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INTRODUCTION

Rapid developments in science and technology have significantly changed the
business landscape in various sectors, especially in the field of trade. Rapidly increasing
globalization is the main driver of increasingly fierce competition, not only at the domestic
level but also in the global market. Business actors are faced with pressure to continue to
adapt and innovate in order to survive and develop in this dynamic environment.

Intense competition forces business actors to consider appropriate strategies in order
to overcome challenges and take advantage of emerging opportunities. Not just surviving,
but also developing competitive advantages is essential. Companies must be able to
integrate technological innovation into marketing, production and distribution strategies in
order to meet changing market demands. In addition, the courage to invest in research and
development is key in understanding market trends and creating innovative solutions.

In the realm of trade, marketing plays a central role as one of the most important
aspects in managing a business. Marketing, as defined by Agustina Shinta (2011), is not
just the activity of selling goods or services with added value, but involves a series of
managerial activities involving companies from the process of creating, delivering,
developing, to exchanging products or services from producers to consumers. Marketing is
not just a buying and selling transaction, but rather a holistic approach that includes
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strategies for creating added value, effective communication, attractive product offerings,
and optimal exchange processes.

The importance of marketing is not only limited to the trade sector, but also includes
the provision of services. Business actors, whether operating in the trade or service sectors,
realize that marketing is a mandatory activity that must be carried out carefully. The
marketing process not only impacts how products or services are sold, but also how
companies interact directly with consumers. With a deeper understanding of marketing and
hard work, it is hoped that business actors will be able to determine marketing strategies.

According to Kotler and Armstrong (2008), marketing strategy is an in-depth
marketing knowledge in which a business seeks to create value and gain profits through its
relationship with consumers. The efficiency of marketing strategies greatly influences the
success of a business. This is because marketing strategies not only have a positive impact
on the company's financial profits, but also form a brand image and strong relationships
with consumers. The marketing process does not only involve sales activities, but also
includes in-depth competitive analysis to increase the company's economic value.

Marketing strategy has a crucial role in business management, playing a role as a
driver of growth and sustainability. Marketing planning or marketing plan is the main
foundation in marketing strategy management, aimed at achieving predetermined
marketing goals. A good and strategic plan will become a strong foundation for the
company in carrying out its activities. In this context, companies can design a marketing mix
that focuses on product, price, location and promotion. Comprehensive market analysis
involving these aspects allows companies to understand the market response to the
products being marketed. Thus, the results of this analysis can be the basis for formulating
appropriate strategies to achieve competitive advantage in a dynamic market.

In research conducted by Poluan et al. (2019), the 4P marketing mix strategy, which
includes product, price, place and promotion, has been proven to work smoothly. The
research results show that the variables in this marketing mix strategy support and
complement each other, playing their respective roles effectively in product marketing.
These four elements are recognized as having a significant influence on product purchasing
decisions, illustrating the importance of designing a holistic strategy to ensure an optimal
balance between these aspects.

Widiyanto and Sugandha (2019) added another important dimension related to
marketing mix strategy, namely the development of advanced strategies to achieve
customer loyalty. Customer loyalty is considered the key to remaining competitive and even
winning the competition in a competitive business environment. By focusing on developing
strategies that can increase customer loyalty levels, companies can create sustainable
relationships with consumers. In this context, marketing mix strategy not only plays a role
in driving sales but also becomes the basis for building long-term relationships that are
profitable for both parties. Thus, a deep understanding of the dynamics of marketing mix
strategies can be an effective tool in designing more complex and sustainable marketing
steps.

In the face of increasingly fierce competition, determining the target market is a crucial
strategic step for the success of a company. Sarjita (2016) highlights the importance of
efforts made by companies to win the competition, and one of the keys to this success is a
deep understanding of the target market. Knowing the right target market allows
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companies to design marketing strategies that are more focused and relevant to consumer
needs and preferences.

The process of identifying target markets is not only limited to developing products or
services that suit market needs, but also includes determining effective marketing
communications. Successful marketing communications require a deep understanding of
the target customer profile. By clearly determining the target market, companies can be
more efficient in crafting marketing messages that can attract attention and meet the
expectations of potential consumers. Therefore, an integrated marketing communications
strategy with mature knowledge of the target market can be a driver of success in facing
dynamic business competition.

