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MARKETING STRATEGY TO INCREASE SALES USING SWOT 

ANALYSIS AT  PT INTI TRADA ELEKTRO  

(CASE STUDY LED TUBE LAMP) 

Yuliana Kusumawati 
 
 

 
 

ABSTRACT 

 

The population growth has become the trigger for lamp market development in 

Indonesia, thus increase the domestic energy consumption. Currently the 

switching of lamp technology trend is happening, that is Light Emitting Diode 

(LED), which leads to the change in marketing strategy aspect. PT Inti Trada 

Elektro as the master distributor from Ledvance Pte. Ltd., have to define new 

marketing strategies for LED tube lamp, since the conventional tube lamp has 

been the sales back bone over the past months. This study will discuss the 

marketing strategy to increase sales at PT Inti Trada  Elektro using SWOT 

analysis. This study is using analytic descriptive with qualitative approach. The 

decrease in LED tube sales are caused by internal factors such as less promotion, 

less of marketing force, high selling price assumption, and limited goods 

distribution. Based on SWOT analysis, the company is suggested to bring new 

promotion innovation, giving special price for loyal customers, hiring more 

marketing staffs, and improve the procurement system to maintain the stock 

availability. 

 

 

Keywords: 

energy consumption, lamp trend, LED, tube lamp, promotion innovation 

 

 
 

 



ix 
 

DAFTAR ISI 

 

    Halaman 

HALAMAN JUDUL ……………............................................................... i 

HALAMAN PENGESAHAN ……………................................................. ii 

KATA PENGANTAR……………………………………………………. iii 

HALAMAN PERNYATAAN ORISINALITAS…………………………. v 

HALAMAN PERSETUJUAN PUBLIKASI……………………………... vi 

ABSTRAK………………………………………………………………... vii 

ABSRACT………………………………………………………………... viii 

DAFTAR ISI……………………………………………………………… ix 

DAFTAR GAMBAR……………………………………………………... xi 

DAFTAR TABEL………………………………………………………… xii 

DAFTAR LAMPIRAN…………………………………………………… xiii 

BAB I     PENDAHULUAN………………………………………….. 1 

 A. Latar Belakang Masalah………………………………… 

      1.1 Kondisi Pasar Lampu di Indonesia…………………. 

B. Identifikasi Masalah…………………………………….. 

C. Rumusan Masalah………………………………………. 

D. Tujuan Penelitian……………………………………….. 

E. Manfaat Penelitian……………………………………… 

1 

1 

3 

4 

4 

4 

BAB II KAJIAN PUSTAKA DAN KERANGKA PEMIKIRAN….. 6 

 A. Strategi Pemasaran……………………………………… 6 

 1. Pasar, Segmentasi, dan Nilai Pelanggan……………. 

2. Strategi Bauran Pemasaran…………………………. 

2.1 Produk………………………………………… 

2.2 Harga…………………………………………. 

2.3 Promosi……………………………………….. 

2.4 Place…………………………………………... 

3. Alat Analisis………………………………………... 

6 

8 

8 

9 

9 

10 

11 



x 
 

3.1 Analisis Lingkungan Eksternal Perusahaan…... 

      (Opportunity –Threat) 

3.2 Analisis Lingkungan Internal Perusahaan…….. 

      (Strengths –Weaknesses) 

3.3 Matrik Internal Eksternal……………………... 

3.4 Lampu Tubular LED………………………….. 

11 

 

15 

 

16 

19 

BAB III METODOLOGI PENELITIAN……………………………. 

