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ABSTRACT 
Marketing strategy is one of the company's tools for achieving 
marketing goals. Many marketing strategies that can be used, but 
whether these strategies are appropriate and effective for increasing 
sales turnover or not. This research aims to determine the 
effectiveness of implementing personal selling and direct marketing 
strategies in increasing sales turnover at the  AC HNI Cianjur. The 
data used in this research are primary data and secondary data, with 
data collection techniques through interviews, observation and 
documentation. Meanwhile, this type of research uses a qualitative 
approach, with descriptive data analysis techniques. The results of 
this research are that direct marketing strategies are more effective in 
increasing sales turnover, but it turns out that personal selling also 
plays an active role in obtaining this turnover. It turns out that in this 
research there are aspects that show that apart from personal selling 
and direct marketing, there are many ways and strategies to increase 
sales turnover, but in this research, the researchers only focused on 
personal selling and direct marketing strategies. 
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INTRODUCTION 

A decrease in sales turnover is a problem that is often experienced by 

business people, especially when the covid-19 virus outbreak hits almost all 

corners of the world. The risk of transmission has an impact on social concerns, 

and can have a significant impact on the economic stability of a country, one of 

which slows down the economic growth of the community which results in an 

increase in the number of unemployed. The government imposed outdoor 

restrictions in order to reduce the spread of the virus, these restrictions caused 

people's economic activities such as distribution of goods, production of goods 

and marketing of products and services throughout the country, export and 

import activities to be hampered, which means that national and global supply 

chains are disrupted. Therefore, after the government announced that outdoor 
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activities were allowed again, companies tried to get back up to restore their 

financial condition, therefore an appropriate strategy was needed that could 

restore the company's condition so that the company's goals were still realised.  

Marketing strategy has a very important role, because marketing strategy 

functions as a determinant of the company's economic value. The scope of 

marketing strategies is very broad, but the focus of this research only discusses 

personal selling and direct marketing. These two strategies both have the 

concept of promoting products directly to customers, but personal selling 

promotion is done face-to-face by building personal relationships with 

consumers, while direct marketing is done directly through media such as SMS, 

Telephone, E-mail, or direct message.  

As stated by (Assauri, 2018) "personal selling is a relationship between 

two or more people face to face to create a reciprocal relationship in order to 

create, change, use, and or foster communication relationships between 

producers and consumers". In other words, a personal selling strategy is a 

personal marketing strategy with an exchange of communication between 

sellers and buyers to introduce a product using sentences that invite and attract 

potential customers' buying interest. 

Meanwhile, direct marketing places more emphasis on direct 

communication without intermediaries by contacting consumers one-on-one. 

Delivery of product promotion messages is usually via e-mail, mail, telephone 

or SMS, this is in line with the statement (Musnaini, 2021) that direct marketing 

is the use of mail, telephone, or the internet to communicate directly by 

requesting responses or dialogue from certain customers and prospects. 

Even though there are so many consumers or potential consumers, in this 

way the seller can personalise the message by providing personal information 

such as the name or residence of the recipient which can improve the 

relationship between the seller and the buyer (Farhana, & Anasrullhoh, 2022).  

Follow up is an important part of marketing, a seller must ensure that the 

recipient of the message responds to the message sent, and as a seller must 

respond as quickly as possible to consumer replies, because every reply given 

to consumers is an indicator that indirectly makes consumers feel valued. 

Declining sales turnover can be a sign that the marketing strategy carried 

out by a company is not right, this often happens to companies that believe too 

much in personal assumptions, assuming that the strategy can be effective in 

generating profits if implemented in their business without understanding and 

research first (Kase et al., 2023). In developing marketing strategies, companies 

must provide relevant information and use the right data to make effective 

decisions. According to KBBI in Umkmindonesia.Id, sales turnover is the 
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amount of money from the sale of certain merchandise during a selling period, 

in other words, sales turnover is pure income or gross income obtained by the 

company before deducting operational costs, production costs, and other costs. 

