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[bookmark: Abstract]Abstract
This study aims to analyze the marketing communication strategy implemented by Denim Sleigh in an effort to increase sales in Tangerang City. The background of this research is based on the increasingly competitive fashion industry, particularly denim products, which requires entrepreneurs to have effective and innovative communication strategies. The research method used is descriptive qualitative, with data collected through interviews with six Denim Sleigh customers. This approach was used to gain an in-depth understanding of how marketing communication strategies are implemented, the obstacles faced, and their effectiveness in attracting and retaining consumers. The results show that Denim Sleigh’s main strengths lie in its good product quality, affordable prices, and friendly service. However, there are weaknesses in the consistency of digital promotion and variety of social media content. Based on the SWOT analysis, the greatest opportunities for Denim Sleigh lie in the increasing popularity of denim fashion and the potential for market expansion through online marketplaces and digital collaborations. In conclusion, Denim Sleigh’s marketing communication strategy should be improved through more consistent digital promotion, creative and engaging content, and collaborations with influencers to broaden market reach. These steps could increase sales and strengthen the brand image within the local fashion industry.
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[bookmark: Introduction]Introduction
The fashion industry in Indonesia continues to experience rapid growth in line with the increasing public interest in modern lifestyles. According to data from the Ministry of Industry (2023), the fashion subsector contributes around 17% to the total creative industry output, making it one of the most rapidly developing sectors in recent years. One category that has shown significant growth is the denim apparel industry, which holds its own appeal as it reflects character, practicality, and the lifestyle of today’s youth. The growing competition in this industry demands that business owners innovate not only in product design but also in marketing communication strategies to attract and retain customers.
Denim Sleigh is one of the fashion businesses established in 2020, located in Cipadu, Tangerang City. This business focuses on the production and sale of denim-based clothing such as jeans and casual t-shirts, targeting young people with modern and simple styles. In its marketing activities, Denim Sleigh utilizes several social media platforms such as Instagram, WhatsApp, and Facebook to introduce products, build brand image, and reach a broader audience.
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However, in practice, the marketing communication strategy implemented has not been fully optimal. Promotions remain limited, social media engagement is not maximized, and sales records are still done manually. These conditions affect marketing effectiveness and sales performance. On the other hand, rapid technological development has brought many new competitors with more creative and adaptive communication strategies.
In this context, it is essential for Denim Sleigh to conduct an in-depth analysis of its marketing communication strategy to determine how effectively it increases sales and strengthens brand image. Through effective communication approaches aligned with the target market’s characteristics, Denim Sleigh is expected to expand its market share and enhance competitiveness in both local and national fashion industries.
Therefore, this study aims to analyze the marketing communication strategy implemented by Denim Sleigh to increase sales in Tangerang City. The study adopts a descriptive qualitative approach to gain a deep understanding of how communication strategies are applied, the challenges faced, and efforts made to build relationships with customers through social media and other communication channels.
[bookmark: Literature_Review]Literature Review
[bookmark: Definition_of_Marketing]Definition of Marketing
Marketing is one of the essential business functions that serves as a bridge between companies and consumers. According to Kotler and Keller (2016), marketing is a social and managerial process in which individuals and groups obtain what they need and want through the creation, offering, and exchange of valuable products with others. Marketing is not only focused on product sales but also on building long-term relationships with customers through satisfaction and trust.
Meanwhile, Swastha (2019) defines marketing as human activity directed at satisfying needs and wants through exchange processes. This means marketing is oriented toward meeting consumer needs and creating added value that delivers customer satisfaction. In the context of small and medium enterprises (SMEs), marketing plays a vital role in introducing products to the public and building brand image to remain competitive in the market.
[bookmark: Marketing_Mix]Marketing Mix
The marketing mix refers to a combination of variables that companies use to influence consumer responses to the offered product. According to Kotler and Armstrong (2018), the marketing mix consists of four main components known as the 4Ps:
1. Product – everything the company offers to satisfy consumer needs and wants, including quality, design, packaging, and product variations.
2. Price – the amount of money customers must pay to obtain the product. Proper pricing affects value perception and purchasing power.
3. Place (Distribution) – how the company delivers products to consumers. Strategic locations and effective distribution channels greatly affect sales levels.
4. Promotion – communication activities undertaken to introduce and persuade consumers to make purchases.
Types of Sales
According to Basu Swastha in Jannah (2018), there are several types of sales that can be carried out by companies. First, trade selling, which involves sales activities between producers and wholesalers aimed at helping retailers improve product distribution. This activity usually includes promotions, demonstrations, and the introduction of new products. Second, missionary selling, which refers to efforts to increase sales by encouraging buyers to purchase through the company’s official distributors, where the company has its own distribution network. Third, technical selling, which focuses on providing advice and solutions to buyers by demonstrating how the offered products or services can help solve their problems. Fourth, new business selling, which is a sales activity aimed at opening new transactions by converting potential buyers into regular customers, commonly applied in industries such as insurance. Finally, responsive selling, which emphasizes good service and pleasant customer relationships. Although it does not always result in large sales, it has the potential to encourage repeat purchases.
[bookmark: Research_Methodology]Research Methodology
According to Basrowi & Suwandi in Faldi (2021), qualitative research allows researchers to recognize subjects and experience what they go through in everyday life. Qualitative research involves the researcher directly, making them understand the context and natural setting of the phenomenon being studied. Each phenomenon is unique, as it occurs in different contexts.
Furthermore, Effendy (2025) explains that data collection in qualitative research is carried out through observation, interviews, and documentation by determining an appropriate data collection strategy to define the focus and depth of the data to be gathered.
[bookmark: Results_and_Discussion]Results and Discussion
Based on interviews with six Denim Sleigh customers, an overview of marketing communication strategies and sales-influencing factors was obtained. Customers generally learned about Denim Sleigh through social media such as Instagram and TikTok, as well as word of mouth. This indicates that the company’s primary strength lies in its digital presence and social network among young people.
From the product aspect, customers perceive Denim Sleigh as offering good quality, affordable prices, and stylish designs. These factors are the main attractions that satisfy customers. Additionally, pleasant shopping experiences, friendly and responsive service, and quick seller responses contribute to building customer loyalty. However, some aspects still need improvement. Customers noted that promotions were inconsistent and should be updated more frequently to maintain engagement on social media. Promotional content should also be more varied and creative to attract potential new buyers.
[bookmark: Analysis_of_Internal_and_External_Factor]Analysis of Internal and External Factors of Denim Sleigh
Denim Sleigh’s main strengths include high-quality yet affordable products, friendly and responsive service, and a positive image among young consumers. Its social media presence
on Instagram and TikTok helps build brand awareness and expand market reach. However, weaknesses include inconsistent digital promotion, lack of variety in social media content, and limited market coverage within Tangerang.
In terms of opportunities, the growing denim fashion trend among young people provides a large potential for expansion. Utilizing marketplaces such as Shopee and Tokopedia could widen the market reach, while collaboration with influencers could enhance brand visibility. Nonetheless, threats include intense competition from local and imported brands, rapidly changing fashion trends, and dependence on social media as the primary promotion channel. Therefore, product innovation and diversified marketing strategies are needed for Denim Sleigh to remain competitive.
SWOT Analysis Table of Denim Sleigh

