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ABSTRAK 

Nama   : Elsa Agussia Moudita 

NIM   : 1201721007 

Judul   : Strategi Penjualan Berbasis Sales Funnel: Perspektif Sales  

  Person dalam Meningkatkan Performa Penjualan di  

  CNBC Indonesia 

Jumlah Halaman : 94 Halaman, 3 Lampiran 

 

Penelitian ini bertujuan untuk menganalisis penerapan dan efektivitas strategi penjualan 

berbasis sales funnel dalam meningkatkan kinerja (sales performance) sales person di 

CNBC Indonesia, sebuah perusahaan media dengan fokus bisnis dan ekonomi. Di 

tengah persaingan media digital yang ketat, perusahaan dihadapkan pada tantangan 

untuk tidak hanya mengakuisisi pelanggan tetapi juga mempertahankan hubungan 

jangka panjang yang profitabel. Penelitian ini menggunakan pendekatan kualitatif 

dengan metode studi kasus, di mana data primer dikumpulkan melalui wawancara 

mendalam dengan Sales Manager CNBC Indonesia, perwakilan pelanggan aktif dari 

ASRI (Agung Sedayu Retail Indonesia), dan perwakilan calon pelanggan dari Paragon 

Corp.  

Hasil analisis menunjukkan bahwa CNBC Indonesia telah mengimplementasikan 

strategi sales funnel secara sistematis melalui enam tahapan: Awareness, Interest, 

Evaluation, Negotiation & Decision, Sale, dan Renewal/Repurchase. Tahap  Awareness 

berhasil dibangun melalui kekuatan merek (brand equity) dan thought leadership events. 

Tahap Evaluation teridentifikasi sebagai filter paling krusial, di mana kemampuan sales 

person dalam menyajikan proposal yang terkustomisasi dan menangani keberatan 

menjadi penentu keberhasilan. Sementara itu, tahap Renewal/Repurchase menjadi 

pendorong utama profitabilitas jangka panjang melalui strategi retensi yang berfokus 

pada kemitraan dan peningkatan Customer Lifetime Value (CLV).  

Meskipun kerangka kerja funnel ini efektif pada pelanggan inti, penelitian menemukan 

tantangan signifikan dalam penerapannya pada segmen pasar di luar industri utama. 

Kegagalan untuk "menerjemahkan" proposisi nilai audiens premium CNBC Indonesia 

menjadi manfaat yang relevan bagi industri seperti FMCG menjadi hambatan utama, 

yang mengakibatkan kebocoran (leakage) prospek pada tahap Interest dan Evaluation. 

Kinerja penjualan secara keseluruhan sangat dipengaruhi oleh kualitas pendekatan 

konsultatif (consultative selling) dan kemampuan adaptasi sales person di setiap 

tahapan funnel. 

 

Kata Kunci: Sales Funnel, Sales Performance, Penjualan Konsultatif, Kinerja 

Penjualan, Media Digital. 
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ABSTRACT 

Name   : Elsa Agussia Moudita 

Student ID  : 1201721007 

Title   : Sales Funnel-Based Sales Strategy: The Salesperson's  

  Perspective on Improving Sales Performance at  

  CNBC Indonesia 

Pages   : 94 Pages, 3 Appendies 

 

This study aims to analyze the implementation and effectiveness of sales funnel-based 

sales strategies in improving the sales performance of sales personnel at CNBC 

Indonesia, a media company focusing on business and economics. Amidst intense 

competition in the digital media industry, companies face the challenge of not only 

acquiring customers but also maintaining profitable long-term relationships. This 

study employs a qualitative approach using the case study method, where primary data 

is collected through in-depth interviews with the Sales Manager of CNBC Indonesia, 

active customer representatives from ASRI (Agung Sedayu Retail Indonesia), and 

potential customer representatives from Paragon Corp. 

The analysis results show that CNBC Indonesia has systematically implemented a 

sales funnel strategy through six stages: Awareness, Interest, Evaluation, Negotiation 

& Decision, Sale, and Renewal/Repurchase. The Awareness stage was successfully 

built through brand equity and thought leadership events. The Evaluation stage was 

identified as the most critical filter, where the salesperson's ability to present 

customized proposals and address objections determines success. Meanwhile, the 

Renewal/Repurchase stage serves as the primary driver of long-term profitability 

through retention strategies focused on partnerships and enhancing Customer Lifetime 

Value (CLV). 

Although this funnel framework is effective for core customers, research has found 

significant challenges in its application to market segments outside the main industry. 

The failure to “translate” the value proposition of CNBC Indonesia's premium audience 

into relevant benefits for industries such as FMCG is a major obstacle, resulting in 

leakage of prospects at the Interest and Evaluation stages. Overall sales performance is 

greatly influenced by the quality of the consultative selling approach and the 

salesperson's ability to adapt at each stage of the funnel. 

 

Keywords: Sales Funnel, Sales Performance, Consultative Selling, Sales Performance, 

Digital Media. 
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