The strategies to increase sales turnover include the company must evaluate 

market trends, strengthen product branding or optimise the service provided to 

customers, and or the company can also provide exclusive offers to existing 

customers. With these efforts, it is hoped that the company's sales will be able to 

be better than before. 

 

RESEARCH METHODE 

The research was conducted at the HNI Cianjur Agency Centre located at 

Kp. Pasir Kuda, Village. Pasir Baru, Kec. Pagelaran, Kab. Cianjur. This research 

uses a qualitative approach with a case study type. The subject of the research is 

the Agency Center HNI Cianjur Team which amounts to 3 units of analysis and 

to 4 agents and 3 Agency Center HNI Cianjur customers as data comparison. 

This research data comes from primary data and secondary data obtained 

through interview, observation and documentation techniques. Research data 

processing uses descriptive analysis techniques and data validity testing 

techniques using source triangulation techniques (Lubis & Ritonga, 2023). 

 

RESULT AND DISCUSSION 

This study uses the interview method in interacting with informants to 

obtain research data, the informants are the AC HNI Cianjur team totalling 3 

people. The results of interviews with the AC HNI Cianjur team show that the 

personal selling strategy is more effective in increasing sales turnover than the 

direct marketing strategy. With the personal selling strategy, the AC HNI 

Cianjur team not only gets the benefits of selling but in this strategy the AC 

HNI Cianjur team can recruit new members where the addition of agents 

affects the percentage of the seller's commission. 

In this study, researchers used additional data sources which included 

interviews with 7 people, consisting of AC HNI Cianjur agents and active 

customers. The results of these interviews provide an in-depth insight into the 

marketing strategies used by AC HNI Cianjur and how these strategies 

contribute to the increase in sales turnover. Information from the 7 informants 

showed that the direct marketing strategy made a significant contribution to the 

increase in sales. Direct marketing allows agents to reach potential customers 

directly, at a relatively low cost and fairly simple way of working. This method 

seems to reduce operational barriers, allowing agents to focus on their core 
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tasks without much administrative or logistical hassle. This is in line with 

previous research (Matta, 2016)  

However, it is important to note that the interview results also highlighted 

the importance of personal selling in AC HNI Cianjur's marketing strategy. 

Personal selling, which involves direct interaction between agents and 

customers, allows for closer relationships and more personalised 

communication. Agents mentioned that this approach focuses not only on 

selling products, but also on building long-term relationships with customers 

and recruiting new agents. In this context, personal selling becomes an effective 

tool to expand the network and increase brand visibility of AC HNI Cianjur. 

This finding is in line with previous research which states that a 

combination of direct marketing and personal selling strategies can provide 

optimal results for companies. For example, research by (Sari & Wijaya, 2020) 

states that direct marketing provides benefits in terms of cost efficiency and the 

ability to target specific markets, while personal selling offers a personal touch 

that can increase customer trust and loyalty. In the context of AC HNI Cianjur, 

direct marketing seems to be the main tool to boost sales, while personal selling 

plays a role in strengthening relationships and creating opportunities for long-

term growth. 

This research has several practical implications. Firstly, companies 

adopting similar marketing strategies may consider allocating appropriate 

resources to both methods. The combination of direct marketing and personal 

selling seems to provide a good balance between efficiency and customer 

engagement. Secondly, the results of this study suggest that companies need to 

consider proper training for agents, so that they can conduct personal selling 

effectively and recruit new agents for network expansion. Both are also findings 

in the research conducted (Maulana et al., 2022). 

Thus, the results of this study provide a broader understanding of 

effective marketing strategies and emphasise the importance of a diverse 

approach in achieving sales goals and business growth. The findings also show 

that an effective marketing strategy is a flexible strategy, which is able to adapt 

to changes in the business environment and customer needs (Yanti et al., 2021). 

