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Abstract

The role of retail businesses in helping the national economy grow is by opening
up job opportunities for the surrounding community and also building a reseller
network. Now retail business activities vary widely and some are still
conventional to online. Mung Collection is a trading business that sells bedroom
equipment products, namely bed linen, bed covers, and blankets. The business
development method that Mung Collection will carry uses the 4P Marketing Mix
strategy (Prioduct, Price, Place, and Promotion), BMC, and SWOT analysis to
support for digital marketing. Develop marketing strategies and implement them
in online marketing media on the Website, WhatsApp, Instagram, Facebook,
TikTok, and Shopee Mung Collection to increase Mung Collection sales in the
future.

Keywords: Marketing Mix (4P), Business Model Canvas, SWOT Analysis, Digital
Marketing

INTRODUCTION

A retail business is a business whose business process is by reselling
goods without going through processing or manufacturing(Wibowo & Santoso,
2020). The development of retail businesses is significant in building the national
economy. The role of retail businesses in helping the national economy grow is
opening up job opportunities for the surrounding community and creating a
reseller network. At this time trading business activities vary widely, some are
still conventional to online. Mung Collection is a retail business that sells
bedroom equipment products, namely bed linen, bed covers, and blankets. This
retail business was formed during the pandemic to meet the need for room
equipment, where during the pandemic, most people were more active in their
rooms in 2020. The marketplace is a suitable place to be used as a medium for
selling products effectively and efficiently today.(Santoso et al., 2020) From the
pandemic period until now, it has been two years since Mung Collection has been
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based solely on Shopee and Tokopedia as its marketing media. A marketing
strategy is an effort to build trust (image) with customers(Wibowo, 2021). Along
with the very tight business competition, Mung Collection requires a new
marketing strategy that is effective in developing its business in order to get new
customers and expand its market reach. Based on the analysis of the phenomena
above, in the implementation of this study the author partnered with the owner of
Mung Collection. This research will focus more on analyzing and making suitable
strategies for developing digital marketing at Mung Collection.

METHOD

Marketing is a business carried out by a business whose main activity is
dealing with customers(Candraningrat et al., 2021). Formulating the right
marketing strategy can support the success of the business processes being carried
out. Currently, online marketing or digital marketing is a new marketing model in
which there is a process of exchanging information about ideas, products, and
services from a business to customers to build customer relationships.
(Candraningrat, 2019). Therefore, the development of digital marketing is
currently essential in business development to expand market reach, add new
consumers, and build a store image to be trusted by the public.

The business development method that Mung Collection will carry out uses the
4P Marketing Mix strategy (Product, Price, Place, and Promotion), BMC, and
SWOT analysis to support digital marketing. The implementation of Mung
Collection's business development focuses more on developing digital marketing
or online marketing by seeking, among others:

1. Coordination of Research Team with Owner

This coordination aims to harmonize the research team and the owner to make a
plan of activities that will be carried out and requires the participation of the
owner

2. Marketing Strategy Technical Planning

Assistance technical planning is carried out to agree on preparing aspects of
marketing management.

3. Implementation of Marketing Strategy Development

The implementation of strategy development is carried out to provide
understanding and direction to the owner related to the marketing strategy that
must be carried out to develop the business.

4. Implementation of Online Marketing Media Development

Strategic assistance is implemented by understanding and directing owners
regarding online marketing media that must be addressed, such as Website,
WhatsApp, Instagram, Facebook, TikTok, and Shopee.

5. Evaluation

Alignment between plans and results to be input for the owner of Mung
Collection in developing the business in the future.
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RESULTS AND DISCUSSION

The results of this study are in the form of marketing strategies and online
marketing media that must be carried out by the Mung Collection owner. The
following are the results of online marketing and media strategies that have been

made.

3. Marketing strategy

The marketing strategy developed by the owner of Mung Collection is as

follows:
a. SWOT analysis

Table 4.1SWOT

Factors
Internal (IFAS)

Factors
External (EFAS)

STRENGHT /
STRENGTH (S)

1. Mung Collection
business has a good
image/name2. Mung
Collection business has
adequate equipment and
facilities

3. Satisfactory service to
service users

4. Mung Collection
Enterprises human
resources who are trained
and experienced

WEAKNESS (W)

1. The lack of place to
stock products products
2. Recording of
financial statements that
are less systematic

3. It's hard to make a
decision

4. Lack of capital in
business development
because more and more
new products have to be
sold

OPPORTUNITIES/
OPPORTUNITY (O)

1. The community believes in
Mung Collection Business as a
well-known brand 2. Mung
Collection Business has the
opportunity to develop its
business to be bigger by
utilizing social media3.
Information about Mung
Collection Business is easy to

