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PERAN CHIEF MARKETING OFFICER DALAM MENGELOLA
AKTIVITAS PEMASARAN UNTUK KEBERLANJUTAN BISNIS PADA
BRAND “CHEERMOL”

Laurentia Ratna Prabandari

ABSTRAK

Laporan Professional Skill Enhancement Program (PRO-STEP) ini membahas
peran Chief Marketing Officer (CMO) dalam mengelola manajemen pemasaran
guna mendukung keberlanjutan bisnis CHEERMOL, sebuah brand camilan
berbasis cimol dengan konsep mood-based snack. Pemilihan bisnis
CHEERMOL didasarkan pada tingginya minat konsumsi camilan di kalangan
pelajar dan mahasiswa, serta peluang diferensiasi produk melalui inovasi rasa
dan konsep emosional yang belum banyak diterapkan oleh brand sejenis. Selama
pelaksanaan program, penulis melakukan berbagai kegiatan pemasaran, meliputi
analisis target pasar, evaluasi hasil bazaar, pengumpulan umpan balik konsumen
melalui Google Form, penyusunan strategi promosi, pengelolaan media sosial,
pembuatan materi branding, serta eksekusi penjualan langsung di lapangan.
Adapun kendala yang dihadapi antara lain keterbatasan pengalaman dalam
mengelola strategi pemasaran, tantangan dalam pembagian waktu antara
kegiatan akademik dan bisnis, serta konsistensi produksi konten promosi.
Kendala tersebut diatasi melalui peningkatan koordinasi antar anggota tim,
penyusunan perencanaan kerja yang lebih terstruktur, serta evaluasi berkala
berdasarkan data penjualan dan masukan pelanggan. Melalui kegiatan ini,
penulis memperoleh pemahaman yang lebih mendalam mengenai pentingnya
manajemen pemasaran, konsistensi strategi, komunikasi efektif, serta peran
kepemimpinan dalam membangun keberlanjutan bisnis rintisan.

Kata kunci: Chief Marketing Officer, CHEERMOL, Manajemen Pemasaran,
Keberlanjutan Bisnis

X



THE ROLE OF THE CHIEF MARKETING OFFICER IN
MANAGING MARKETING ACTIVITIES FOR THE

SUSTAINABILITY OF CHEERMOL BRAND

Laurentia Ratna Prabandari

ABSTRACT

This Professional Skill Enhancement Program (PRO-STEP) report discusses
the role of the Chief Marketing Officer (CMO) in managing marketing
activities to support the business sustainability of CHEERMOL, a cimol-
based snack brand that adopts a mood-based snack concept. CHEERMOL
was selected due to the high demand for snacks among students and young
people, as well as the opportunity to differentiate the product through flavor
innovation and an emotional-based concept that is still rarely applied by
similar brands.

Throughout the program, various marketing activities were carried out,
including target market analysis, evaluation of bazaar performance,
collection of consumer feedback through Google Forms, development and
implementation of promotional strategies, social media management,
creation of branding materials, and direct sales execution. The main
challenges encountered were limited initial experience in marketing, time
management between academic responsibilities and business operations, and
inconsistency in content production. These challenges were addressed
through stronger team coordination, more structured planning, and periodic
evaluations based on sales data and customer feedback.

Through this program, the writer gained a deeper understanding of the
importance of marketing management, consistent strategy execution, effective
communication, and leadership in building long-term business sustainability.

Keywords: Chief Marketing Officer, CHEERMOL, Marketing Management,
Business Sustainability
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