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ABSTRAK 

 
RAHADIAN DWI MAHARDIKA. Strategi Pemasaran dalam Meningkatkan 

Penjualan Toko Mas Murni. Dibimbing ASEP TARYANA dan ANGGI MAYANG 

SARI 

Kondisi pasca pandemi Covid-19 yang mulai pulih telah meningkatkan 

permintaan perhiasan sebesar 35%, namun Toko Mas Murni mengalami stagnasi 

dan penurunan omset dalam 4 tahun terakhir. Untuk mengatasi masalah ini, 

penelitian ini menganalisis strategi pemasaran Toko Mas Murni dan persaingan 

eksternal melalui bauran pemasaran 7P, Porter five forces, serta diagram dan 

matriks SWOT. Hasil analisis menunjukkan bahwa strategi pemasaran Toko Mas 

Murni masih tradisional dan kurang adaptif, sementara kompetitor baru sudah lebih 

adaptif dan menggunakan pemasaran digital. Terdapat kekuatan daya tawar 

konsumen, rendahnya pengaruh supplier, dan dampak produk imitasi pada 

penjualan. Dari analisis ini, diusulkan tujuh strategi agresif, yakni meningkatkan 

pelayanan digital, mengamati tren perhiasan terkini, menciptakan konten 

pemasaran yang menonjolkan kekuatan Toko Mas Murni, menambah variasi 

produk baru, meningkatkan promosi, meningkatkan kapabilitas SDM dalam 

teknologi, dan memperluas jangkauan pemasaran melalui website, media sosial, 

serta e-commerce. 

 

Kata kunci : bauran pemasaran 7P, pemasaran,  porter's five forces, SWOT. 

ABSTRACT 

 
RAHADIAN DWI MAHARDIKA. Marketing Strategy to Incrase Sales at Toko 

Mas Murni. Supervised by ASEP TARYANA and ANGGI MAYANG SARI 

 

The post-Covid-19 pandemic recovery has increased jewelry demand by 35%, 

but Toko Mas Murni has experienced stagnation and decreased turnover in the last 

4 years. To overcome this problem, this study analyzes Toko Mas Murni's 

marketing strategy and external competition through the 7P marketing mix, Porter 

Five Forces, and SWOT diagram and matrix. The results of the analysis show that 

Toko Mas Murni's marketing strategy is still traditional and less adaptive, while 

new competitors are more adaptive and use digital marketing. There is strength in 

consumer bargaining power, low supplier influence, and the impact of imitation 

products on sales. From this analysis, seven aggressive strategies are proposed: 

improving digital services, observing the latest jewelry trends, creating marketing 

content that highlights the strengths of Toko Mas Murni, adding new product 

variations, increasing promotions, improving HR capabilities in technology, and 

expanding marketing reach through websites, social media, and e-commerce. 

 

Keywords: marketing, marketing mix 7P, porter's five forces, SWOT. 
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