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The	purpose	of	this	research	for	preparing	this	thesis	is	based	on	the	strategic	problems	
carried	 out	 by	 Alfamart	 R272	 Nusantara	 in	 increasing	 its	 sales.	 Where	 the	 problem	
studied	 there	 concerns	 marketing	 strategy,	 this	 research	 is	 interesting	 to	 carry	 out	
because	you	want	to	know	how	the	marketing	process	is	carried	out	by	Alfamart	R272	
Nusantara	 Makassar	 City	 The	 method	 used	 in	 Alfamart	 is	 a	 descriptive	 qualitative	
approach	which	contains	a	description	of	the	observation	background,	people,	actions,	
conversations,	while	the	data	sources	are	informants,	namely	the	head	of	Alfamart	R272	
Nusantara,	 Makassar	 City	 and	 employees	 who	 work	 at	 Alfamart	 R272	 Nusantara,	
Makassar	 City.	 The	 data	 analysis	 used	 in	 this	 research	 is	 descriptive	 analysis	 by	
describing	or	interpreting	the	data	and	findings	that	researchers	obtained	from	the	field	
as	 well	 as	 existing	 facts.	 Based	 on	 the	 research	 results,	 the	 authors	 came	 to	 several	
conclusions,	namely	the	strategy	used	in	marketing	products	is	not	much	different	from	
supermarkets	in	general,	namely	the	marketing	mix	method,	namely	media	promotion,	
using	banners,	etc.	In	practice,	product	sales	at	Alfamart	R272	Nusantara	have	generally	
increased	showed	significant	results.	This	can	be	seen	 from	data	obtained	 from	direct	
interviews	with	consumers	and	employees	at	Alfamart	R272	Nusantara	
	

	
1. INTRODUCTION 

Currently,	 developments	 in	 the	 business	
world	indicate	that	competition	is	increasingly	
leading	 to	 widespread	 market	 domination.	
Large-scale	and	small-scale	companies	compete	
with	 each	 other	 to	 win	 market	 share	 using	
various	 methods	 and	 efforts	 so	 that	 the	
company	can	sell	as	many	products	as	possible	
to	its	consumers.	Therefore,	the	company	must	
get	 a	 wide	 market	 with	 marketing	 strategy	
methods	 that	 it	 has	 mastered	 well.	 Economic	
developments	 in	 developing	 countries,	
including	 Indonesia,	 can	 be	 seen	 as	 rapid	
progress	 in	 the	 activities	 of	 companies	
operating	in	the	trade	sector.	One	of	them	is	the	
modern	 market,	 modern	 markets	 include	
hypermarkets,	 super	 markets	 and	 mini	
markets.	 Entering	 the	 world	 of	 commerce,	
especially	in	Makassar	City,	minimarkets	almost	
decorate	the	corners	of	the	city.		

The	 proliferation	 of	 minimarkets	 is	 a	
challenge	 for	 minimarket	 entrepreneurs,	
especially	those	around	the	Makassar	area.	For	
this	reason,	every	company	or	minimarket	must	

always	 look	 for	 ways	 or	 sales	 strategies	 to	
capture	 people's	 interest	 and	 purchasing	
power.	 Starting	 from	 planning	 the	 products	
produced,	 pricing,	 promotional	 strategies,	
market	 segmentation,	 product	 differentiation	
and	 so	 on	 that	 can	 attract	 people's	 buying	
interest.	 However,	 this	 must	 be	 thought	
carefully	and	done	correctly.	However,	all	this	is	
not	enough	to	make	buyers	return	because	they	
get	similar	products	at	relatively	the	same	price	
or	 even	 cheaper	 and	 of	 better	 quality	
everywhere.	Companies	must	be	able	 to	make	
something	different	from	competitors	 in	order	
to	win	the	hearts	of	buyers	so	that	they	become	
customers	in	the	long	term.		