SO STRATEGY
(3.47)

1. Expanding market
share (S1,S3,54,01,03)
2. Cooperating with other
parties (S2, 02)

WO STRATEGY
(2.75)

1. Improving the
cleanliness and
maintenance of
infrastructure and
product arrangement
(W1, W3, 02, 03)
2. Set competitive
prices (W2, W4, O1,

get 03)
THREATS /THREATS (T) STRATEGY WT STRATEGY
1. The arrival of other (3.17) (2.45)

companies / operators as
competitors for the Mung
Collection Business

2. Tight price games to get
very minimal profits

3. Not a daily necessity

1. Improving the security
of service users. (T2, T3,
S2, S3, S4)

2. Optimizing service
user services (T1, S1, S4)

1. Improving the quality
and performance of
Human Resources (T2,
T3, W1, W3)

2. Make competitors as
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co-workers (T1, W2,
W4)

The alternative strategies for the Mung Collection Business based on the
SWOT matrix above are as follows:
a. SO Strategy
There are two items in SO strategy taking, namely by combining several strengths
possessed by Usaha Mung Collection and taking advantage of existing
opportunities. The SO strategy that Mung Collection must take is to expand its
market share by utilizing social media and other effective media as well as
cooperating with other parties.
b. WO Strategy
There are also two items in taking the WO strategy, namely by combining some
of the weaknesses possessed by Usaha Mung Collection and taking advantage of
existing opportunities. The WO strategy that must be taken by Mung Collection
Enterprises is to improve the cleanliness and maintenance of infrastructure as well
as the arrangement of products and set competitive prices.
c. TS Strategy
There are two items in taking the TS strategy, namely by combining several
strengths owned by Usaha Mung Collection and minimizing threats that will
occur. The TS strategy that must be taken by Usaha Mung Collection is to
increase the security of service usersandoptimizing service user services
d. WT Strategy
There are two items in taking the WT strategy, namely by combining some of the
weaknesses possessed by Usaha Mung Collection and minimizing threats that will
occur. The WT strategy that must be taken by Usaha Mung Collection is to
improve the quality and performance of existing human resources and collaborate
with competitors to become partners.
b. Marketing Mix Strategy (4P)

The marketing mix in a trading business has a very important role.(Santoso &
Fianto, 2020)states that there are four marketing mix variables in the main trading
business that sells products consisting of product, price, place, and promotion. In
planning the 4P marketing mix for the Mung Collection business in the future, it
is as follows:

1) Product

Mung Collection products in the future have plans:
a) Develop other products beyond bed sheets, bed covers, and blankets
b) Develop product packaging
2) Price
At Mung Collection prices have the following plans:
a) Prices can compete with similar competitors.
b) Prices for online marketing, especially in the marketplace, can take a
profit margin that is not losing money.

DOl
ISSN :
202



Proceeding International Conference on Economic Business »\ /
Management, and Accounting (ICOEMA)-2022 V IC

Program Studi Doktor Ilmu Ekonomi ' 2022 J
: /|

Universitas 17 Agustus 1945 Surabaya-2022

3) Place
The places desired by Mung Collection are as follows:
a) Having a physical store that does not mix together with a house to live
in.
b) Having a warehouse to stock your own goods is not a contract.
4) Promotion
The promotional activities planned to be carried out by Mung Collection
are as follows:
a) Develop product sales media outside Indonesia through the Shopee
Export program.
b) Develop audiovisual marketing media using Youtube & TikTok.
c. Product Marketing Strategy
In supporting an effective marketing strategy for Mung Collection as a trading
business for distributors of bed linen, bed covers, and blankets, it is by selling
products that are right on target in the market. Therefore, the implementation of
product marketing is carried out with various efforts and ways so that the product
can be sold in the market are as follows:
1. Media for product promotion using internet marketing will be run using the
Website, WhatsApp, Instagram, Facebook, TikTok.
2. Selling products through Shopee, Tokopedia, and TikTok Shop.
3. Looking for a strategic place to sell products so that they can reach a wider
range of consumers.
d. Business Model Canvas
(Candraningrat et al., 2021)stated that the Business Model Canvas is a tool that
is made visually to explain the overall framework of a business process with
only one image. With the creation of a BMC, it will make it easier for business
people to see the essence of a business process that is being carried out so that
they understand the boundaries of their business processes. On the other hand,
BMC also makes it easier for business people to analyze and map their
business models. Mung Collection makes a simple BMC according to the
business model map that has been run as follows:

* BUSINESS CANVAS +

Cusiomer )
l

L e
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Propsiks

Figure 4.1BMC

2. Online Marketing Media

Marketing communication through marketing media today is very
important to do in order to increase buying interest from
consumers(Candraningrat et al., 2018). Online marketing media is a powerful
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medium for marketing the products offered through integrated marketing
communications such as advertisements and promos. In developing its business,
Mung Collection utilizes online media primarily in developing websites, social
media, and marketplaces as a place to market products. Based on the analysis of
the previous marketing strategy, the online marketing media that will be
developed by Mung Collection will be more focused on the following six
marketing media:
a. Website

The website development carried out by Mung Collection is by changing the
theme of the website to be like an online store from what used to only have a blog
display. Improvements to the appearance of the website are carried out so that
website visitors can later make transactions directly on the Mung Collection
website easily. The following is a view of the revamping of the Mung Collection
website that has been made.

