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ABSTRAK  

YOGHANANDA DEC'CAPRIO, 22042010186, MARKETING MIX 

STRATEGY USING SWOT ANALYSIS TO INCREASE SALES AT YOGA 

BATIK FABRIC DYEING MSME IN DENPASAR, BALI, INDONESIA 

Penelitian ini menganalisis penggunaan bauran pemasaran 7P bersama analisis 

SWOT untuk merancang strategi peningkatan penjualan di Yoga Batik, sebuah 

usaha pewarnaan kain kecil di Denpasar, Bali. Metode yang digunakan adalah 

kualitatif dengan pendekatan studi kasus. Data dikumpulkan melalui wawancara 

dengan pemilik, karyawan, dan pelanggan, pengamatan langsung di tempat 

pewarnaan, serta tinjauan dokumen usaha. Analisis mengikuti model interaktif 

Miles-Huberman-Saldana. Kerangka 7P (Product, Price, Place, Promotion, 

People, Process, Physical Evidence) diterapkan bersama SWOT, termasuk matriks 

IFAS, EFAS, dan Matriks IE. Hasil penelitian menunjukkan bahwa Yoga Batik 

memiliki keunggulan pada kualitas produk yang berbasis metode pewarnaan reaktif 

modifikasi, pelanggan setia yang terbentuk selama 25 tahun melalui mulut ke 

mulut, serta supervisor produksi berpengalaman dengan 15 tahun keahlian praktis. 

Di sisi lain, usaha ini menghadapi keterbatasan tenaga kerja yang sangat sedikit, 

hampir tidak ada kehadiran daring, dan ketergantungan besar pada satu orang untuk 

pengetahuan produksi yang krusial. Skor IFAS tercatat 2,95 dan skor EFAS sebesar 

3,04, yang menempatkan Yoga Batik di Kuadran II Matriks IE, yakni pendekatan 

diversifikasi-intensif. Penelitian ini mengusulkan lima strategi: memperkuat 

diferensiasi produk, membangun kehadiran pemasaran digital, mendokumentasikan 

pengetahuan produksi dan melatih staf, menjangkau konsumen individu melalui e-

commerce, serta meresmikan praktik produksi berkelanjutan. Dengan 

menghubungkan setiap elemen bauran pemasaran ke faktor-faktor SWOT tertentu, 

penelitian ini menyajikan panduan praktis bagi usaha kerajinan tradisional yang 

berusaha berkembang di pasar yang terus berubah. 

Kata kunci: bauran pemasaran, analisis 7P, analisis SWOT, UMKM, pewarnaan 

kain, kerajinan tradisional, strategi penjualan 
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ABSTRACT  

YOGHANANDA DEC'CAPRIO, 22042010186, MARKETING MIX 

STRATEGY USING SWOT ANALYSIS TO INCREASE SALES AT YOGA 

BATIK FABRIC DYEING MSME IN DENPASAR, BALI, INDONESIA 

This study examines how the 7P marketing mix and SWOT analysis can be used 

together to develop strategies for boosting sales at Yoga Batik, a small fabric 

dyeing business in Denpasar, Bali. The research relies on qualitative methods and 

a case study approach. Data were gathered through interviews with the owner, 

employees, and customers, as well as direct observation of the dyeing workshop 

and review of business documents. Analysis followed the Miles-Huberman-Saldana 

interactive model. The 7P framework (Product, Price, Place, Promotion, People, 

Process, and Physical Evidence) was applied alongside SWOT, including the IFAS 

and EFAS matrices and the IE Matrix. The findings show that Yoga Batik benefits 

from strong product quality rooted in a modified reactive dyeing method, a loyal 

customer base built over 25 years through word of mouth, and a skilled production 

supervisor with 15 years of hands-on experience. At the same time, the business 

struggles with a very small workforce, virtually no online presence, and heavy 

reliance on a single person for critical production knowledge. The IFAS score came 

to 2.95 and the EFAS score to 3.04, placing Yoga Batik in Quadrant II of the IE 

Matrix, which calls for a diversification-intensive approach. The study proposes 

five strategies: strengthening product differentiation, building a digital marketing 

presence, documenting production knowledge and training staff, reaching 

individual consumers through e-commerce, and formalizing sustainable production 

practices. By connecting each element of the marketing mix to specific SWOT 

factors, the study offers a practical roadmap for a traditional craft business trying 

to grow in a changing market. 

Keywords: marketing mix, 7P analysis, SWOT analysis, MSME, fabric dyeing, 

traditional craft, sales strategy 