This research aims to identify and analyze effective marketing strategies in facing
intense competition. By exploring the marketing strategies successfully implemented by
successful companies in fierce competition, this research seeks to provide in-depth insights
to marketing practitioners and company managers. The benefit lies in providing strategic
guidance that can assist companies in designing and implementing adaptive and
competitive marketing approaches, enabling them to remain relevant and thrive amidst
ever-changing market dynamics.

METHOD

This research adopts a qualitative approach, which aims to achieve a deeper
understanding of human perception of the reality they face. Qualitative approaches are
flexible in their form, with a primary focus on preserving the full context of the data
throughout the analysis process. In line with this approach, descriptive analysis, as
explained by Sugiyono (2011), is applied as a research technique to produce significant
conclusions from the data obtained. Observation, documentation and technical interview
methods were used in data collection, while data reduction and triangulation techniques
assisted researchers in processing, compiling and verifying the collected data.

RESULTS AND DISCUSSION

In the business world, the existence of competitors is something that is common,
regardless of the type of business or industry. Currently, everyone has access to do
business through various platforms such as shops, marketplaces, websites and social
media, thereby increasing the number of competitors and making competition even fiercer.
While competition can be a driver for continued innovation and growth, it can sometimes be
intimidating, especially if the competitor is a larger business. As a businessman, the
important key is being able to maintain your position and outperform your competitors.
Therefore, an effective business strategy is needed to surpass competitors. Here are several
ways to develop an effective business strategy to compete with competitors in order to
surpass competitors

1. Getto Know Competitors

To successfully compete with competitors and even surpass them, a very important
first step is to properly identify the competitors in the market. A deep understanding of
competitors' strengths, weaknesses, marketing strategies and market segmentation is a key
foundation in designing an effective business strategy. A SWOT (Strengths, Weaknesses,
Opportunities, Threats) analysis of competitors can provide a comprehensive picture of your
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company's relative position in the market, as well as identify opportunities that can be
exploited and threats that must be overcome.

After identifying competitors, the next step is to develop a responsive and adaptive
business strategy. This may involve adjustments in the products or services offered,
competitive pricing, or innovation in marketing strategies. By understanding competitors in
depth, companies can establish clear differentiation and build unique competitive
advantages. Therefore, in-depth knowledge of competitors is not only the foundation, but
also the catalyst for smarter and more effective strategic planning.

2. Getto Know Consumers

After identifying competitors, the next step which is no less important is to know
consumers well. Understanding consumer preferences, needs and behavior is the main
foundation for developing a successful business strategy. In-depth market analysis,
including consumer surveys, interviews, and market observations, helps companies
understand consumer purchasing trends and patterns.

By knowing consumers in depth, companies can adapt their products or services
according to the wants and needs of the market. This can involve developing new products,
adjusting features or prices, as well as selecting appropriate distribution channels.
Additionally, a strong understanding of consumer demographics, psychographics and
purchasing behavior allows companies to design more targeted and effective marketing
strategies. By focusing on satisfying consumers and their needs, companies can build
strong and sustainable relationships with the market, which in turn will help them compete
more effectively amidst increasingly fierce competition.

3. Show differentiation

The third essential step in developing a business strategy to compete with
competitors is to demonstrate clear differentiation. Differentiation involves developing
advantages that differentiate a company's products or services from those offered by
competitors. This could involve product innovation, superior customer service, better user
experience, or even competitive pricing advantages.

In implementing differentiation, companies need to understand market needs and
desires that have not been met or are not being met by competitors. This allows companies
to stand out and offer significant added value to consumers. Differentiation can also be
realized through creative marketing strategies and effective communication, so that
consumers feel connected to the company's brand and products emotionally.

By demonstrating strong differentiation, companies can build a unique brand image
and position themselves as players that not only compete in terms of product quality, but
also provide a special experience to consumers. That way, companies can create a strong
foundation to achieve and maintain market share, even in the midst of intense industry
competition.

