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ABSTRAK 

Perkembangan teknologi informasi dan digitalisasi ikut mempengaruhi 

bidang pemasaran. Jika dahulu mengenal word of mouth atau WOM kini dikenal 

dengan Electronic word of mouth atau E-WOM. Tanpa disadari E-WOM memiliki 

pengaruh yang lebih kuat dari pada WOM. Hal ini membuat penulis tertarik untuk 

melakukan penelitian mengenai E-WOM terutama pada sektor bisnis food & 

beverage sebagai salah kebutuhan dasar atau primer dari setiap manusia. PT. Mount 

Scopus adalah salah satu corporate company yang bergerak di bidang bisnis food 

and beverage di Indonesia dengan brand terbesarnya adalah The Harvest. The 

Harvest terus mengalami perkembangan tak terkecuali di kota Bandung. Di kota 

Bandung terdapat 3 outlet The Harvest yang terletak di jalan Burangrang, Buah 

Batu, dan Dago Namun pertambahan jumlah outlet, belum tentu selaras dengan 

perkembangan E-WOM yang diberikan oleh customer. Berdasarkan latar belakang 

penelitian tersebut, penulis mengambil judul “ANALISA E-WOM THE 

HARVEST CAKES BANDUNG” Tujuan dari penelitian ini adalah sebagai salah 

satu syarat kelulusan bagi penulis dalam menyelesaikan pendidikan program 

Diploma IV di Sekolah Tinggi Pariwisata Bandung, program studi Administrasi 

Hotel. Selain itu tujuan lain penulis adalah meneliti intensity, valence of opinion, 

dan content E-WOM di outlets The Harvest Cakes Bandung. Pada pembahasan 

content, penulis memperdalam pembahasan dengan bauran pemasaran jasa. 

Metodologi yang digunakan pada penelitian ini adalah kualitatif studi kasus 

intrinsic. Berdasarkan hasil penelitian dan pembahasan, penulis menyimpulkan 

bahwa The Harvest memiliki intensity tertinggi pada Google Business, dengan 

interaksi tertinggi membahas mengenai product dengan jumlah tingkat ulasan 

sebanyak 638 E-WOM. Valence of opinion bersifat positif kecuali pada variable 

people yang memiliki valence of opinion negatif. Complaint tertinggi yang dimiliki 

The Harvest Bandung terdapat pada variable process, sedangkan compliment 

tertinggi terdapat pada variable product. Pada content penulis menyimpulkan 

berdasarkan kepada pembahasan menggunakan bauran pemasaran jasa bahwa The 

Harvest belum memiliki SOP yang baik. Rekomendasi yang diberikan penulis 

adalah mengajak customer untuk memberikan E-WOM sehingga dapat 

meningkatkan intensity E-WOM The Harvest. Berdasarkan evaluasi berdasarkan 

complaint dan compliment penulis menemukan bagian yang perlu ditingkatkan 

sehingga dapat meningkatkan valence of opinion. Terakhir pada content, The 

Harvest perlu membuat SOP yang terstandarisasi berdasarkan kepada bauran 

pemasaran jasa. 

 

Kata kunci: E-WOM, Intensity, Valence of Opinion, dan Content.  
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ABSTRACT 

 

The development of information technology and digitalization influence the 

field of marketing. People used to know the word of mouth or WOM, as it is today 

widely known as Electronic word of mouth or E-WOM. Unwittingly E-WOM has a 

stronger influence than WOM. This makes the writer interested in conducting a 

research on E-WOM especially in the food & beverage business sector as one of 

the basic or primary needs of every human being. PT. Mount Scopus is one of the 

corporate companies in the food and beverage business in Indonesia with its 

biggest brand is The Harvest. The Harvest continues to experience development 

including the city of Bandung. In Bandung there are 3 outlets of The Harvest 

located on Jalan Burangrang, Buah Batu, and Dago. However, the increase in the 

number of outlets is not necessarily in line with the development of E-WOM 

provided by customers. Based on the background of the study, the author took the 

title "E-WOM ANALYSIS OF THE HARVEST CAKES BANDUNG". The 

purpose of this study is as one of the graduation requirements for the writer in 

completing their Diploma IV education program at the Bandung College of 

Tourism, Hotel Administration study program. The writer examined 3 things, which 

are the intensity, valence of opinion, and E-WOM content at The Harvest Cakes 

Bandung. In the discussion of content, the writer deepens the discussion with the 

marketing mix of services. The methodology used in this research is intrinsic 

qualitative case study. Based on the results of research and discussion, the writer 

conclude that The Harvest has the highest intensity on Google Business and the 

highest interactions with products and having 638 E-WOM reviews. Valence of 

opinion is positive except variable people who have negative valence of opinion. 

The highest complaint owned by The Harvest Bandung is in the process variable, 

while the highest compliment is in the product variable. In the content, the writer 

use service marketing mix to examine the area and concluded that The Harvest does 

not have a good SOP. The advice given by the writer is to invite customers to 

provide E-WOM to increase the intensity of The Harvest E-WOM. Moreover, as 

evaluated based on the existing complaints and compliments, the writer found some 

areas to improve so that the valence of opinion can increase. Last for content, The 

Harvest needs to make a standardized SOP based on the service marketing mix. 

 

Keywords: E-WOM, Intensity, Valence of Opinion, and Content. 
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