So	a	strategy	is	needed	to	keep	consumers	
interested	 and	 buying	 products	 sold	 in	
minimarkets.	 According	 to	 (Assauri,	 2012)	
marketing	 strategy	 is	 a	 series	 of	 goals	 and	
objectives,	 policies	 and	 rules	 that	 provide	
direction	to	a	company's	marketing	efforts	from	
time	to	time,	at	each	level	and	its	references	and	
allocations,	especially	as	a	company's	response	
to	 the	 environment	 and	 circumstances.	 ever-
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changing	competition.	A	marketing	strategy	is	a	
statement	(either	implicit	or	explicit)	about	how	
a	 brand	 or	 product	 line	 achieves	 its	 goals.	
Marketing	 methods	 can	 also	 be	 used	 to	 face	
competitors	 who	 sometimes	 develop,	
promotional	 exercises	 are	 an	 important	
requirement	for	companies	and	are	an	absolute	
must	to	do.		

Every	company	must	be	good	at	reading	
market	 situations	 now	 and	 in	 the	 future.	 This	
means	that	the	company	must	be	responsive	to	
what	buyers	will	need	and	require,	then,	at	that	
time,	 when	 and	 where	 it	 will	 be	 needed.	
Expanded	 transactions	 are	 something	 that	 is	
highly	 expected	 by	 companies	 participating	 in	
retail	 as	 well	 as	 Alfamart,	 expanded	
transactions	 can	 be	 achieved	 with	 the	
assumption	that	the	established	procedures	can	
run	 well	 and	 can	 overcome	 local	 regional	
problems.	Alfamart	is	one	of	the	main	places	for	
regions	to	solve	local	problems.		

To	 adapt	 to	 Alfamart	 buyers,	 of	 course	
you	 need	 good	 promotional	 methods	 and	
recognize	 the	 techniques	 used	 by	 other	
minimarkets.	The	aim	is	for	people	to	really	feel	
the	 sensation	 of	 shopping	 for	 themselves	 at	
Alfamart,	 even	 though	 there	 are	 many	
minimarkets	 closer,	 people	 really	 shop	 at	
Alfamart,	especially	Alfamarat	at	Alfamart	R272	
Nusantara.	 Several	 examinations	 have	 been	
carried	 out	 by	 previous	 experts	 directed	 by	
(Sumarti,	2020)	with	the	title	Application	of	the	
Exhibition	 System	 in	 Expanding	 the	 Offer	 of	
Goods	 at	 Alfamart	 1878	 Arya	 Banjar	 Getas,	
Mataram	City.	 in	expanding	the	offer	of	goods,	
by	holding	presentations	in	open	places,	so	that	
people	who	ask	for	goods	or	items	can	see	and	
buy	the	goods	directly,	so	that	people	today	do	
not	 only	 accept	 that	 at	 Alfamart	 Arya	
Banjargetas	they	only	rely	on	profits	but	not	on	
additional	quality.		

Apart	from	that	(Dewata,	2020)	with	the	
research	 title	 Marketing	 Strategy	 Analysis	 in	
Efforts	to	Increase	Sales	Volume	at	PT	Coca	Cola	
Amatil	 Indonesia,	 South	 Kalimantan.	 The	
research	results	show	(1)	PT	Coca	Cola	Amatil	
Indonesia	has	succeeded	in	increasing	its	sales	
this	 year,	 this	 increase	 cannot	 be	 separated	
from	 marketing	 strategy	 carried	 out	 by	 the	

company,	 (2)	 Internal	 and	 external	 factors	
greatly	 influence	 the	 company	 to	 realize	
marketing	strategies	to	increase	sales	volume	at	
PT.	 Coca	 Cola	 Amatil	 Indonesia.	 Based	 on	 the	
above	 phenomenon	 and	 several	 previous	
researchers,	 researchers	 are	 interested	 in	
researching	marketing	 strategies	 in	 increasing	
sales.	 Therefore,	 researchers	 are	 interested	 in	
research	entitled	"Marketing	Strategy	Analysis	
in	 Increasing	 Sales	 in	 the	 Archipelago	 (Case	
Study	at	Alfamart	R272	Nusantara)"	