4. Continue to innovate

The fourth step which is no less important is to continue to innovate. Innovation is the
key to remaining relevant and competitive in an ever-changing business world. Companies
need to have a culture of innovation that encourages employees to think creatively, create
new solutions, and continuously develop products or services that can meet or even exceed
consumer expectations. Innovating is not only limited to developing new products, but also
involves changes in business processes, business models, and the way companies interact
with consumers. Companies can leverage the latest technology, industry trends, and
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customer feedback to identify innovation opportunities. By embracing change and
maintaining openness to new ideas, companies can gain a sustainable competitive
advantage.

Continuing to innovate also gives consumers the impression that the company is
always trying to provide the best. This can improve brand image and strengthen
relationships with customers. By adopting a proactive attitude towards innovation,
companies can maintain their competitiveness in the market and anticipate changes that
may occur. As a result, they have been able to remain a major player in the industry, even
amidst increasing competition.

5. Strengthen brand image

The fifth crucial step in developing a business strategy to compete with competitors is
strengthening the brand image. Brand image is not only about how the company wants to
be seen by consumers, but also about how consumers actually see and feel about the
brand. Building a strong brand image requires consistency, clarity of values, and consumer
trust in the brand. To strengthen their brand image, companies need to have a consistent
message throughout their marketing and communications strategies. This consistency
includes the logo design, colors, style, and language used. In addition, companies must
focus on customer experience, providing superior service, and creating positive interactions
with consumers.

Effective marketing strategies, including a strong branding campaign, can help create
a positive perception of the brand in the eyes of consumers. Through creative promotions,
participation in charitable activities, or involvement in social issues, a company can
strengthen its brand image as a caring and committed entity. By having a strong brand
image, companies can build consumer loyalty, increase brand appeal, and even create a
loyal following, providing a significant competitive advantage in a crowded and competitive
marketplace.

6. Strengthen presence in the online market

The sixth step in developing a business strategy is to strengthen your presence in the
online market. A strong presence in the online realm is very important in facing increasingly
digital and global business competition. To achieve this, companies need to build effective
marketing strategies to expand their reach and increase their visibility on online platforms.
First of all, companies must have a website that is responsive and easy to access so that
consumers can quickly find information about the products or services offered. In addition,
an active presence on social media platforms is key in interacting with customers, building
online communities and expanding potential networks.

Online marketing strategies also involve search engine optimization (SEO) to improve
the ranking of a company's website in Google search results, making it easier for potential
consumers to find. Digital advertising campaigns such as Google Ads or social media ads
can be used to increase exposure and drive traffic to a company's website. By
strengthening their online presence, companies can reach new customers, build a positive
reputation, and increase sales. This strategy also opens up opportunities to participate in
the global market and increase the company's competitiveness in the ever-growing digital
era.

7. Expanding market reach

The seventh step in developing a business strategy is expanding market reach.

Expanding market reach means looking for opportunities to reach new market segments or
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develop market share in unexplored areas. To achieve this, companies need to identify and
explore potential new customers and market locations that have not yet been fully
exploited. First of all, companies must conduct market research to identify potential market
segments that are still not accessed or served optimally. This may involve demographic,
geographic, or psychographic analysis to understand the needs and preferences of potential
new consumers. In addition, companies can also evaluate global markets to look for
international expansion opportunities.

The next step is to adapt the company's products or services to suit the
characteristics and needs of the new identified market segments. These adjustments may
include aspects such as product features, pricing, or even marketing strategies that better
suit new market trends. In implementing the strategy to expand market reach, technology
and innovation play an important role. The use of online platforms, expansion through e-
commerce, or collaboration with local business partners in new regions are some of the
methods that can be used to achieve this goal. By expanding market reach, companies can
access new market shares, increase sales volume, and seize greater growth opportunities. It
also helps in creating a diversified business portfolio, which can be an effective defense
strategy in the face of market fluctuations.

8. Looking for partners

The eighth step in developing a business strategy is to look for partners who can
strengthen the company's position and support growth. Looking for partners is a strategic
approach to utilize resources and expertise that the company may not have on its own.
Business partners can be suppliers, distributors, or even strategic partners who help the
company achieve its business goals. The business partner search process begins with
evaluating the company's needs and shortcomings. Partner selection must be in line with
the company's strategic objectives, and collaboration must provide significant added value.
The right business partner can provide access to new markets, innovative technology, or
more efficient distribution channels.

