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INTISARI 

 

Pandemi Covid-19 yang melanda dunia awal tahun 2020 menyebabkan di 

beberapa sektor mengalamani banyak masalah, baik dari segi ekonomi, sosial dan 

politik. Hal itu salah satunya juga sangat memengaruhi bisnis jasa pengiriman 

Lion Parcel Sleman. Pembatasan aktivitas membuat para pelaku usaha kesulitan 

dalam memasarkan produknya. Dalam hal ini para pelaku  usaha harus siap dalam 

membuat strategi komunikasi pemasaran yang tepat agar dapat bertahan di tengah 

pandemi Covid-19 dan harus meningkatkan daya saing antar pelaku usaha. 

Merujuk fenomena tersebut, maka peneliti tertarik untuk melakukan penelitian 

mengenai promotion mix di tengah pandemi dalam meningkatkan daya saing. 

Penelitian ini menggunakan teori bauran promosi yang terdiri dari periklanan, 

promosi penjualan, penjualan personal, pemasaran langsung, dan hubungan 

masyarakat serta Daya Saing (Lokasi, Harga, Pelayanan, Kualitas Produk, 

Promosi). Jenis penelitian ini adalah deskriptif kualitatif dan paradigma yang 

digunakan yaitu paradigma konstruktivisme dengan objek Lion Parcel Sleman dan 

sujek owner dan 3 karyawan Lion Parcel menggunakan teknik sampling purposive 

dilihat dari usia, pekerjaan, keterkaitan dengan produk.   

 

Kata kunci: Pandemi Covid-19, Lion Parcel Sleman, Promotion Mix, Daya 

Saing. 
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ABSTRAK 

 

 

The Covid-19 pandemic that hit the world in early 2020 caused several sectors to 

experience many problems, both from an economic, social and political 

perspective. One of the things that has greatly affected the Lion Parcel Sleman 

delivery service business. Restrictions on activities make it difficult for business 

actors to market their products. In this case, business actors must be prepared to 

create appropriate marketing communication strategies in order to survive in the 

midst of the Covid-19 pandemic and must increase competitiveness between 

business actors. Referring to this phenomenon, researchers are interested in 

conducting research on the promotion mix in the midst of a pandemic in 

increasing competitiveness. This study uses the promotion mix theory which 

consists of advertising, sales promotion, personal selling, direct marketing, and 

public relations and Competitiveness (Location, Price, Service, Product Quality, 

Promotion). This type of research is descriptive qualitative and the paradigm used 

is the constructivism paradigm with the object of Lion Parcel Sleman and subject 

owner and 3 Lion Parcel employees using purposive sampling technique in terms 

of age, occupation, relationship with the product. 
 

 

Keywords: Covid-19 Pandemic, Lion Parcel Sleman, Marketing Promotion, 

Competitiveness.