	
2 RESEARCH METHODOLOGY 

This	 research	 is	 a	 graphic	 report	with	 a	
subjective	 methodology,	 aimed	 at	 providing	 a	
comprehensive	understanding	of	the	problems	
related	to	the	marketing	techniques	of	Alfamart	
R272	 Nusantara.	 The	 focus	 is	 on	 auditing	
Alfamart	 Nusantara's	 marketing	 strategy	 in	
increasing	 sales,	 especially	 at	 Alfamart	 R272	
Nusantara.	The	research	location	is	at	Alfamart	
R272	which	 is	 located	 on	 Jln.	 Archipelago	 no.	
342	Butung,	District.	Wajo,	Makassar	City,	with	
research	 conducted	 from	 January	 to	 February	
2022.	 Data	 for	 this	 research	 was	 obtained	
through	 evaluated	 sources	 and	 narrative	
information.	

Primary	 data	 was	 obtained	 through	
interviews	 with	 Alfamart	 R272	 employees,	
while	 secondary	 data	 was	 obtained	 from	
company	 records	 and	 other	 documentation.	
Data	 collection	 techniques	 used	 include	
interviews,	 observation	 and	 document	 study.	
The	 data	 analysis	 method	 involves	 collecting	
information	from	the	field,	reducing	the	data	to	
classify	 the	 information	 carefully,	 presenting	
the	data	to	reach	a	determination,	and	drawing	
conclusions	by	dissecting	 the	 information	 that	
has	been	collected.	Thus,	this	research	aims	to	
provide	a	comprehensive	overview	of	Alfamart	
Nusantara's	marketing	strategy	and	 its	 impact	
on	 sales,	 using	 a	 subjective	 approach	 and	
various	 methods	 of	 collecting	 and	 analyzing	
relevant	data.	
	
3. RESULTS AND DISCUSSION 

The results of research regarding the 
strengths and weaknesses of Alfamart R272 
Nusantara show that conditions are going 
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according to plan with good trading exchange 
management and consistent buyer visits every 
day. However, it is necessary to pay attention to 
several aspects to see the situation 
comprehensively. 

In terms of risk, Alfamart R272 Nusantara 
is faced with potential dangers such as disasters 
and decreased income. To avoid these risks, 
companies adopt promotional strategies that 
involve pamphlets and direct interaction with the 
public. However, there is still a gap in public 
knowledge about the goods sold at Alfamart.  In 
terms of opportunities, Alfamart has an advantage 
in the trading industry with various growth 
potentials such as the number of eating places and 
schools. Its strategic location also provides 
opportunities for beach visitors to shop for daily 
needs. However, there are still obstacles such as a 
lack of public awareness of the prices of the goods 
offered. 

The marketing strategy implemented at 
Alfamart R272 Nusantara includes cleanliness, 
arrangement of goods, competitive prices and 
various promotions. Through digital promotions 
and membership programs, Alfamart has 
succeeded in attracting buyers with attractive 
offers. However, there are still obstacles in 
communication between sellers and public 
awareness of available products.  The location of 
Alfamart R272 Nusantara is considered strategic 
and able to reach various segments of society. 
Good administration and friendly service are 
important factors in retaining customers. 
Determining the value of goods according to their 
quality is also Alfamart's advantage. Even though 
there are several obstacles faced, research shows 
that Alfamart R272 Nusantara is able to maintain 
business continuity through appropriate marketing 
strategies and satisfactory service for customers.. 

 
4. CLOSING 

Based on research, it was concluded that the 
quality of service at Alfamart R272 Nusantara 
Makassar City is highly rated by consumers, 
which includes reliability, responsiveness, 
guarantee, empathy and product quality. 
Consumer buying interest in Alfamart R272 
Nusantara is in the medium category, with most 
consumers tending to shop there and recommend 
it to others. There is a positive influence between 

service quality and purchase intention, especially 
in the guarantee dimension, highlighting the 
importance of the salesperson/cashier's attitude 
and knowledge. The advice given is for Alfamart 
R272 Nusantara to pay attention to service quality, 
conduct regular research to understand consumer 
expectations, and pay special attention to 
perceived problems and consumer expectations. 
 
BIBLIOGRAPHY 
	
Adil,	 M.	 (2022).	 Accountability	 and	

Transparency	 in	 the	 Public	 and	 Private	
Sector.	 International	 Journal	 Of	
Humanities	Education	and	Social	Sciences	
(IJHESS),	1(6).	

