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ABSTRAK 
 

Program Professional Skill Enhancement Program (Prostep) merupakan 
wadah pembelajaran yang memungkinkan mahasiswa menjalankan proyek 
bisnis secara nyata sekaligus mengembangkan kemampuan profesional. 
Dalam laporan ini, penulis menggambarkan proses perancangan dan 
pelaksanaan strategi pemasaran untuk brand parfum Seraphé, mulai dari 
penentuan ide bisnis, pengembangan konsep brand, hingga pelaksanaan test 
market. Pemilihan produk parfum didasarkan pada peluang pasar yang 
cukup besar, karakter produk yang fleksibel untuk diferensiasi, serta potensi 
kreativitas dalam strategi branding dan konten digital. Proses test market 
pada tahap optimistic, grey, dan final market juga memberikan gambaran 
nyata mengenai preferensi konsumen serta respons awal terhadap 
positioning dan identitas visual Seraphé. 
 
Dalam pelaksanaan proyek, penulis sebagai Chief Marketing Officer (CMO) 
menghadapi beberapa kendala, seperti penyesuaian tone visual konten, 
penyusunan konsep komunikasi yang konsisten, serta keterbatasan waktu 
dalam produksi materi pemasaran. Kendala tersebut diatasi melalui riset 
referensi, diskusi intensif dengan tim, serta penyesuaian strategi konten agar 
tetap selaras dengan identitas brand. Melalui keseluruhan proses ini, penulis 
memperoleh pemahaman mendalam mengenai pembangunan brand, 
penyusunan strategi pemasaran, manajemen komunikasi visual, serta 
pengambilan keputusan berbasis data selama kegiatan Prostep. 
 

 
 

Kata kunci: Seraphé, strategi pemasaran, branding, pemasaran digital, test 
market. 
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DEVELOPMENT AND IMPLEMENTATION OF MARKETING 

STRATEGIES IN THE SERAPHÉ ENTREPRENEURSHIP 

PROGRAM, AS CHIEF MARKETING OFFICER 

Ilma Nisfi Auktiani 

 

ABSTRACT (English) 
 

The Professional Skill Enhancement Program (Prostep) serves as a learning 
platform that enables students to run real business projects while 
developing essential professional competencies. In this report, the author 
describes the process of designing and implementing the marketing strategy 
for the Seraphé perfume brand, starting from business idea formulation, 
brand concept development, to the execution of the test market. The 
selection of a perfume product was based on strong market potential, 
flexibility for differentiation, and creative opportunities within branding and 
digital content strategies. The test market stages, optimistic, grey, and final 
market, also provided practical insights into consumer preferences and 
early responses toward Seraphé’s positioning and visual identity. 
 
 
Throughout the project, the author, serving as the Chief Marketing Officer 
(CMO), encountered several challenges such as aligning visual tone across 
content, maintaining consistency in communication style, and managing 
time constraints in producing marketing materials. These challenges were 
addressed through reference research, intensive team discussions, and 
strategy adjustments to ensure alignment with the brand’s identity. Through 
this process, the author gained extensive understanding of brand building, 
marketing strategy development, visual communication management, and 
data-driven decision-making during the Prostep activities. 
 

 
 

 
Keywords: Seraphé, marketing strategy, branding, digital marketing, test 

market. 
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