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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui bagaimana strategi Public Relations yang 

dilakukan oleh Pule Coffee dalam membangun brand image produk kopinya kepada 

khalayak. Dalam menghadapi persaingan bisnis coffee shop yang semakin ketat, 

strategi komunikasi menjadi salah satu faktor kunci untuk menciptakan citra positif 

di benak konsumen. Penelitian ini menggunakan pendekatan kualitatif dengan 

metode studi kasus. Teknik pengumpulan data dilakukan melalui wawancara 

mendalam, observasi, dan dokumentasi. Hasil penelitian menunjukkan bahwa Pule 

Coffee menerapkan tiga strategi utama Public Relations, yaitu pull strategy, push 

strategy, dan pass strategy. Pull strategy dilakukan dengan menciptakan suasana 

kafe yang nyaman dan estetik. Push strategy dilakukan melalui promosi aktif di 

media sosial dan pemberian diskon. Sementara itu, pass strategy diterapkan dengan 

menggandeng komunitas dan influencer lokal. Seluruh strategi ini terbukti efektif 

dalam membangun brand image Pule Coffee sebagai coffee shop yang modern, 

kreatif, dan ramah komunitas. 

 

Kata Kunci: Public Relations, Strategi Komunikasi, Brand Image, Coffee Shop, 

Pule Coffee 
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ABSTRACT 

 

This study aims to examine how Pule Coffee implements Public Relations 

strategies to build its coffee brand image among the public. Amidst the increasingly 

competitive coffee shop business, communication strategies have become a key 

factor in creating a positive brand perception. This research uses a qualitative 

approach with a case study method. Data collection techniques include in-depth 

interviews, observation, and documentation. 

The findings reveal that Pule Coffee applies three main Public Relations 

strategies: pull strategy, push strategy, and pass strategy. The pull strategy involves 

creating a cozy and aesthetic café atmosphere. The push strategy includes active 

promotions on social media and discount offers. Meanwhile, the pass strategy is 

applied by collaborating with local communities and influencers. These strategies 

have proven effective in establishing Pule Coffee’s brand image as a modern, 

creative, and community-friendly coffee shop. 

Keywords: Public Relations, Communication Strategy, Brand Image, Coffee Shop, 

Pule Coffee 
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