Apart from that, looking for partners can also involve industry networks or business
associations. Involvement in the business community can open the door to potential
collaboration and building sustainable relationships. By choosing partners who are in line
with the company's vision and mission, collaboration can provide mutual benefits and
increase competitiveness. The key to a partner search strategy is effective and transparent
communication. Companies need to form relationships that are mutually beneficial and
based on trust. By searching for the right partners, companies can expand their footprint,
take advantage of opportunities they might not be able to access on their own, and
strengthen the foundation for long-term growth.

9. Provide the best service

The ninth step in developing a business strategy is to provide the best service to
customers. Superior customer service not only creates customer satisfaction, but also builds
loyalty, enhances brand reputation, and creates positive experiences. The best service
involves various aspects, starting from product availability, responsiveness to customer
questions, to managing complaints quickly and efficiently. Companies need to understand
customer needs and expectations and design strategies to meet or even exceed these
expectations. Providing friendly, fast and personal service can create close relationships
with customers. The use of technology such as chatbots or online customer support
platforms can also improve accessibility and responsiveness.
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The importance of providing the best service can also be seen from a marketing
perspective. Satisfied customers have a higher likelihood of providing positive
recommendations to others, which can contribute to customer growth and brand popularity.
Apart from that, best service also helps in retaining customers, reducing churn rates, and
increasing customer lifetime value. In the competitive business world, providing the best
service is not only a necessity, but also a strong differentiation. Companies that consistently
provide the best service can build a positive brand image and win the hearts of customers,
which is the key to long-term success in the face of intense competition.

CONCLUSION

In developing an effective business strategy to face intense competition, companies
need to carry out a series of planned and integrated steps. First, recognizing competitors
and in-depth understanding of the target market is the main foundation for designing
relevant strategies. Furthermore, companies must continue to innovate to remain
competitive and maintain a competitive advantage. Building and strengthening a unique
brand image is also an important step, providing a foundation for creating positive
relationships with customers. Expanding market reach, both geographically and through
penetrating new markets, allows companies to access more opportunities and diversify
business portfolios. Collaboration with business partners can be a smart strategy to utilize
additional resources, while providing the best service to customers is the final but crucial
step. Superior service not only creates customer satisfaction, but also builds loyalty and a
strong brand reputation. Developing a holistic and adaptive business strategy, including
aspects of marketing, innovation, brand image and customer service, is the key to facing
complex and dynamic competition in today's business market. Companies that are able to
implement these steps well will be better prepared to achieve and maintain sustainability
and growth in an increasingly competitive market.

REFERENCES

1. Agustina, S. (2011). Manajemen pemasaran. UB Press.

2. Aldo, M., Sulistiani, R., & Renfiana, L. (2023). Strategi Pemasaran Syariah dalam
Upaya Meningkatkan Penjualan Sate Madura (Studi Pada warung sate Madura Cak
Budi dijalan Imam Bonjol Kota Metro. Jurnal Penelitian limu Ekonomi dan Keuangan
Syariah, 1(4), 397-411.

3. Almira, S. K., & Suharyanti, S. (2017). Implementasi Strategi Marketing Public
Relations dalam Pengelolaan Citra Merek. Journal Communication Spectrum:
Capturing New Perspectives in Communication, 4(1), 57-7 1.

4., Aswar., Suharto., Rivai, A., & Chaeriah, E. S. (2022). The Effect of Work Environment
and Work Pressure on Job Satisfaction and the Impact on Employees Performance of
West Jakarta DJP Regional Office.

5. Caroline, E., Santoso, |., & Deoranto, P. (2021). Pengaruh marketing mix (7P) dan
perilaku konsumen terhadap keputusan pembelian produk Healthy Food Bar di
Malang. Jurnal Manajemen Pemasaran, 15(1), 10-19.

6. Febriyanti, D. E., & Arifin, S. (2023). Analisis Strategi Pemasaran Secara Online
Melalui Tiktok Dan Instagram Terhadap Volume Penjualan Skincare Justmine Beauty

118



Effective Marketing Strategy in Facing Tight Suharto
Competition

10.

11.

12.

13.

14.
15.

16.

17.

18.

19.

20.

