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ABSTRAK  

Nala Gayatul Muna. 1910414120006. 2023.  Strategi Marketing 

Communication PT. Pegadaian Cabang Kayutangi dalam Meningkatkan 

Jumlah Nasabah. Dibimbing oleh Siswanto Rawali.  

 

Pegadaian bagi sebagian masyarakat hanya dikenal sebagai tempat untuk 

menggadaikan barang, sehingga masyarakat belum mengetahui produk dan layanan 

Pegadaian yang lain. Penelitian ini bertujuan untuk mengetahui strategi marketing 

communication PT. Pegadaian Cabang Kayutangi dalam memperluas basis 

nasabah.  

Penelitian ini menggunakan pendekatan kualitatif dengan tipe penelitian 

deskriptif. Informan penelitian ada sepuluh orang yang terdiri atas informan kunci 

sebanyak empat orang dan informan pendukung sebanyak enam orang. Teknik 

pengumpulan data melalui wawancara, observasi dan dokumentasi.  Analisis data 

menggunakan teknik analisis data kualitatif dari Miles dan Huberman yaitu 

pengumpulan data, reduksi data, penyajian data dan penarikan kesimpulan.  

Hasil penelitian menunjukkan bahwa Strategi Komunikasi Pemasaran yang 

digunakan dan dijalankan adalah model strategi komunikasi top-down. Aktivitas 

perencanaan dan pelaksanaan direncanakan oleh manajemen atas yaitu Pegadaian 

Pusat Jakarta, Pegadaian wilayah Balikpapan ataupun Pegadaian area Kalsel-Teng. 

PT. Pegadaian cabang Kayutangi akan melanjutkan segala aktivitas yang ada dan 

melakukan penyesuaian aktivitas pemasaran dengan situasi cabang.  Pelaksanaan 

strategi komunikasi pemasaran mengikuti aktivitas Promotion mix.  Advertising 

dilakukan dengan menyebarkan flyer, billboard, dan influencer internal Pegadaian.  

Personal selling dengan metode up-selling dan cross-selling, literasi, grebek pasar 

dan door-to-door. Public relations menjalankan setiap ruang lingkup eksternal dan 

internal perusahaan. Sales promotion dengan memberikan cashback dan 

memberikan souvenir kepada nasabah setia. Direct marketing dijalankan 

menggunakan platform sosial media dan telemarketing. Melalui strategi promotion 

mix itulah nasabah PT. Pegadaian Cabang Kayutangi terus mengalami peningkatan.  

 

Kata Kunci: Strategi komunikasi pemasaran, Strategi top-down dan  

Promotion mix 
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ABSTRACT 

 

Nala Gayatul Muna. 1910414120006. 2023.  Marketing Communication Strategy 

of PT. Pegadaian Cabang Kayutangi in Increasing the Number of Customers. 

Under the guidance of Siswanto Rawali. 

 

  PT. Pegadaian for some people is only known as a place to pawn goods, so 

that people do not know other PT. Pegadaian products and services. This research 

seeks to determine PT Pegadaian Branch Kayutangi marketing communication 

strategy for expanding its customer base.  

This study employs a qualitative methodology and descriptive research 

design. There were a total of ten research informants, including four primary 

informants and six secondary informants. Interviewing, observation, and 

documentation are techniques for collecting data.  Data analysis employs Miles 

and Huberman's qualitative data analysis techniques, including data acquisition, 

data reduction, data presentation, and conclusion drawing.  

The results demonstrated that the utilized and implemented Marketing 

Communication Strategy is a top-down communication strategy model. Upper 

management, namely the Jakarta Central Pegadaian, Balikpapan Regional 

Pegadaian, or Kalsel-Teng Area Pegadaian, plans the planning and 

implementation activities. PT. Pegadaian Branch Kayutangi will continue all 

current operations and adapt marketing efforts to the branch's circumstances.  The 

implementation of marketing communication strategies follows the activities 

associated with the Promotion mix.  Distribution of flyers, billboards, and 

Pegadaian internal influencers constitutes advertising.  Personal selling utilizing 

upselling and cross-selling techniques, literacy, market assaults, and door-to-door 

tactics. Public relations oversees all external and internal aspects of the 

organization. Loyal customers are rewarded with compensation and given 

mementos as a sales incentive. Telemarketing and social media platforms are 

utilized for direct marketing. Through the promotion blend strategy PT. Pegadaian 

Branch Kayutangi customer base continues to grow. 

 

Keywords: Marketing communication strategy, Top-down strategy and 

Promotion mix 
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