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NIM  : 61201021008881 

Judul Skripsi   : Studi Kelayakan Bisnis Digital & Creative Agency pada 

                          Magnetmarket Agency 

 

Abstrak 

Penelitian ini bertujuan untuk menganalisis kelayakan usaha Magnetmarket Agency, 

sebuah digital & creative agency skala kecil-menengah, dari aspek pasar, pemasaran, dan 

finansial. Latar belakang penelitian didasari oleh pertumbuhan pesat industri digital di 

Indonesia serta meningkatnya kebutuhan UMKM terhadap digitalisasi bisnis dan 

pemasaran digital yang efektif. Studi kelayakan diperlukan untuk menilai potensi, 

tantangan, serta prospek keberlanjutan usaha di tengah persaingan yang semakin ketat. 

Metode penelitian yang digunakan adalah eksploratif dengan pendekatan kualitatif. Data 

diperoleh melalui observasi langsung, dokumentasi internal perusahaan, dan studi literatur 

relevan. Analisis pasar mencakup potensi permintaan, tingkat persaingan, serta penerapan 

strategi segmenting, targeting, positioning (STP). Aspek pemasaran dikaji melalui bauran 

pemasaran (marketing mix) 7P dan efektivitas saluran promosi. Aspek finansial dievaluasi 

dengan indikator kelayakan investasi berupa Net Present Value (NPV), Internal Rate of 

Return (IRR), Payback Period (PP), dan Profitability Index (PI). Hasil penelitian 

menunjukkan bahwa untuk proyeksi lima tahun kedepan, dari sisi pasar, Magnetmarket 

Agency memiliki peluang pertumbuhan positif yang didukung tren digitalisasi UMKM, 

meningkatnya permintaan layanan kreatif serta iklan digital, serta kemampuan bersaing 

dengan kompetitor. Dari aspek pemasaran, strategi digital marketing yang diterapkan 

dinilai efektif, adaptif, serta tepat sasaran. Dari aspek finansial, analisis menunjukkan NPV 

positif, IRR jauh di atas tingkat diskonto, periode pengembalian modal yang cepat, dan PI 

lebih besar dari satu. Secara keseluruhan, penelitian ini menyimpulkan bahwa 

Magnetmarket Agency layak untuk dipertahankan, dan dikembangkan lebih lanjut sebagai 

usaha jasa agensi digital dan kreatif yang berdaya saing tinggi. 

Kata Kunci : Studi Kelayakan Bisnis, Agensi Digital, Agensi Kreatif, Aspek Pasar,     

Pemasaran, Aspek Finansial. 

Abstract 

This study analyzes the business feasibility of Magnetmarket Agency, a small to medium-

scale digital and creative agency, from market, marketing, and financial perspectives. The 

research is motivated by the rapid growth of Indonesia’s digital industry and the increasing 

demand from micro, small, and medium enterprises (MSMEs) for business digitalization 

and effective digital marketing services. A feasibility study is essential to evaluate the 

potential, challenges, and sustainability of the business in a competitive market 

environment. The study applies an exploratory design with a qualitative approach. Data 

were obtained through direct observation, internal company documentation, and relevant 

literature review. Market analysis focused on demand potential, industry competition, and 

the application of Segmenting, Targeting, Positioning (STP) strategies. The marketing 

aspect was examined through the 7P marketing mix and the effectiveness of promotional 



 

vi 

 

channels. The financial aspect was assessed using investment feasibility indicators, namely 

Net Present Value (NPV), Internal Rate of Return (IRR), Payback Period (PP), and 

Profitability Index (PI). The findings show that, over a five-year projection, Magnetmarket 

Agency has positive growth prospects supported by the MSME digitalization trend, rising 

demand for creative and digital advertising services, and strong competitiveness. From a 

marketing perspective, its digital marketing strategies are effective, adaptive, and well-

targeted. From a financial perspective, the analysis demonstrates a positive NPV, an IRR 

above the discount rate, a rapid payback period, and a PI greater than one. In conclusion, 

Magnetmarket Agency is considered feasible to sustain and further develop as a 

competitive digital and creative agency business. 

Keywords: Business Feasibility Study, Digital Agency, Creative Agency, Market Aspect, 

Marketing, Financial Aspect.  
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