21.

22.
23.
24.

25.

Pada Agen Yuyun Di Lamongan. Neraca: Jurnal Ekonomi, Manajemen dan
Akuntansi, 1(1), 344-352.

Hartono, H., Hutomo, K., & Mayangsari, M. (2012). Pengaruh Strategi Pemasaran
Terhadap Peningkatan Penjualan Pada Perusahaan” Dengan Menetapkan Alumni Dan
Mahasiswa Universitas Bina Nusantara Sebagai Objek Penelitian. Binus Business
Review, 3(2), 882-897.

Iswanto, J., Subekan, S., SaDiyah, D. F., Mastur, M., & Tohawi, A. (2023). Strategi
Pemasaran yang Efektif: Meningkatkan Omzet Penjualan Roti dalam Tinjauan Hukum
Ekonomi Islam di Mawaddah Bakery Bandar Lor Kediri. Journal On Education, 5(4),
17807-17813.

Kotler, P., & Armstrong, G. (2008). Prinsip-prinsip pemasaran (Vol. 1, No. 2). Jilid.

Nur Afrillita, T. (2013). Analisis SWOT dalam menentukan strategi pemasaran sepeda
motor pada PT. Samekarindo Indah di Samarinda. Jurnal Administrasi Bisnis, 1(1), 56-
70.

Panuju, R. (2019). Komunikasi pemasaran: pemasaran sebagai gejala komunikasi
komunikasi sebagai strategi pemasaran. Prenada Media.

Poluan, F. M., Mandey, S., & Ogi, I. W. (2019). Strategi Marketing Mix Dalam
Meningkatkan Volume Penjualan (Studi Pada Minuman Kesehatan Instant
Alvero). Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 7(3).
Rahman, F. (2022). Manajemen Pemasaran Syariahkonsep Dasar, E-Marketing, Dan
Strategi. CV Literasi Nusantara Abadi.

Ritonga, Z. (2020). Buku ajar manajemen strategi (teori dan aplikasi). Deepublish.
Rosyida, A., Heriyani, T., Fuadi, |., & Dinia, H. (2020). Strategy segmenting, targeting,
dan positioning: Study on PT Sidomuncul. Journal of Islamic Economic Scholar, 1(1).
Sari, |, & Nurhuda, C. M. (2023). Beradaptasi dan Bertahan: Strategi Pedagang Kaki
Lima Di Kota Palopo Pasca Pandemi Covid-19. Jurnal Mirai Management, 8(2).

Sarjita, S. (2016). Komunikasi Pemasaran Dalam Menghadapi Persaingan
Pasar. Jurnal Bisnis, Manajemen, Dan Akuntansi, 3(1).

Sugiyono, P. (2011). Metodologi penelitian kuantitatif kualitatif dan R&D. Alpabeta,
Bandung, 62-70.

Suryani, T. (2017). Manajemen pemasaran strategik bank di era global. Prenada
Media.

Tambayong, J. D., Mandey, S. L., & Ogi, I. W. (2021). Analisis Pengaruh Marketing Mix
(4p) Terhadap Keputusan Pembelian Di Rumah Makan Ayam Penyet Sugi Rasa Khas
Cirebon Manado. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis dan
Akuntansi, 9(3).

Widiyanto, G., & Sugandha, S. (2019). Analisis Pengaruh Marketing Mix Terhadap
Keputusan Pembelian Produk Makanan Cepat Saji. Primanomics: Jurnal Ekonomi &
Bisnis, 1/(1), 33-44.

Winarno, B. (2008). Globalisasi: Peluang atau ancaman bagi Indonesia. Erlangga.
Yulianah, S. E. (2022). Metodelogi Penelitian Sosial. CV Rey Media Grafika.

Yuliantari, K. (2017). SWOT dalam Menentukan Strategi Pemasaran pada PT Gojek
Indonesia. Widya Cipta: Jurnal Sekretari dan Manajemen, 1(1), 92-99.

Zahrah, A., Mandey, S. L., & Mangantar, M. (2021). Analisis Marketing Mix Terhadap
Volume Penjualan Pada UMKM RM. Solideo Kawasan Bahu Mall Manado. Jurnal
EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 9(4), 216-226.

119



