dengan data primer dan sekunder yang diperoleh dari
pihak Kendhi Organizer. Hasil penelitian ini memberikan hasil
strategi komunikasi. pemasaran pada ‘masa, pandemi dapat
diterapkan dengan . pemanfaatan media .online, Dapat
disimpulkan bahwa pemasaran online ‘menjadi bagian yang
penting supaya bisnis tetap bisa berjalan dalam kurun waktu
penyebaran virus Covid-19.

Kata kunci : Strategi Komunikasi, Pemasaran, New Normal
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ABSTRACT

Arian Dayu Yanuwar Fitriono, 2024. Kendhi Organizer
Marketing Communication Strategy In The New Normal Era.

The research was motivated by The emergence of the
Covid-19 virus has become a pandemic in all regions of the
world, including Indonesia. In this research, researchers want to
know what marketing communication strategies are
implemented by wedding service providers in the pandemic era,
carried out by Kendhi Organizer. Apart from that, researchers
also want to know what efforts and obstacles Kendhi Organizer
experienced while implementing marketing communication
strategies in the pandemic era.

This research uses descriptive qualitative research
methods with primary and secondary data obtained from the
Kendhi Organizer. The results of this research showing that
marketing communication strategies during the pandemic can be
implemented by. using online media. It'can be ‘concluded that
online marketing is an important,part so that businesses can
continue to run-during the pandemic.

Key word : Communication Strategy, Marketing, New
Normal
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