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 ABSTRAK 

Perkembangan teknologi digital mendorong pelaku usaha 
mengintegrasikan penjualan offline dan online untuk meningkatkan daya saing 
dan omzet. Toko Armina Umir Fashion Mojokerto menghadapi kendala seperti 
promosi digital belum konsisten, media sosial tidak terjadwal, dan integrasi stok 
kurang optimal. Penelitian ini bertujuan mengidentifikasi faktor pendukung dan 
penghambat pengelolaan penjualan offline-online serta merumuskan strategi 
peningkatan omzet produk halal fashion. 

Penelitian menggunakan pendekatan kualitatif dengan metode studi kasus. 
Data diperoleh melalui wawancara mendalam, observasi partisipatif, diskusi 
partisipatif, dan dokumentasi. Analisis data dilakukan melalui reduksi data, 
penyajian data, dan penarikan kesimpulan, dengan uji keabsahan data melalui 
perpanjangan pengamatan dan triangulasi sumber serta teknik. 

Hasil penelitian menunjukkan faktor pendukung meliputi kualitas produk, 
pelayanan baik, loyalitas pelanggan, serta pemanfaatan media sosial dan 
marketplace. Faktor penghambatnya adalah promosi digital belum optimal, konten 
tidak terorganisasi, dan stok belum terintegrasi maksimal. Strategi yang 
dirumuskan dan diterapkan meliputi penjadwalan unggahan rutin 3 kali sehari, 
live streaming 2 kali sehari, optimalisasi marketplace, pemisahan stok offline-
online dengan stock opname berkala, serta pembagian jenis produk pada setiap 
waktu unggahan. 

Meskipun belum signifikan meningkatkan omzet dalam periode penelitian, 
strategi tersebut berhasil meningkatkan aktivitas pelanggan di kanal online dan 
pengelolaan stok yang lebih terintegrasi. Dari perspektif marketing Islam, strategi 
yang diterapkan telah sesuai dengan prinsip keadilan, kerelaan, dan larangan 
gharar. Penelitian menyimpulkan bahwa integrasi penjualan offline dan online 
dapat meningkatkan efektivitas operasional dan mendukung perkembangan usaha 
ritel fashion. 

 

Kata Kunci: Pengelolaan Penjualan, Penjualan Offline, Penjualan Online, Omzet 
Penjualan 
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ABSTRACT 

Advances in digital technology are driving businesses to integrate offline 
and online sales to boost competitiveness and revenue. Armina Umir Fashion in 
Mojokerto faces challenges such as inconsistent digital promotions, unscheduled 
social media posts, and suboptimal inventory integration. This study aims to 
identify the factors that support and hinder the management of offline-online sales 
and to formulate strategies for increasing revenue from halal fashion products. 

The study employed a qualitative approach using the case study method. 
Data were collected through in-depth interviews, participatory observation, 
participatory discussions, and documentation. Data analysis involved data 
reduction, data presentation, and drawing conclusions, with data validity tested 
through extended observation and triangulation of sources and techniques. 

The results indicate that supporting factors include product quality, good 
service, customer loyalty, and the effective use of social media and marketplaces. 
The inhibiting factors are suboptimal digital promotion, disorganized content, and 
insufficiently integrated inventory management. The strategies formulated and 
implemented include scheduling regular posts three times a day, live streaming 
twice a day, optimizing the marketplace, separating offline and online inventory 
through periodic stock takings, and categorizing product types for each posting 
time. 

Although it did not significantly increase revenue during the study period, 
the strategy succeeded in boosting customer activity on online channels and 
enabling more integrated inventory management. From an Islamic marketing 
perspective, the implemented strategy was consistent with the principles of justice, 
voluntary consent, and the prohibition against gharar. The study concluded that 
the integration of offline and online sales can improve operational effectiveness 
and support the growth of the fashion retail business. 

 

Keywords: Sales Management, Offline Sales, Online Sales, Sales Revenue 
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