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PERANCANGAN PROMOSI KEDAI KOPI CASA 

COFFEEVIBES 

 Nabilla Shafa Hauranissa 

ABSTRAK 

Casa Coffeevibes merupakan kedai kopi yang terletak di di Perumnas III, 

Tangerang, Banten dan telah berdiri dari 26 Januari 2021. Keunggulan utama dari 

Casa Coffeevibes terletak pada suasana ‘feels like home’ yang ditawarkan kepada 

konsumen. Saat ini, Casa Coffeevibes meluncurkan dua varian rasa baru, yaitu 

cotton candy dan hojicha. Namun, saat ini Casa Coffeevibes mengalami penurunan 

penjualan dan kesulitan untuk kembali ke pendapatan harian seperti saat awal 

pembukaan. Perancangan promosi ini bertujuan untuk memperkenalkan varian rasa 

terbaru dari Casa Coffeevibes kepada konsumen, baik di media sosial dan media 

cetak. Promosi ini didasarkan pada metode perancangan Robin Landa pada tahun 

2010 dalam bukunya yang berjudul Graphic Design Solutions, 4th Edition yaitu 

Research, Analysis, Concepts, Design dan Implementation dan menerapkan strategi 

media promosi berdasarkan teori Sugiyama dan Andree (2011) dalam bukunya 

yang berjudul The Dentsu way yang menjelaskan teori AISAS (Attention, Interest, 

Search, Action dan Share) dengan tujuan untuk mempengaruhi konsumen dalam 

membeli produk baru Casa Coffeevibes. Implementasi promosi dilakukan melalui 

platform media sosial Instagram dan beberapa media cetak lainnya, serta 

merchandise untuk menarik minat konsumen. 

Kata kunci: Promosi, Varian Rasa Baru, Pemasaran 
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CASA COFFEEVIBES COFFEE SHOP                      

PROMOTIONAL DESIGN 

 Nabilla Shafa Hauranissa 

 

ABSTRACT (English) 

Casa Coffeevibes is a coffee shop located on Jl. Pajajaran Raya, Perumnas 

III, Kelapa Dua, Tangerang, Banten and has been established since January 

2021. The main advantage of Casa Coffeevibes lies in the 'feels like home' 

atmosphere offered to consumers. Currently, Casa Coffeevibes is launching 

two new flavor variants, namely cotton candy and hojicha. However, at the 

moment Casa Coffeevibes is experiencing a decline in sales and difficulty in 

returning to daily income as when it first opened. This promotional design 

aims to introduce the latest flavor variants of Casa Coffeevibes to consumers, 

both on social media and print media. This promotion is based on Robin 

Landa's design method (Research, Analysis, Concepts, Design and 

Implementation) and applies promotional media strategies based on the 

AISAS theory (Attention, Interest, Search, Action and Share) with the aim of 

influencing consumers to buy Casa Coffeevibes' new products through 

messages that emphasize mood differences that can still blend beautifully. 

The main concept of this promotion is "Discover your personality in every 

sip". The implementation of the promotion is carried out through the 

Instagram social media platform and several other print media, as well as 

merchandise to attract consumer interest. 

Keywords: Promotion, New Flavor Variants, Marketing 
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