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IMPLEMENTASI PERSONAL SELLING SEBAGAI STRATEGI 
KOMUNIKASI PEMASARAN 

 

ZAKY NAUFAL 

ABSTRAK 

 

Dampak pandemi COVID-19 memengaruhi aspek business tanpa terkecuali, 

khususnya bidang jasa, dan inilah yang membuat berlomba-lomba harus mencari 

upaya dalam mengubah strategi komunikasi pemasaran yang dimiliki agar tetap 

bertahan pada kondisi saat ini. Oleh sebab itu, fokus penelitian ini adalah 

bagaimana implementasi strategi komunikasi pemasaran yang dilakukan oleh 

salesperson ONE THIRTEEN LIVE ditinjau melalui teori penetrasi sosial antara 

salesperson dengan konsumen. Metode penelitian yang digunakan ialah metode 

kualitatif dengan pendekatan studi kasus. Hasil penelitian menunjukan bahwa dari 

keenam personality structure menurut Altman dan Taylor telah diterapkan oleh 

salesperson dengan konsumennya. Namun, dari pengembangan hubungan 

tersebut tidak membahas topik secara luas dan mendalam tentang keyakinan 

agama hingga perubahan filosofi tentang hidup. Sedangkan, dari tujuh tahap 

metode personal selling yakni prospecting and qualifying dimana salesperson 

menghindari untuk melakukan penilaian secara subjektif terhadap konsumen. Hal 

ini selaras dengan konsep tailored to perfection yang diterapkan oleh ONE 

THIRTEEN LIVE yakni menyadari setiap konsumen memiliki keunikan 

tersendiri dan membuat konsumen merasa special dengan pelayanan prima. 

 
Kata kunci: komunikasi pemasaran, penetrasi sosial, personal selling, salesperson, 

tailored to perfection. 
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THE IMPLEMENTATION OF PERSONAL SELLING AS A 
MARKETING COMMUNICATION STRATEGY 

 

ZAKY NAUFAL 

ABSTRACT 

 

The impact of the COVID-19 pandemic has affected business aspects without 

exception, especially in the service sector, and this is what makes competing to 

find efforts to change their marketing communication strategies in order to 

survive in current conditions. Therefore, the focus of this research is how the 

implementation of the marketing communication strategy carried out by the 

salesperson of ONE THIRTEEN LIVE is reviewed through the theory of social 

penetration between the salesperson and the consumer. The research method used 

is a qualitative method with a case study approach. The results show that the six 

personality structures according to Altman and Taylor have been applied by 

salespersons with their consumers. However, the development of these 

relationships does not discuss topics broadly and deeply about religious beliefs to 

changes in philosophy about life. Meanwhile, from the seven stages of the 

personal selling method, namely prospecting and qualifying, the salesperson 

avoids making subjective assessments of consumers. This is in line with the 

tailored to perfection concept implemented by ONE THIRTEEN LIVE, which is to 

realize that every customer is unique and makes consumers feel special with 

excellent service. 

 
Keywords: marketing communication, social penetration, personal selling, salesperson, 

tailored to perfection 
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