Figure 4.2Mung Collection website

b. Whatsapp Business

Today most people carry out communication activities exchanging messages
via WhatsApp. Apart from being just a communication medium for exchanging
messages, WhatsApp has developed into one of the effective marketing media for
a business because it is supported by features specifically for sellers through
WhatsApp Business. Therefore, Mung Collection takes advantage of the business
features available on WhatsApp Business to conduct marketing to consumers such
as product catalog features, WhatsApp Business stories, and creating reseller
groups.

o
Figure 4.3WhatsApp Business Mung Collection
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C. Instagram

The development of Instagram as a social media platform for uploading photos
and videos has made Instagram one of the most widely used social media
platforms by its users. Business people don't want to be left behind either to
develop their marketing through Instagram. The content provided must be in
accordance with the target market you want to target. Mung Collection develops
Instagram content well starting from making photos & videos displayed on
Instagram. Mung Collection also made improvements to the Instagram feed to
improve the store's image.

mungcollection =
o

Sprei Fata
' Edisi Best Seller

st earn

rrrrr

Figure 4.4Instagram Mung Collection

d. Facebook

In developing the marketing process of a business, Facebook is of course one
of the main concerns for a business to promote its products. Facebook and
Instagram are still under the same company, namely Meta. For Facebook, product
promotion features are carried out using Mung Collection fan page accounts,
Mung Collection Facebook personal accounts, and groups that Mung Collection
participates in. The improvement of marketing content according to the
characteristics of each promotional feature on Facebook is carried out by Mung
Collection so that promotional messages can be conveyed clearly and influence
the perception of the audience to change their desire to buy products at Mung
Collection.

/ 'Fig‘ure 4.5Facebook Mung Collection

e. TikTok
The social media platform TikTok is currently one of the applications for
vertically uploading videos of short duration and the most widely used by its
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users. Indonesia is the second largest TikTok user country in the world. Seeing
this phenomenon, Mung Collection took advantage of the development of product
promotions through the social media platform TikTok in the hope of helping to
raise the image of the Mung Collection store more broadly and also to help get
consumers to buy products at the Mung Collection store. Content improvement
was carried out by Mung Collection, such as making a persuasive video regarding
direct bed linen reviews in the bedroom using models to explain product
specifications and advantages in order to increase the trust of the audience who
saw it.

“+ REVIEW SPREi+
KOLEKSi BARU JOVANKA
"SKYE"

Fiure 4.6TikTok ung Collection

f. Shopee

From the beginning until now, Mung Collection has only used Shopee as a
place to sell and promote products without a well-targeted strategy. Development
through Shopee needs to be done because currently Shopee is the number one
most popular marketplace in Indonesia. Promotional development carried out by
Mung Collection at this time is by making vouchers to follow the store to increase
followers at the Shopee Mung Collection store, making discount vouchers for
some products that you want to discount, participating in events from Shopee such
as event 12.12 and also revamping the layout design of the Mung store
appearance. Collections on Shopee. The results of the development of the Shopee
Mung Collection during the month of July yielded quite good results in increasing
sales turnover for Mung Collection by Rp. 22,515.

Table 4.2Shopee Mung Collection Turnover Data

Week Turnover
Week 1 (4 July — 10 July Rp. 8,580,313
2022
2nd week Rp. 7,511,029
(11 July — 17 July 2022)
3rd Week(18 July — 24 Rp. 6,424,332
July 2022)
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CONCLUSION
The conclusions from a series of Mung Collection business development
results are as follows:

1. The digital marketing strategy by revamping the marketing content that is run
on the website and social media has had a pretty good impact on Mung
Collection in increasing engagement and brand awareness for the sustainability
of Mung Collection's business processes.

2. Mung Collection's Shopee marketplace development strategy has a positive
impact on increasing turnover for Mung Collection compared to the previous
period which only sold without a strategy.

3. This applied online media helps the marketing process more effectively and
efficiently for companies and consumers, because in online marketing there is
a product catalog that makes it easy to distribute information directly.
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