	Category
	Analysis Result

	Strengths
	High-quality products at affordable prices, friendly and fast service, digital promotions already known on Instagram & TikTok.

	Weaknesses
	Inconsistent promotion, unappealing content, and limited market reach in Tangerang.

	Opportunities
	Denim fashion trend is popular, potential market expansion through marketplaces, opportunities for digital collaboration and creative promotions.

	Threats
	Fierce competition among local and imported brands, fast- changing fashion trends, and dependence on social media as the main promotional platform.


[bookmark: From_the_results_of_this_identification,]From the results of this identification, several strategies were obtained that can be applied through the SWOT matrix, namely:
1. SO Strategy (Strength–Opportunity)
This strategy uses strengths to take advantage of opportunities. Denim Sleigh can strengthen digital promotion by optimizing social media use, expanding sales through marketplaces, and collaborating with young influencers to increase brand recognition.
2. WO Strategy (Weakness–Opportunity)
This strategy focuses on minimizing weaknesses by utilizing opportunities. Denim Sleigh should enhance promotional content variety, establish a consistent posting schedule, and expand its target market beyond Tangerang through online platforms.
[bookmark: Conclusion]Conclusion
Based on the findings of the study titled Analysis of Marketing Communication Strategies in Increasing Sales of Denim Sleigh Business in Tangerang City, it can be concluded thatmarketing communication strategies play a vital role in increasing sales and strengthening brand image. Denim Sleigh has utilized social media platforms such as Instagram and TikTok as its main promotional channels to reach young consumers and introduce affordable denim products.
From the SWOT analysis, Denim Sleigh’s main strengths include product quality, competitive prices, and friendly, fast service. There are considerable opportunities arising from the rising denim fashion trend and the vast potential of digital markets. However, weaknesses remain, such as inconsistent promotion, lack of content variety, and limited market reach.
Therefore, the recommended strategies include strengthening consistent digital promotions (SO strategy), increasing content creativity (WO strategy), and collaborating with influencers to build brand awareness. Through creative, consistent, and trend-adaptive marketing communication strategies, Denim Sleigh has the potential to expand its market share, improve customer loyalty, and maintain competitiveness in the local fashion industry.
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