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ABSTRACT

This study analyzes marketing strategies and market potential of Warung
Lesehan Maharrani as a culinary destination along the Songgon tourist route in
Banyuwangi. Using = approaches  such as STP (Segmentation, Targeting,
Positioning), Marketing Mix 7P, Resource Based View (RBV), and Business
Model Canvas (BMC), this research aims to identify appropriate development
strategies to improve competitiveness and attract tourists. Data were collected
through direct observation, documentation, and literature review. The results
show that Maharrani is positioned as a family-friendly culinary destination with
authentic Banyuwangi dishes, supported by a natural and Instagramable
atmosphere. The application of STP and 7P strengthens its marketing efforts,
while RBV and BMC provide long-term business sustainability. This study
concludes that innovation, digital promotion, and service quality play crucial
roles in increasing customer satisfaction and business growth.

Keywords: Marketing Strategy, Culinary Tourism, STP, 7P, Business Model
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ABSTRAK

Penelitian ini menganalisis strategi pemasaran dan potensi pasar Warung
Lesehan Maharrani sebagai destinasi kuliner 'di jalur wisata Songgon,
Banyuwangi. Dengan menggunakan pendekatan STP (Segmentasi, Targeting,
Positioning), Bauran Pemasaran 7P, Resource Based View (RBV), dan Business
Model Canvas (BMC), penelitian ini bertujuan untuk mengidentifikasi strategi
pengembangan yang tepat agar usaha lebih kompetitif dan menarik minat
wisatawan. Data dikumpulkan melalui observasi langsung, dokumentasi, dan
studi pustaka. Hasil = penelitian’ menunjukkan bahwa Warung Maharrani
diposisikan sebagai destinasi kuliner keluarga dengan sajian khas Banyuwangi
yang autentik, didukung suasana alami dan instagramable. Penerapan STP dan 7P
memperkuat strategi pemasaran, sementara RBV dan BMC memberikan landasan
keberlanjutan usaha. Kesimpulannya, inovasi, promosi digital, dan kualitas
pelayanan menjadi faktor penting dalam meningkatkan kepuasan pelanggan dan
pertumbuhan usaha.

Kata kunci: Strategi Pemasaran, Wisata Kuliner, STP, 7P, Business Model

Canvas, Banyuwangi
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