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ANALYSIS OF MARKETING COMMUNICATION 

STRATEGIES IN INCREASING OCCUPANCE AT GRAND 
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E-mail: anasrizky02@gmail.com 

ABSTRACT 

In the hotel industry, marketing communications is an important component 

in the marketing strategy of a good or service. The type of research used by 

researchers is descriptive research with a qualitative approach. The data collection 

techniques used were observation, interviews and documentation. The informants 

taken for data analysis were assistant marketing communications manager, guest 

experience manager, revenue executive at Grand Mercure Malang Mirama. Grand 

Mercure Malang Mirama's marketing strategy is running well because of a plan 

and marketing support activities which are driven by integrated marketing 

communication. 

The results of this research are about the marketing communication strategy 

carried out by Grand Mercure Malang Mirama which is quite effective but needs 

ongoing evaluation. The marketing communication activities carried out by Grand 

Mercure Malang Mirama are media advertising, public relations, relationship 

management. customers (Customer Relationship Management), sales promotions 

(sales promotions), direct sales (personal selling), direct marketing (direct 

marketing), direct experiences to customers (event & experience). customer 

relationship management (customer relationship management). 

Keywords: marketing strategy, integrated marketing, hotel  
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ABSTRAK 

Dalam industri perhotelan, komunikasi pemasaran merupakan komponen 

penting dalam strategi pemasaran suatu barang atau jasa. Jenis penelitian yang 

digunakan oleh peneliti adalah penelitian deskriptif dengan pendekatan 

kualitatif. Teknik pengumpulan data yang digunakan adalah observasi, 

wawancara, dan dokumentasi. Informan yang diambil untuk analisis data ialah 

assisten marketing communication manager, guest experience manager, 

executive revenue di Grand Mercure Malang Mirama. Strategi marketing 

Grand Mercure Malang Mirama berjalan dengan baik karena adanya suatu 

perencanaan serta suatu kegiatan pendukung pemasaran yang hal ini didorong 

oleh integrated marketing communication 

Hasil penelitian ini mengenai strategi komunikasi pemasaran yang 

dilakukan oleh Grand Mercure Malang Mirama yang cukup efktif namun perlu 

adanya evaluasi secara berkelanjutan, kegiatan komunikasi pemasaran yang 

dilakukan oleh Grand Mercure Malang Mirama yaitu periklanan media 

(advertising), hubungan masyarakat (public relations), manajemen hubungan 

pelanggan (Customer Relationship Management), promosi penjualan (sales 

promotion), penjulan langsung (personal selling), pemasaran langsung (direct 

marketing), pengalaman langsung kepada pelanggan (event & experience). 

manajemen hubungan pelanggan (customer relationship management). 

Kata Kunci : strategi pemasaran, pemasaran terpadu, hotel 
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