The increase in sales and the number of new members joining an agent not 

only impacts the increase in turnover, but also the level or status of the seller's 

agency. While registering new members can be done through various means, 

such as through online platforms or other media, research shows that many 

customers are more comfortable and trusting when the registration process is 

done in person. This shows the importance of the personal selling approach in 
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creating strong relationships with potential customers and in increasing the 

chances of conversion.(Widayanti, 2024). 

Personal selling allows agents to interact directly with customers, explain 

product benefits, and answer questions in real-time. This is like the findings of 

previous research (Puspita, 2020). This approach also creates opportunities for 

agents to build ongoing relationships with customers, which in turn can result 

in loyalty and repeat purchases. In addition, personal selling provides an 

opportunity for agents to introduce products in a more personalised and 

convincing way, especially when promoting new products or recruiting new 

members. 

On the other hand, direct marketing offers a more structured and 

repeatable approach, with a wider reach. This method allows agents to reach 

larger customers in a relatively short time and at a more efficient cost (Aisyah, 

2020). Direct marketing can include the use of social media, email, or other 

digital marketing strategies that can reach a wider audience without the need 

for direct interaction (Mardhatilla et al., 2021). 

Based on this study, the researcher concluded that both personal selling 

and direct marketing have relatively the same effectiveness in increasing sales 

turnover at AC HNI Cianjur. Each strategy has its own advantages and roles in 

supporting sales and revenue growth. Personal selling tends to be effective in 

building personal relationships and increasing trust, while direct marketing 

provides efficiency and a wider reach. 

The implication of this research is that companies like AC HNI Cianjur 

need to implement a combination of marketing strategies that include both 

approaches. By combining personal selling and direct marketing, companies 

can optimise their sales in an effective and efficient way. In addition, this 

combination of strategies allows companies to achieve a balance between broad 

reach and personalised relationships with customers, providing a solid 

foundation for business growth and customer loyalty in the long run. 

 

CONCLUSION  

This research is a qualitative study with the aim of determining good and 

effective marketing strategies for increasing sales turnover seen in personal 

selling and direct marketing. In this study, the implementation of personal 

selling and direct marketing has the same effectiveness in increasing the sales 

turnover of AC HNI Cianjur. As it turns out in this study there are aspects that 

show that apart from personal selling and direct marketing there are many 

ways and strategies to increase sales turnover, but in this study researchers only 

focus on personal selling and direct marketing.  
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The suggestions for AC HNI Cianjur are that AC HNI Cianjur must re-

optimise promotions through digital marketing, such as using visuals that 

attract readers, and take advantage of e-commerce for selling media. Then AC 

HNI Cianjur needs to analyse the characteristics of the target market by 

conducting research to find out the right promotional strategy to reach 

consumers. And AC HNI Cianjur also needs to increase the frequency of 

personal selling per month, which was originally only 4-6 times, the promotion 

can be increased again to be more frequent. 

 

REFERENCES 

Aisyah, S. (2020) Pengaruh Personal Selling Terhadap Penjualan Pada Produk 

Hni-Hpai (Herba Penawar Al-Wahida Indonesia) Di Bc Hni-Hpai 

Pekanbaru 4. Ditinjau Menurut Ekonomi Islam. Riau: Universitas Islam 

Negeri Sultan Syarif Kasim Riau. 

Assauri, S. (2018). Manajemen Pemasaran. Yogyakarta: Rajagrafindo Persada. 

Farhana, & Anasrullhoh, M. (2022). Kontribusi e-comerce dalam meningkatkan 

omzet penjualan pada usaha mikro di Kecamatan Besuki. Humantech : 

Jurnal Ilmiah Multidisiplin Indonesia, 2(3), 589–593. 

https://doi.org/10.32670/ht.v2i3.1478  

Kase, M. S., Babulu, N. L. and Redjo, P. R. D. (2022) “PERBEDAAN OMZET 

PENJUALAN UMKM SEBELUM DAN SELAMA PANDEMI COVID-19 

DI KABUPATEN TIMOR TENGAH UTARA”, Sebatik, 26(1), pp. 300–305. 

doi: 10.46984/sebatik.v26i1.1552.  

