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ABSTRAK 

Pop-up store menjadi strategi pemasaran efektif bagi brand lokal dalam 

membangun pengalaman belanja langsung dengan konsumen. Penelitian ini bertujuan 

untuk mengetahui bagaimana strategi pop-up store Aska Label di Mall Margo City 

berpengaruh terhadap penjualan. Metode yang digunakan adalah pendekatan 

kualitatif dengan metode studi kasus digunakan dalam penelitian ini, melalui 

wawancara yang diambil berjumlah 7 orang , observasi, dan dokumentasi. 

Hasil penelitian menunjukkan adanya peningkatan penjualan secara signifikan 

selama pelaksanaan pop-up store. Kehadiran fisik brand membangun pengalaman 

belanja langsung yang berdampak pada meningkatnya minat beli dan loyalitas 

konsumen. Dengan demikian, pop-up store terbukti memiliki hubungan positif 

terhadap peningkatan penjualan Aska Label. 

Kata Kunci: Strategi_Brand, Pop-Up _Store, Penjualan 
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ABSTRACT 

Pop-up stores have become an effective marketing strategy for local brands in 

creating direct shopping experiences with consumers. This study aims to examine 

how Aska Label’s pop-up store strategy at Margo City Mall influences sales. A 

qualitative approach with a case study method was used in this research, involving 

interviews with seven participants, as well as observation and documentation. 

The results show a significant increase in sales during the implementation of 

the pop-up store. The brand’s physical presence provided a direct shopping 

experience that led to increased purchase interest and customer loyalty. Thus, the 

pop-up store has proven to have a positive relationship with the sales growth of Aska 

Label. 

Keywords: Strategi_Brand, Pop-Up _Store, Penjualan 



Universitas Bakrie 

viii 

DAFTAR ISI 

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

1.1 Latar Belakang ............................................................................................... 1 

1.2 Rumusan Masalah .......................................................................................... 4 

1.3 Tujuan Penelitian............................................................................................ 5 

1.4 Manfaat Penelitian ......................................................................................... 5 

1.4.1 Manfaat Teoritis ............................................................................................. 5 

1.4.2 Manfaat Praktis .............................................................................................. 6 

BAB II  TINJAUAN TEORITIS .............................................................................. 7 

2.1 Definisi Konsep dan Pendekatan Teori ........................................................ 7 

2.1.1 Pemasaran ....................................................................................................... 7 

2.1.2 Perumusan Strategi ........................................................................................ 7 

2.1.3 Pop-Up Retail strategi .................................................................................... 9 

2.1.4 Experiential Marketing ................................................................................ 10 

2.1.5 Teori Strategi Pemasaran (Marketing Strategy) ......................................... 10 

2.1.6  Pemasaran Jasa ............................................................................................ 15 

2.1.7 Pengertian dan Karakteristik Jasa ............................................................. 16 

2.1.8. Penjualan (Sales)  ......................................................................................... 15 

2.1.9. Peningkatan Penjualan  ............................................................................... 16 

2.2 Penelitian Terdahulu .................................................................................... 16 

2.3 Kerangka Pemikiran .................................................................................... 22 

2.4. Hipotesis  ....................................................................................................... 23 

BAB III  METODE PENELITIAN ........................................................................ 24

3.1 Metode Penelitian ......................................................................................... 24 

3.2 Subjek Penelitian .......................................................................................... 25 

3.3 Sumber Data dan Teknik Pengumpulan Data ........................................... 25 

3.3.1 Sumber Data ................................................................................................. 25 



Universitas Bakrie 

ix 

3.3.2 Teknik Pengumpulan Data .......................................................................... 26 

3.4 Definisi Konseptual dan Operasional Konsep ........................................... 29 

3.5 Teknik Analisis Data .................................................................................... 31 

3.6 Pengujian Keabsahan Data ......................................................................... 32 

3.7 Etika Penelitian ............................................................................................ 33 

BAB IV HASIL DAN PEMBAHASAN  ................................................................. 34 

4.1. Gambaran Umum Objek Penelitian  .......................................................... 34 

4.1.1.  Profil Aska Label  ......................................................................................... 35 

4.1.2.  Filosofi Logo Aska Label  ............................................................................ 40 

4.1.3.  Profil Informan  ............................................................................................ 40 

4.2.  Hasil Penelitian  ............................................................................................ 46 

4.3.  Analisis Data  ................................................................................................ 47 

4.3.1.  Strategi Brand Aska Label Dalam Pop-Up Store di Mall Margo City  .... 47 

4.3.2. Perkembangan Penjualan Brand Aska Label Sebelum dan Sesudah 

Menggunakan Pop-up Store di Mall Margo City ....................................... 50 

4.3.3.  Penerapan Strategi Brand Aska Label dalam Pop-Up store di Mall Margo 

City Hubungannya Dengan Penjualan ....................................................... 51 

4.4. Pembahasan  ................................................................................................. 52 

4.2.1.  Strategi Brand Aska Label Dalam Pop-Up Store di Mall Margo City ...... 52 

4.4.2.  Perkembangan Penjualan Sebelum dan Sesudah Pop-Up Store .............. 54 

4.4.3.  Penerapan Strategi Brand Aska Label dalam Pop-up Store Hubungannya 

Dalam Penjualan  ......................................................................................... 55 

4.4.4.  Hasil Wawancara Triangulator  .................................................................. 56 

BAB V PENUTUP  ................................................................................................... 58 

5.1. Kesimpulan  .................................................................................................. 58 

5.2. Saran  ............................................................................................................. 59 



Universitas Bakrie 

x 

DAFTAR TABEL 

Tabel 1 Penelitian Terdahulu  ................................................................................. 16 

Tabel 2 Operasional dan Konseptual  .................................................................... 29 



Universitas Bakrie 

xi 

DAFTAR GAMBAR 

Gambar 1 Diagram Jumlah Pop-up store  ............................................................ 1 

Gambar 2 Pop-Up Store Aska Label  .................................................................... 3 

Gambar 3  Logo Aska Label  ................................................................................ 35 

Gambar 4 Suasana Pop-up Store Aska Label .................................................... 36 

Gambar 5. Umroh Collection  ............................................................................... 37 

Gambar 8 Men Collection  ................................................................................... 38 

Gambar 9 Kids Collection  ................................................................................... 39 

Gambar 10  Logo Aska Label  ................................................................................. 40 

Gambar 11  Andre, Pemilik Aska Label  ............................................................... 41 

Gambar 12  Febrina Ayu, Designer Aska Label  ................................................... 42 

Gambar 13  Nazwa Rahma Rizka, SPG Aska Label  ........................................... 43 

Gambar 14  Eka, Tim Finance Aska Label  ........................................................... 43 

Gambar 15  Tiara Mutamaroh, Konsumen Aska Label  ...................................... 44 

Gambar 16  Sella Aulia, Konsumen Aska Label  .................................................. 44 

Gambar 17 Ajeng Aprilyanti, Quality Control Aska Label  ................................ 45 

Gambar 18  Holila Hatta S.Pd., M.M., Dosen ManajemenUniversitas Bakrie  . 45 

Gambar 19 Grafik penjualan Aska Label Per Hari Di Bulan April  .................. 51 