	
Adiningrat,	 A.	 A.,	 Ruhayu,	 Y.,	 Rustan,	 R.,	

Wahyuni,	S.,	&	Fitrianti,	A.	N.	(2022).	The	
Effect	of	Financial	Literature	and	Islamic	
Work	Motivation	 on	 the	 Performance	 of	
Food	 Micro,	 Small	 and	 Business	
Enterprises	 (MSMEs)	 in	 Makassar	 City.	
Budapest	 International	 Research	 and	
Critics	 Institute-Journal	 (BIRCI-Journal),	
5(4),	30836-30845.	

	
Adiningrat,	 A.	 A.,	 &	 Warda,	 W.	 (2023).	 The	

Development	 of	 Intensity	 Model	 on	
Technopreneurship	to	Improve	Turnover	
in	Micro,	 Small	 and	Medium	Enterprises	
(MSMEs)	 Culinary	 in	 Makassar,	
Indonesia.	 International	 Journal	 of	
Economics	 Development	 Research	
(IJEDR),	4(2),	218-228.	

	
Adiningrat,	A.	A.,	Rustan,	R.,	&	Aisyah,	S.	(2023).	

Optimizing	 of	 Resources	 Utilization	
Through	 Islamic	 Spiritual	
Entrepreneurship	 to	 Improve	 The	
Welfare	 of	 Coastal	 Communities.	
International	 Journal	 of	 Economics	
Development	 Research	 (IJEDR),	 4(2),	
170-180.	

	
Adiningrat,	 A.	 A.,	 &	 Rustan,	 S.	 A.	 (2022).	

Strengthening	 Of	Marketing	 Information	
Systems	 and	 Accounting	 Information	
Systems	 for	 Micro	 Small	 and	 Medium	
Enterprises	 (UMKM)	 Food	 Culinary	
Makassar.	 Budapest	 International	
Research	 and	 Critics	 Institute-Journal	
(BIRCI-Journal),	5(4),	30580-30585.	

	
Adiningrat,	 A.	 A.,	 &	 Warda,	 W.	 (2023).	 The	



 
GOODWILL Journal Of Economics, Management, and Accounting 
e-ISSN: 0000-0000 
Volume 1 Number 1 | Apri 2021 

 

https://jurnal.amertainstitute.com/index.php/GoodWill/| Volume 1 No. 1 April  2021 18 

 

Development	 of	 Intensity	 Model	 on	
Technopreneurship	to	Improve	Turnover	
in	Micro,	 Small	 and	Medium	Enterprises	
(MSMEs)	 Culinary	 in	 Makassar,	
Indonesia.	 International	 Journal	 of	
Economics	 Development	 Research	
(IJEDR),	4(2),	218-228.	

	
Ahmad	 Saebani,	 B.	 (2008).	 Metode	 Penelitian.	

Bandung:	Pustaka.	
	
Alma,	 B.	 (2011).	 Kewirausahaan.	 Bandung:	

Alfabeta.	
	
Alma,	 B.	 (2016).	 Manajemen	 Pemasaran	 dan	

Pemasaran	Jasa.	Bandung:	Alfabeta.	
	
Anoraga,	P.	(2010).	Manajemen	Bisnis.	Jakarta:	

PT.	Rieneka	Cipta.	
	
Anoraga,	P.	(2012).	Manajemen	Bisnis.	Jakarta:	

PT.	Rieneka.	
	
Arsal,	M.,	HAMID,	N.	I.	N.	B.	A.,	Arsal,	R.,	&	Basri,	

M.	 (2014).	 Consumer	 Behavior	 of	 the	
Islamic	banking.	 International	 Journal	 of	
Science	 Commerce	 and	 Humanities,	 59-
64.	

	
Ariffa	 Tio	 Hanggita.	 (2018).	 Analisis	 Strategi	

Pemasaran	Dalam	Peningkatan	Penjualan	
(studi	 objek	 kasus	 pada	 alfamart	 R272	
Nusantara).	Jurnal	Manajmen	Bisnis,	Vol.	
8,	Nomer	02,	Oktober.	