3.1 Desain Penelitian……………………………………….. 

3.2 Metode Pengumpulan Data……………………………... 

3.3 Data dan Sumber Data………………………………….. 

3.4 Teknik dan Prosedur Pengumpulan Data……………….. 

3.5. Prosedur Analisis Data…………………………………. 

3.6 Tahap Pencocokan (Matching Stage)…………………... 

3.7 Tahap Keputusan (Decision Stage)……………………... 

3.8 Pemeriksaan Keabsahan Data…………………………... 

22 

22 

22 

22 

23 

23 

28 

33 

36 

BAB IV HASIL PENELITIAN……………………………………… 37 

 A. Gambaran Umum tentang Latar Penelitian……………. 

1. Deskripsi Obyek Penelitian………………………... 

2. Visi dan Misi Perusahaan………………………….. 

B. Temuan Penelitian……………………………………... 

1. Strategi Pemasaran Lampu OSRAM Tubular LED.. 

2. Bauran Pemasaran…………………………………. 

3. Tahap Masukan (Input)……………………………. 

4. Tahap Pencocokan (Matching)…………………….. 

5. Tahap Keputusan…………………………………... 

37 

37 

38 

38 

38 

39 

41 

46 

49 

BAB V KESIMPULAN DAN SARAN…………………………….. 

A. Kesimpulan……………………………………………... 

B. Saran……………………………………………………. 

52 

52 

52 

DAFTAR PUSTAKA 

LAMPIRAN 

 

 



xi 
 

DAFTAR GAMBAR 

 

    Halaman 

Gambar 1.1 Konsep  Pengembangan  Strategi  Pemasaran  PT Inti 

Trada Elektro................................................................. 

5 

Gambar 2.1 

Gambar 2.2 

Gambar 3.1 

Gambar 4.1 

 

Model Lima Kekuatan................................................... 

Layar Bisnis General Electric........................................ 

Matriks Internal-Eksternal............................................. 

Posisi Lampu OSRAM Tubular LED dalam Matriks 

Internal dan Eksternal.................................................... 

13 

16 

30 

 

46 

   

 



xii 
 

DAFTAR TABEL 

 

    Halaman 

Tabel 1.1  Konsumsi Lampu Listrik di Indonesia.........………………. 1 

Tabel 3.1 

 

Tabel 3.2 

Tabel 3.3 

Tabel 3.4 

Tabel 3.5 

Tabel 4.1 

 

Tabel 4.2 

 

Tabel 4.3 

Tabel 4.4 

Tabel 4.5 

Bentuk    Penilaian Bobot  Faktor-faktor  Strategis  Internal 

dan Eksternal ....................……............................................ 

Matriks Internal Factor Evaluation...................................... 

Matriks External Factor Evaluation..................................... 

Matriks SWOT...................................................................... 

Quantitative Strategic Planning Matrix (QSPM).................. 

Matriks  External   Factor   Evaluation    Lampu    

OSRAM Tubular LED.......................................................... 

Matriks    Internal   Factor   Evaluation   Lampu    

OSRAM Tubular LED.......................................................... 

Matriks SWOT Lampu OSRAM Tubular LED.................... 

Matriks QSPM Lampu OSRAM Tubular LED..................... 

Ringkasan Matriks QSPM Lampu OSRAM Tubular 

LED....................................................................................... 

 

25 

27 

28 

33 

35 

 

43 

 

45 

49 

50 

 

51 

   

 



xiii 
 

DAFTAR LAMPIRAN 

 

    Halaman 

Lampiran 1 Rekap Faktor Strategi Internal dan Eksternal................ 54 

Lampiran 2 

Lampiran 3 

Lampiran 4 

Lampiran 5 

Lampiran 6 

Lampiran 7 

Lampiran 8 

 

Lampiran 9 

Matriks Faktor Internal.................................................. 

Matriks Faktor Eksternal............................................... 

Matriks SWOT............................................................... 

Matriks QSPM............................................................... 

Laporan Penjualan Lampu Tube LED........................... 

Hasil Wawancara dengan Direktur Utama.................... 

Hasil Wawancara dengan Sales dan Marketing 

Manager......................................................................... 

E-Catalog LED Tube OSRAM...................................... 

55 

56 

57 

58 

59 

60 

 

62 

64 

   

 


