
ABSTRAK 

 

Seiri ng dengan perke mbangan i nt ernet yang merupakan medi a unt uk menya mpai n i nfor masi 

yang sangat ber manfaat dal a m penyebaran i nformasi seperti pengi nfor masian produk. Bandar 

La mpung banyak kegi atan wi sat a kuli ner rumah makan seafood mer upakan bisnis yang 

menj anji kan di Kot a Bandar La mpung di karenakan meni ngkat nya per mi ntaan makanan laut 

sangat besar, dan bisnis rest oran makanan laut se maki n bai k. Akan tetapi banyak wi sat a kuli ner 

yang mel akukan pe masaran secara menggunakan banner sehi ngga banyak pel anggan yang 

mengal a mi kesulitan dal am menget ahui i nfor masi sehi ngga menur unnya mi nat beli konsu men.  

Sol usi penelitian i ni adalah dilakukan analisis terhadap keberaga man produk seafood dapat 

menj adi ele men kritis dal a m siste m pe masaran, khususnya dal a m kont eks pengar uhnya 

terhadap keput usan pembelian konsumen. Met ode penelitian yait u kuantitatif. Hasil 

perhit ungan di dapat nilai 84. 09 % dengan di mi kian bahwa mi nat pe mbelian pel anggan bai k 

sehi ngga dapat di buat kan apli kasi pe mesanan secara onli ne.  

 

Kat a Kunci : Pe masasran, Seaf ood, Keraga man Produk, Website 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

ABSTRACT 

 

Al ong wit h t he devel opment of the i nt ernet, it is a medi um f or conveyi ng i nfor mati on whi ch is 

very usef ul in dissemi nating i nf or mati on such as product i nf or mati on. Bandar Lampung has 

many culi nary touris m activities. Seaf ood rest aurants are a promi si ng busi ness i n Bandar 

Lampung City due t o t he huge i ncrease i n demand f or seaf ood, and t he seaf ood rest aurant 

busi ness is getti ng better. However, many culi nary touris m destinati ons market usi ng banners,  

so many cust omers have difficulty findi ng i nf or mation, resulti ng i n decreased consumer buyi ng 

interest. The sol uti on f or this research is t o analyze the di versity of seaf ood products whi ch 

can be a critical element  in t he marketi ng system,  especi ally i n t he cont ext of its infl uence on 

consumer purchasi ng decisi ons. The research method is quantit ative. The cal cul ati on results 

obt ai ned a val ue of 84. 09%,  meani ng t hat cust omer purchasi ng i nterest was good so an onli ne 

orderi ng applicati on could be created.  
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