	
Arman,	A.	(2021).	Analysis	of	Motor	Vehicle	Tax	

Revenues	before	and	after	the	Tax	Kring.	
Point	 of	 View	 Research	 Accounting	 and	
Auditing,	2(2),	144-149.	

	
Arman,	 A.,	 &	 Mira,	 M.	 (2021).	 Does	 Tax	

Avoidance	 Make	 Do	 Earning	 Opacity?.	
Atestasi:	 Jurnal	 Ilmiah	 Akuntansi,	 4(1),	
88-95.	

	
Arsal,	 M.,	 &	 Arsal,	 D.	 (2019,	 August).	 Urban	

forest	and	financial	resources	perspective	
in	 Indonesia.	 In	 IOP	 Conference	 Series:	
Materials	 Science	 and	 Engineering	 (Vol.	
593,	No.	1,	p.	012006).	IOP	Publishing.	

	
Arniati,	 A.,	 Arsal,	 M.,	 Akhmad,	 A.,	 Asdar,	 A.,	 &	

Adiningrat,	 A.	 A.	 (2020).	 Impression	 of	
Student	Knowledge	on	Decisions	Become	
a	 Customer	 of	 Islamic	 Banks.	
International	 Journal	 of	 Business	

Economics	(IJBE),	1(2),	145-152.	
	
Bungin,	B.	(2004).	Metode	Penelitian	Kualitatif.	

Bandung:	Rosda	Karya.	
	
Buchari	 Alma.	 (2011).	 Kewirausahaan.	

Bandung:	Alfabeta.	
	
Buchari	 Alma.	 (2016).	 Manajemen	 Pemasaran	

dan	Pemasaran	Jasa.	Bandung:	Alfabeta.	
	
Burhan	 Bungin.	 (2004).	 Metode	 Penelitian	

Kualitatif.	Bandung:	Rosda	Karya.	
	
Danu	 Suprayogi.	 (n.d.).	 Penerapan	 Strategi	

Pemasaran	 di	 PT.	 Asuransi	 Jiwa	 Syariah	
Bumi	 Putera	 Bandar	 Lampung	 dalam	
Meningkatkan	Penjualan	Produk	Assalam	
Family.	

	
Eddy	 Yunus.	 (2016).	 Manajemen	 Strategis.	

Yogyakarta:	Andi.	
	
Fandy	 Tjiptono.	 (2017).	 Strategi	 pemasaran.	

Yogyakarta:	CV.	Andi	Offset.	
	
Febrianto,	 H.	 G.	 (2010).	 Strategi	 Pemasaran	

pada	 Mini	 Market	 Ahad	 dalam	
Peningkatan	 Volume	 Penjualan.	 Jakarta:	
UIN	Syarif	Hidayatulloh.	

	
Husein	 Umar.	 (2010).	 Strategi	 Manajement	 in	

Action.	 Jakarta:	 PT.	 Gramedia	 Pustaka	
Utama.	

	
Jonotan	 Sarwono.	 (2006).	 Metodologi	

Penelitian	 Kuantitatif	 Kualitatif.	
Yogyakarta:	Graha	Ilmu.	

	
Juansyah	 Noor.	 (2013).	 Metodologi	 Penelitian	

Skripsi,	Tesis,	Disertasi,	dan	Karya	Ilmiah.	
Jakarta:	Kencana	Prenada	Group.	

	
Juliansyah	Noor.	(2013).	Metodologi	Penelitian.	

Jakarta:	PT.	Raja	Grafindo.	
	
Kasmir.	(2010).	Manajemen	Perbankan.	Jakarta:	

PT.	Raja	Grafindo	Persada.	
	
Keggan,	 W.	 J.	 (2010).	 Manajemen	 Pemasaran	

Global.	Jakarta:	Prenhal	lindo.	
	
Lexy	 J	Meleong.	 (2013).	Metodologi	 Penelitian	

Kualitatif	 Kuantitatif	 Edisi	 revisi.	
Bandung:	PT.	Remaja	Rosda	karya.	

