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ANALISIS STRATEGI PERSONAL SELLING DALAM MENINGKATKAN PENJUALAN 

PAKET EDUKASI SEKOLAH DI TRANS STUDIO CIBUBUR 

 

Melya sari 

 

 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis penerapan strategi personal selling yang 

dijalankan oleh tim sales Trans Studio Cibubur dalam memasarkan Paket Edukasi Sekolah 

(Paket Edutainment) ke segmen pasar Business-to-Business (B2B) institusi pendidikan 

formal, serta mendeskripsikan persepsi tim sales dan pihak sekolah (sebagai buying center) 

terhadap efektivitas strategi tersebut. Penelitian ini dilatarbelakangi oleh fluktuasi omset 

penjualan edutainment periode 2023–2025 dan hadirnya tantangan "Paradoks Edutainment" 

(edu-washing), di mana klaim nilai edukasi wahana rekreasi kerap dipersepsikan secara 

superfisial oleh institusi sekolah. 

 

Metode penelitian yang digunakan adalah kualitatif deskriptif dengan pendekatan studi 

kasus. Pengumpulan data dilakukan melalui observasi berperanserta pasif, wawancara 

mendalam dengan informan kunci internal (Sales Manager dan staf sales) serta responden 

eksternal (pihak sekolah dan komite), yang dilengkapi dengan studi dokumentasi. 

Keabsahan data diuji menggunakan teknik triangulasi sumber dan triangulasi teknik. 

 

Hasil penelitian menunjukkan bahwa Trans Studio Cibubur berhasil menggeser paradigma 

penjualan tradisional menuju Holistic Selling. Untuk mereduksi skeptisisme sekolah, tim 

sales menerapkan strategi pembuktian substantif melalui demonstrasi alat peraga ilmiah 

mini (seperti Bosun Chair dan Simulator Gaya Sentripetal) serta integrasi alur belajar Tiga 

Tahap (Pre, On, dan Post-Trip). Validasi akademis Lembar Kerja Siswa (LKS) yang 

disahkan melalui kolaborasi bersama UIN Syarif Hidayatullah Jakarta terbukti menjadi 

instrumen social proof yang sangat efektif dalam menyelaraskan wahana Science Center 

dengan Kurikulum Merdeka dan Projek Penguatan Profil Pelajar Pancasila (P5). Dalam 

pelaksanaan tahapan personal selling (mulai dari prospecting, preapproach, presentation, 

handling objection, closing, hingga follow-up), tim sales berperan sebagai "orkestrator nilai" 

dan konsultan pendidikan yang mampu mengatasi keberatan terkait anggaran dan jaminan 

keselamatan. Implikasi dari penerapan strategi holistik ini tidak hanya mengoptimalkan 

konversi penjualan, tetapi juga membangun kemitraan jangka panjang dan mendorong 

terjadinya pemesanan berulang (repeat order) dari institusi sekolah. 

 

• Kata Kunci: Personal Selling, Edutainment, Holistic Selling, B2B Marketing, 

Buying Center, Kurikulum Merdeka, Science Center, Trans Studio Cibubur. 
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ANALYSIS OF PERSONAL SELLING STRATEGY IN INCREASING SCHOOL 

EDUCATION PACKAGE SALES AT TRANS STUDIO CIBUBUR 

 

Melya sari 

 

 

 

ABSTRACT 

 

 

This study aims to analyze the implementation of the personal selling strategy carried out 

by the sales team of Trans Studio Cibubur in marketing the School Education Package 

(Edutainment Package) to the Business-to-Business (B2B) market segment of formal 

educational institutions, as well as to describe the perceptions of the sales team and school 

stakeholders (acting as the buying center) regarding the effectiveness of this strategy. This 

research is motivated by fluctuations in edutainment sales revenue during the 2023–2025 

period and the challenge posed by the "Edutainment Paradox" (edu-washing), where 

educational claims made by recreational venues are frequently perceived as superficial by 

school management. 

 

The methodology employed is a qualitative descriptive approach with a case study design. 

Data were gathered through passive participant observation, in-depth interviews with key 

internal informants (Sales Manager and sales staff) and external respondents (school 

principals, teachers, and committee members), as well as document analysis. Data validity 

was established using source triangulation and method triangulation techniques. 

 

The findings reveal that Trans Studio Cibubur successfully shifted its sales approach from 

traditional methods toward a Holistic Selling paradigm. To alleviate school skepticism, the 

sales team implemented a strategy of substantive proofing by conducting direct 

demonstrations of mini scientific props (such as the Bosun Chair and Centripetal Force 

Simulator) and integrating a Three-Stage learning flow (Pre, On, and Post-Trip). The 

academic validation of Student Worksheets (LKS), developed in formal collaboration with 

UIN Syarif Hidayatullah Jakarta, proved to be a highly effective social proof instrument in 

aligning the Science Center attractions with the Merdeka Curriculum and the Pancasila 

Student Profile Strengthening Project (P5). Throughout the execution of the personal selling 

stages (from prospecting, pre-approach, presentation, handling objections, closing, to 

follow-up), sales personnel acted as "value orchestrators" and educational consultants who 

effectively resolved budget constraints and safety concerns. Consequently, this holistic 

personal selling strategy not only optimized sales conversion rates but also established 

sustainable institutional partnerships and fostered repeat orders. 

 

• Keywords: Personal Selling, Edutainment, Holistic Selling, B2B Marketing, Buying 

Center, Merdeka Curriculum, Science Center, Trans Studio Cibubur. 
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