Lubis, Y., & Ritonga, A. (2023). Mobilization School Program: Implementation 

of Islamic Religious Education Teacher Preparation in Elementary Schools. 

Jurnal At-Tarbiyat :Jurnal Pendidikan Islam, 6(1). 

https://doi.org/10.37758/jat.v6i1.632  

MardhatillahW., JunaediD., & EvinovitaE. (2021). Implementasi Direct 

Marketing  pada Bank BPR Datagita Mustika  . Al-Kharaj : Jurnal 

Ekonomi, Keuangan & Bisnis Syariah, 4(1), 65-78. 

https://doi.org/10.47467/alkharaj.v4i1.374  

MATTA, S. (2016). IMPLEMENTASI PERSONAL SELLING OLEH AGENT 

DAN DOWNLINE PT MELILEA INTERNASIONAL INDONESIA 

CABANG KOTA BEKASI. Jurnal Visi Komunikasi, 15(2), 262-272. 

doi:http://dx.doi.org/10.22441/visikom.v15i2.1699 

Maulana, S. Puspita, N., & Yosi Erfinda. (2022). PENGARUH DIRECT 

MARKETING TERHADAP KEPUTUSAN PEMBELIAN DALAM 

MENGGUNAKAN SOCIAL EVENT PACKAGE DI ART DECO LUXURY 

HOTEL & R.docx. Journal of Tourism Destination and Attraction , 10(1), 



International Journal of Education, Social Studies, And Management (IJESSM) 
Volume 4, Issue 2, June 2024 
Page 334-340 

 

340 

69-84. https://doi.org/10.35814/tourism.v10i1.3415 

Musnaini. (2021). Manajemen Pemasaran, Sumatra Barat: Insan Cendekia 

Mandiri. 

Puspita, N. (2020). Pengaruh Program Direct Marketing Terhadap Customer 

Relationship Management Pada Function Room Di Harris Hotel Sentul 

City Bogor: Jurnal Manajemen Perhotelan, 5(2), 82-93. 

Https://Doi.Org/10.9744/Jmp.5.2.82-93. 

Sari, E., & Wijaya, L. (2020). Strategi Promosi Melalui Direct Marketing Untuk 

Meningkatkan Jumlah Mahasiswa Baru. Jurnal Ilmu Komunikasi, 17(1), 

16-27. doi:https://doi.org/10.31315/jik.v17i1.2608  

Suryati. (2023). Analisis Pengalaman Pengguna aplikasi Shopee atas kualitas 

layanan elektronik dan kepuasan pelanggan elektronik. Bandung: 

Universitas Teknologi Digital. 

Widayanti, R. (2024). Strategi Strategi Branding Untuk Meningkatkan Omzet 

Penjualan Usaha Mikro Kecil Menengah (UMKM) . TERANG, 6(1), 1–8. 

Retrieved from https://jurnal.itpln.ac.id/terang/article/view/1860 

Yanti, F. Y., Larasati H.L, M., & Perwito, P. (2021). PENGARUH DIRECT AND 

DIGITAL MARKETING TERHADAP KEPUTUSAN PEMBELIAN 

RAJUTAN DI CV. KAMPOENG RADJOET BINONG BANDUNG JAWA 

BARAT. Jurnal Ilmiah Manajemen, Ekonomi, & Akuntansi (MEA), 5(3), 

323-338. https://doi.org/10.31955/mea.v5i3.1469 

 

Copyright Holder : 

© Aldy (2024). 

First Publication Right : 

© International Journal of Education, Social Studies, 

and Management (IJESSM)This article 

https://doi.org/10.31955/mea.v5i3.1469

