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ABSTRAK 

 

UD. Kurnia adalah perusahaan yang menghasilkan kerupuk yang sangat diminati 

di Surabaya. Produk ini populer di perkotaan maupun di pedesaan karena rasanya enak 

dan harganya terjangkau. Namun, sering terjadi karyawan membawa kerupuk tidak 

terjual, menyebabkan gagal setor pada karyawan. Untuk mengatasi masalah tersebut, 

dilakukan penelitian dengan metode 7P (Product, Price, Place, Promotion, Process, 

People, dan Physical Evidence), AHP (Analytical Hierarchy Process), dan TOPSIS. 

Penelitian ini bertujuan mengidentifikasi faktor-faktor dalam strategi pemasaran di 

UD. Kurnia, menentukan bobot kriteria dan subkriteria menggunakan metode AHP, 

dan mencari solusi terbaik dan diringkingkan menggunakan metode TOPSIS.  

Berdasarkan hasil pembobotan diperoleh kriteria utama paling tinggi yaitu kriteria 

product sebesar 0,35 atau 35%. Hasil pembobotan diperoleh kriteria process bobot 

paling tinggi yaitu efisiensi proses dengan nilai sebesar 0,66 atau 66%. Hasil 

pembobotan diperoleh kriteria product bobot paling tinggi yaitu kualitas bahan baku 

dengan nilai sebesar 0,39 atau 39%. Hasil pembobotan diperoleh kriteria place bobot 

paling tinggi yaitu saluran distribusi dengan nilai sebesar 0,88 atau 88%. Hasil 

pembobotan diperoleh kriteria price bobot paling tinggi yaitu harga produk dengan 

nilai sebesar 0,83 atau 83%. Hasil pembobotan diperoleh kriteria promotion bobot 

paling tinggi yaitu memasarkan langsung dengan nilai sebesar 0,83 atau 83%. Hasil 

pembobotan diperoleh kriteria people bobot paling tinggi yaitu keterampilan dengan 

nilai sebesar 0,49 atau 49%.  Hasil pembobotan diperoleh kriteria physical Evidance 

bobot paling tinggi yaitu fasilitas dengan nilai sebesar 0,88 atau 88%. Berdasarkan 

perhitungan AHP ke TOPSIS diperoleh hasil strategi pemasaran terbaik adalah (A3) 

0,61, kedua (A4) sebesar 0,60, ketiga (A1) sebesar 0,55, keempat (A2) sebesar 0,54, 

kelima (A6) sebesar 0,49, keenam (A5) sebesar 0,47, dan ketujuh (A7) sebesar 0,41. 

 

Kata Kunci : 7P, AHP, TOPSIS, Alternatif, dan Strategi Pemasaran 
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ABSTRACT 

 

UD. Kurnia is a company that produces highly popular crackers in Surabaya. 

These crackers are in high demand in both urban and rural areas due to their delicious 

taste and affordable price. However, the company faces a recurring issue where 

employees carry unsold crackers, resulting in their failure to meet sales targets. To 

address this problem, a study was conducted using the 7P marketing mix model 

(Product, Price, Place, Promotion, Process, People, and Physical Evidence), AHP 

(Analytical Hierarchy Process), and TOPSIS. The objective of this research was to 

identify the factors in UD. Kurnia's marketing strategy, determine the weights of 

criteria and sub-criteria using the AHP method, and find the best solutions ranked by 

the TOPSIS method. Based on the weighting results, the most critical main criterion 

was found to be the product, with a weight of 0.35 or 35%. Within the product criterion, 

the highest weight was attributed to raw material quality, with a value of 0.39 or 39%. 

Under the process criterion, the highest weight was given to process efficiency, with a 

value of 0.66 or 66%. For the place criterion, the highest weight was assigned to 

distribution channels, with a value of 0.88 or 88%. Concerning the price criterion, the 

highest weight was for product pricing, with a value of 0.83 or 83%. For the promotion 

criterion, the highest weight was attributed to direct marketing, with a value of 0.83 or 

83%. Under the people criterion, the highest weight was given to skills, with a value of 

0.49 or 49%. Finally, for the physical evidence criterion, the highest weight was 

assigned to facilities, with a value of 0.88 or 88%. Based on the AHP to TOPSIS 

calculations, the best marketing strategy was identified as (A3) with a value of 0.61, 

followed by (A4) with 0.60, (A1) with 0.55, (A2) with 0.54, (A6) with 0.49, (A5) with 

0.47, and (A7) with 0.41. translate b indonesia 
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