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Proses Perancangan Promosi Sumber Hidangan

Seiring berkembangnya kota Bandung citra Jalan Braga dan Toko Sumber
Hidangan menghadapi pergeseran, juga bukan menjadi satu-satunya pusat
perdagangan. Hal ini pun sangat berdampak dengan munculnya kompetitor-
kompetitor yang sejenis yang lebih modern.

Meskipun begitu Toko Sumber Hidangan memiliki nilai sejarah peninggalan
jaman Belanda dan potensi untuk berkembang.

Hal inilah yang akan penulis ambil sebagai titik tolak dalam mempromosikan
Toko Sumber Hidangan agar tidak hilang keberadaanya dan memiliki karakteristik

tersendiri dalam masyarakat terutama generasi muda.
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ABSTRACT

Jennifer Tristamara / 0764247

Planning Process Promotion Sumber Hidangan

Along with the development of Bandung city, the image of Braga street and Toko
Sumber Hidangan experiencing a deterioration due to competitive rivalries making it
not to be the only store in the market anymore. furthermore, the more modern stores
giving them issues that has brought obstacles in terms of their business process.

Although all these issues surfacing, Toko Sumber Hidangan has adapted a
genuine dutch culture and a long history for being a pioneer of store that has a high
growth potential.

These are the key points that the writer will includes to promote Toko Sumber
Hidangan in order to keep its legacy from vanishing. Also to have its unique

characteristic in the community expecially with the young generations.
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