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ABSTRAK 

 

Penelitian ini membahas penerapan strategi Marketing Mix 7P oleh R&C Digital 

Printing Surabaya dalam upaya meningkatkan volume penjualan. Pendekatan 

yang digunakan berupa penelitian deskriptif kualitatif melalui teknik wawancara 

mendalam, observasi, serta dokumentasi. Informasi terkait elemen bauran 

pemasaran, yang meliputi Produk (Product), Harga (Price), Tempat (Place), 

Promosi (Promotion), Partisipan (People), Proses (Process), dan Bukti Fisik 

(Physical Evidence), dihimpun dan dianalisis menggunakan metode SWOT untuk 

mengidentifikasi kekuatan, kelemahan, peluang, serta ancaman yang dihadapi 

perusahaan. Temuan penelitian diolah ke dalam matriks IFAS (Internal Factor 

Analysis Summary) dan EFAS (External Factor Analysis Summary). Hasil analisis 

menunjukkan skor faktor internal sebesar 3,06, terdiri atas kekuatan sebesar 2,43 

dan kelemahan sebesar 0,63. Sementara itu, skor faktor eksternal mencapai 3,41, 

dengan rincian peluang sebesar 3,07 dan ancaman sebesar 0,34. Posisi tersebut 

menempatkan R&C Digital Printing Surabaya pada kuadran I matriks SWOT, 

yang merekomendasikan penerapan strategi agresif melalui pemanfaatan kekuatan 

internal untuk mengoptimalkan peluang eksternal yang tersedia. 

 

Kata Kunci : Marketing Mix 7P, Digital Marketing, Analisis SWOT, Volume 

Penjulan 
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ABSTRACT 

 

This study examines the application of the 7P marketing mix strategy by R&C 

Digital Printing Surabaya in efforts to increase sales volume. A descriptive 

qualitative approach was employed, utilizing in-depth interviews, observations, 

and documentation for data collection. Information related to the marketing mix 

elements—Product, Price, Place, Promotion, People, Process, and Physical 

Evidence—was gathered and analyzed through a SWOT framework to identify the 

company's strengths, weaknesses, opportunities, and threats. The findings were 

organized into the IFAS (Internal Factor Analysis Summary) and EFAS (External 

Factor Analysis Summary) matrices. The analysis results indicated an internal 

factor score of 3.06, consisting of 2.43 for strengths and 0.63 for weaknesses. 

Meanwhile, the external factor score reached 3.41, with 3.07 for opportunities 

and 0.34 for threats. These results position R&C Digital Printing Surabaya in 

Quadrant I of the SWOT matrix, suggesting the adoption of an aggressive strategy 

by leveraging internal strengths to maximize available external opportunities. 

 

Keywords: Marketing Mix (7P), Digital Marketing, SWOT Analysis, Sales 

Volume 

  


