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ABSTRAK 

DAMPAK OMNI-CHANNEL MARKETING BERBASIS PLATFORM 

GINEE (GLOBAL INTELLIGENT E-COMMERCE ENGINE) DALAM UPAYA 

MENINGKATKAN KUALITAS LAYANAN KONSUMEN PADA TOKO 

ONLINE SERVODIO; Silfa Diana; 3121012; 90 Halaman ; Program Studi 

Admnistrasi Bisnis; Fakultas Bisnis, Bahasa, dan Pendidikan; Universitas 

Pesantren Tinggi Darul Ulum. 

Omni-channel marketing merupakan strategi pemasaran modern yang 

mengintegrasikan berbagai saluran komunikasi dan distribusi untuk menciptakan 

pengalaman konsumen yang konsisten dan mulus. Strategi ini semakin relevan di 

era digital, terutama dengan maraknya penggunaan e-commerce dan 

meningkatnya tuntutan konsumen terhadap layanan yang cepat, akurat, dan 

personal. