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ABSTRAK

PT. AndOne Tour merupakan perusahaan perjalanan wisata yang aktif
melakukan operasionalnya di Indonesia. Dalam menjalankan bisnisnya, PT.
AndOne Tour menargetkan corporate, instansi atau lembaga pendidikan, family,
dan group tour sebagai target pasarnya, khususnya di Yogyakarta. Penelitian ini
bertujuan menginvestigasi Bauran Pemasaran (4P) yang digunakan sebagai strategi
pemasaran. Dalam penelitian ini, dengan menggunakan metode penelitian kualitatif,
peneliti menganalisis sejauh mana penerapan bauran pemasaran 4P (Product, Price,
Promotion, dan Place). Sumber data utama adalah wawancara mendalam yang
didukung dengan observasi peneliti. Alat kumpul data yang digunakan adalah
pedoman wawancara dan check list. Berdasarkan hasil penelitian dapat diketahui
bahwa untuk atribut product, PT. AndOne Tour menawarkan beragam produk
wisata yang dimodifikasi agar memberi pengalaman yang berbeda kepada target
pasar mereka yang adalah kalangan middle-up. Untuk atribut price, harga yang
ditawarkan pun dinilai terjangkau mengingat target pasar PT. AndOne Tour
merupakan kalangan middle-up serta harga pesaing tidak menjadi masalah
disebabkan PT. AndOne Tour memiliki loyal customer yang melakukan repeat order.
Dari atribut promotion, PT. AndOne Tour dalam menawarkan produk melalui sosial
media seperti WhatsApp dan Email serta menjadi sponsor dalam acara yang relevan.
Sedangkan, untuk atribut place, diketahui bahwa pasca pandemi PT. AndOne Tour
belum memiliki kantor, tetapi mereka masih mencari lokasi yang strategis untuk
membangun kantor baru. Berdasarkan hasil tersebut, diharapkan PT. AndOne Tour
menjadikan program perjalanan Bahasa sebagai produk unggulan untuk liburan,
memperhatikan harga pesaing mengingat mereka tidak menganggap hal tersebut
sebagai ancaman. Hal ini apabila diperhatikan akan menjadi peluang bagi
perusahaan untuk merambah pasar baru. Di samping itu, diharapkan PT. AndOne
Tour mulai lebih aktif lagi dalam melakukan pemasaran digital, dan sebaiknya lebih
sering aktif untuk memanfaatkan halaman website perusahaan sebagai potret online

office.

Kata Kunci: Pemasaran, Bauran Pemasaran, Product, Price, Promotion, dan Place



ABSTRACT

PT. AndOne Tour is a travel company that actively operates in Indonesia.
In running its business, PT. AndOne Tour targets corporate, institutions, families,
and tour groups as its target market, especially in Yogyakarta. This study aims to
investigate the Marketing Mix (4P) used as a marketing strategy. In this study, by
using qualitative research methods, researchers analyzed how 4P marketing mix
(Product, Price, Promotion, and Place) was implemented at PT. AndOne Tour. The
main data source is in-depth interviews supported by the researcher's observation.
Data collection tools used were interview guidelines and checklists. Based on the
research results, it can be concluded that for product attributes, PT. AndOne Tour
offers a variety of modified tour products to provide a different experience to their
target market. For the price attribute, the price offered is considered affordable
considering the target market of PT. AndOne Tour is a middle-up class and
competitors' prices are not a problem because of PT. AndOne Tour has loyal
customers who make repeat orders. From the promotion attribute, PT. AndOne
Tour in offering products through social media such as WhatsApp and Email as
well as sponsoring relevant events. Meanwhile, for the place attribute, it is known
that after the pandemic, PT. AndOne Tour doesn't have an office yet, but they are
still looking for a strategic location to build a new office. Based on these results, it
Is expected that PT. AndOne Tour made the Language travel program their flagship
product for vacations, paying close attention to competitors' prices as they did not
perceive it as a threat. If this is considered, it will be an opportunity for the company
to hook up a new market. In addition, it is expected that PT. AndOne Tour is starting
to be more active in doing digital marketing and should be active more often to take
advantage of its website page as an online office portrait

Keywords: Marketing, Marketing Mix, Product, Price, Promotion, and Place
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