	



 
GOODWILL Journal Of Economics, Management, and Accounting 
e-ISSN: 0000-0000 
Volume 1 Number 1 | Apri 2021 

 

https://jurnal.amertainstitute.com/index.php/GoodWill/| Volume 1 No. 1 April  2021 19 

 

Lexy	 J	Meleong.	 (2006).	Metodologi	 Penelitian	
Kualitatif.	 Bandung:	 PT.	 Remaja	 Rosda	
Karya.	

	
Lexy	 J.	 Maleong.	 (2006).	 Metode	 Penelitian	

Kualitatif.	Bandung:	Remaja	Rosda	Karya.	
	
McCarthy-Perreault.	 (2010).	 Intisari	

Pemasaran.	Jakarta.	
	
McDaniel	 Jr,	 C.,	 &	 Gates,	 R.	 (2010).	 Riset	

Pemasaran	 Kontemporer.	 Jakarta:	
Salemba	Empat.	

	
Mubasit.	 (2012).	 Manajemen	 Pemasaran.	

Bandar	Lampung:	Fakultas	Dakwah	IAIN	
Raden	Intan	Lampung.	

	
8).	Metode	Penelitian.	Jakarta:	Ghalia	Indonesia.	
	
Muhammad	 Nizar.	 (2018).	 Pengaruh	 Sumber	

Daya	 Manusia,	 Permodalan	 Dan	
Pemasaran	Terhadap	Kinerja	Usaha	Kecil	
dan	 Menengah.	 Iqtishoduna,	 Vol.	 7,	
Nomor	1	April.	

	
Muhammad	 Syakir	 Sula.	 (2016).	 Asuransi	

Syariah	 Konsep	 dan	 Operasional.	
Bandung:	Alfabeta.	

	
Nur	 Rianto	 Al	 Arif.	 (2010).	 Dasar-Dasar	

Pemasaran	 Bank	 Syariah.	 Bandung:	
Alfabeta.	

	
Pandji	 Anoraga.	 (2010).	 Manajemen	 Bisnis.	

Jakarta:	PT.	Rieneka	Cipta.	
	
Philip	 Kotler,	 Kevin	 Lane	 Keller.	 (2010).	

Manajemen	 Pemasaran.	 Jakarta:	
Erlangga.	

	
Rahma	 Noviarini.	 (2012).	 Analisis	 Strategi	

Pemasaran	 dalam	 Meningkatkan	
Penjualan	 Produk	 A	 Mild	 pada	
Perusahaan	 Rokok	 PT.	 HM	 Sampoerna.	
Skripsi,	 Agribisnis	 Universitas	
Muhamadiyah	Malang.	

	
Rosady	 Ruslan.	 (2003).	 Penelitian	 Public	

Relation	dan	komunikasi.	Jakarta:	PT	Raja	
Grafindo	Persada.	

	
Soeranto.	(1988).	Metologi	Penelitian	Ekonomi	

Islam.	 Yogyakarta:	 Unti	 Penerbit	 dan	
Pencetakan	(UUP)	AMP,	YKNP.	

	

Sondang	 P.	 Siagian.	 (2010).	 Manajemen	
Stratejik.	Jakarta:	Bumi	Aksara.	

	
Sugiyono.	 (2014).	 Metode	 Penelitian	

Manajemen.	Bandung:	CV.	Alfabeta.	
	
Sugiyono.	(2011).	Metode	Penelitian	Kuantitatif	

Kualitatif	dan	R	&	D.	Bandung:	Alfabeta.	
	
Sugiyono.	 (2015).	 Metode	 Penelitian	

Kuantitatif.	 Bandung:	 PT.	 Remaja	
Rodakarya.	

	
Susilo	 Susiawan	 dan	 Abdul	 Muhid.	 (2015).	

Kepemimpinan	 Tranformasional,	
Kepuasan	 Kerja	 dan	 Komitmen	
Organisasi.	 Persona,	 Jurnal	 Pisiskologi	
Indonesia,	Vol.	04,	Nomer	03	September.	

	
Warren	 J,	 Keggan.	 (2010).	 Manajemen	

Pemasaran	Global.	Jakarta:	Prenhal	lindo.	


