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VALIDASI DAN PERENCANAAN BISNIS BAZZARKU 

STRATEGI APPROACHING  YANG TEPAT UNTUK 

PENGEMBANGAN BISNIS 

 Visianto Theo Abdisa 

ABSTRAK 
 

​ Pada periode pelaksanaan bisnis selama empat minggu terakhir, 

BAZZARKU sebagai platform digital penghubung antara pelaku UMKM dan 

Event Organizer (EO) telah menjalankan berbagai aktivitas operasional dalam 

upaya mencapai target kinerja yang telah ditetapkan. BAZZARKU ditargetkan 

omzet sebesar Rp20.000.000 dan laba bersih Rp10.000.000 per bulan, namun 

realisasi pendapatan menunjukkan bahwa perusahaan baru berhasil mencapai 

omzet Rp9.195.000 dan laba bersih Rp6.550.000. Pencapaian tersebut diperoleh 

melalui layanan penyewaan perlengkapan bazar, komisi pencarian lokasi event 

bagi UMKM, serta penerapan model bisnis baru berupa pendanaan UMKM 

berbasis profit sharing.  

​ Penelitian ini membahas strategi approaching dalam pengembangan awal 

BAZZARKU sebagai platform penghubung UMKM dan Event Organizer (EO). 

Selama empat minggu, berbagai upaya seperti pendekatan langsung, penyusunan 

proposal, komunikasi mitra, dan pembuatan konten telah dilakukan, namun masih 

terkendala kredibilitas, jaringan terbatas, dan visibilitas digital yang belum 

optimal. Untuk itu, disusun rencana pengembangan bertahap melalui 

pembangunan hubungan dan sponsorship (2026), perluasan pasar lewat promosi 

digital dan kolaborasi (2027), serta peluncuran fitur premium seperti Priority 

Booth Placement dan Early Access (2028) guna memperkuat posisi dan daya 

saing BAZZARKU. 

Kata kunci: Approaching Strategy, UMKM, Event Organizer; BAZZARKU 
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Validation and Business Planning of BAZZARKU: 

Marketing Strategies in the Early Stage of Development” 

 Visianto Theo Abdisa 

 

ABSTRACT (English) 
 

​ During the last four weeks of business operations, Bazzarku, as a digital 

platform connecting MSME players and Event Organizers (EOs), has carried out 

various operational activities in an effort to achieve its performance targets. 

Bazzarku was targeted to achieve a turnover of IDR 20,000,000 and a net profit of 

IDR 10,000,000 per month, but the actual revenue shows that the company only 

managed to achieve a turnover of IDR 9,195,000 and a net profit of IDR 

6,550,000. These achievements were obtained through bazaar equipment rental 

services, event location search commissions for MSMEs, and the implementation 

of a new business model in the form of profit-sharing-based MSME funding.  

​ This study examines the approaching strategy in the early development of 

BAZZARKU as a platform connecting MSMEs and Event Organizers (EOs). Over 

a four-week period, several efforts were carried out—including direct outreach, 

proposal development, partner communication, and digital content creation—but 

challenges remained in terms of low credibility, limited networks, and suboptimal 

digital visibility. To address these issues, a phased development plan was 

prepared, focusing on relationship building and sponsorships in 2026, market 

expansion through digital promotion and regional collaborations in 2027, and the 

launch of premium features such as Priority Booth Placement and Early Access in 

2028 to strengthen BAZZARKU’s position and competitiveness. 

Keywords: Approaching Strategy, MSMEs, Event Organizer, BAZZARKU 
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