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ABSTRAK 

FAZILA YASMIN MAULANA. Pengembangan Model Bisnis dan Strategi 

Komersialisasi Hair Tonic Berbasis Ekstrak Urang-Aring dan Teh Hijau. 

Dibimbing oleh HARTRISARI HARDJOMIDJOJO dan FARAH FAHMA. 

 

Kerontokan rambut dialami oleh 64,7% masyarakat Indonesia usia 16–35 

tahun, sementara permintaan terhadap produk perawatan rambut berbahan alami 

terus meningkat. PT Ekstrak Alam Germilang mengembangkan hair tonic berbasis 

urang-aring (Eclipta alba L.) dan teh hijau (Camellia sinensis L.) sebagai produk 

baru berbahan alami lokal. Penelitian ini bertujuan merancang model bisnis 

menggunakan Business Model Canvas (BMC) serta menentukan strategi 

komersialisasi melalui Analytical Hierarchy Process (AHP). Data diperoleh 

melalui survei kebutuhan konsumen terhadap 202 responden, uji hedonik 

komparatif terhadap 30 responden, diskusi dengan mitra, penilaian empat pakar 

pemasaran untuk AHP, serta pengujian eksploratif pada platform Shopee. Hasil 

penelitian menunjukkan bahwa e-commerce, khususnya Shopee, merupakan kanal 

distribusi utama yang dipilih 83,33% responden. AHP mengidentifikasi Shopee 

Affiliate sebagai strategi promosi prioritas dengan bobot global 0,309, didorong 

oleh kriteria kesesuaian dengan target konsumen bahan alami sebagai pertimbangan 

tertinggi (bobot 0,352). Harga pokok produksi ditetapkan sebesar Rp12.431 per unit 

dengan harga jual Rp50.000 per botol 100 ml. Pengujian awal pada Shopee selama 

tujuh hari menghasilkan tingkat penambahan ke keranjang sebesar 40,48% dan 

CTR sebesar 15,38% tanpa intervensi promosi, mengindikasikan potensi 

penerimaan pasar awal yang baik.  

 

Kata kunci: Analytical Hierarchy Process, Business Model Canvas, hair tonic, 

strategi komersialisasi, urang-aring 

 

  



ABSTRACT 

FAZILA YASMIN MAULANA. Business Model Development and 

Commercialization Strategy of Hair Tonic Based on Urang-Aring and Green Tea 

Extracts. Supervised by HARTRISARI HARDJOMIDJOJO and FARAH FAHMA. 

 

Hair loss affects 64.7% of Indonesians aged 16–35, while demand for 

natural-ingredient hair care products continues to grow. PT Ekstrak Alam 

Germilang developed a hair tonic based on urang-aring (Eclipta alba L.) and green 

tea (Camellia sinensis L.) as a new, locally sourced natural product. This study 

aimed to design a business model using the Business Model Canvas (BMC) 

framework and to determine a commercialization strategy through the Analytical 

Hierarchy Process (AHP). Data were collected through a consumer needs survey 

of 202 respondents, a comparative hedonic test with 30 respondents, discussions 

with the partner company, assessments from four marketing experts for the AHP, 

and exploratory testing on the Shopee platform. Results indicated that e-commerce, 

particularly Shopee, was the preferred distribution channel among 83.33% of 

respondents. The AHP identified Shopee Affiliate as the priority promotion strategy 

with a global weight of 0.309, driven by the criterion of alignment with natural-

ingredient target consumers as the highest-weighted consideration (weight 0.352). 

The cost of production was calculated at IDR 12,431 per unit, with a selling price 

of IDR 50,000 per 100 ml bottle. A seven-day preliminary test on Shopee yielded 

an add-to-cart rate of 40.48% and a click-through rate of 15.38% without any 

promotional intervention, indicating favorable early market acceptance. 
 

Keywords: Analytical Hierarchy Process, Business Model Canvas, 

commercialization strategy, hair tonic, urang-aring  
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