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ABSTRAK 

 

Implementasi Strategi Marketing Melalui Iklan Berbayar Pada Shopee 

Untuk Meningkatkan Penjualan di Suryabioofficial (Studi pada Apotek 

Surya Bio Medika Fatichah Putri 

Program Studi Administrasi Bisnis, Faktultas Ilmu Budaya, Sosial, dan 

Politik 

UPN “Veteran” Jawa Timur 

18042010074@student.upnjatim.ac.id 

 

Penelitian ini bertujuan untuk menganalisis strategi pemasaran digital melalui iklan 

berbayar di Shopee dalam meningkatkan penjualan Apotek Suryabioofficial. 

Semakin ketatnya persaingan di marketplace mendorong pelaku usaha 

memanfaatkan fitur Shopee Ads dan promosi berbasis algoritma untuk 

meningkatkan visibilitas produk. Penelitian menggunakan metode kualitatif dengan 

pendekatan studi kasus. Data dikumpulkan melalui wawancara mendalam dengan 

administrator marketplace dan kepala administrasi Apotek Suryabioofficial. Hasil 

penelitian menunjukkan bahwa iklan berbayar berdampak positif terhadap 

peningkatan penjualan jangka pendek. Namun, strategi berbasis marketplace saja 

belum cukup untuk menjaga keberlanjutan bisnis. Oleh karena itu, diversifikasi 

strategi diperlukan melalui media sosial, edukasi konsumen, dan kolaborasi dengan 

influencer. Selain itu, optimalisasi manajemen stok sangat penting untuk 

menghindari kendala pemesanan saat promosi besar. Analisis SWOT menempatkan 

Apotek Suryabioofficial pada posisi Strengths-Opportunities (SO), sehingga 

strategi agresif seperti perluasan promosi dan program loyalitas pelanggan layak 

diterapkan untuk meningkatkan daya saing. 

 

Kata Kunci: Digital marketing; iklan berbayar; Shopee Ads; strategi 

pemasaran; SWOT 
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ABSTRACT 

 

Implementasi Strategi Marketing Melalui Iklan Berbayar Pada Shopee 

Untuk Meningkatkan Penjualan di Suryabioofficial (Studi pada Apotek 

Surya Bio Medika Business Administration Study Program, Faculty of 

Social, Cultural, and Political Sciences 

UPN "Veteran" East Java 

18042010074@student.upnjatim.ac.id 

 

This study aims to analyze digital marketing strategies through the use of paid 

advertising (Shopee Ads) to increase sales at Suryabioofficial Pharmacy. The 

intense competition within marketplace platforms encourages business actors to 

utilize algorithm-based promotional features to enhance product visibility and 

competitiveness. This research employs a qualitative approach with a case study 

method. Data were collected through in-depth interviews with the marketplace 

administrator and the head of administration at Suryabioofficial Pharmacy. The 

results indicate that paid advertising has a positive impact on short-term sales 

growth. However, relying solely on marketplace-based strategies is insufficient to 

ensure long-term business sustainability. Therefore, diversification of strategies is 

necessary, including the use of social media, consumer education, and 

collaboration with influencers. Additionally, optimizing stock management is 

essential to avoid ordering disruptions during major promotional periods. SWOT 

analysis places Suryabioofficial Pharmacy in the Strengths-Opportunities (SO) 

quadrant, suggesting that aggressive strategies such as expanded promotional 

programs and customer loyalty initiatives are appropriate to enhance business 

competitiveness. 

 

Keywords: digital marketing, paid advertising, Shopee Ads, marketing strategy, 

SWOT analysis. 


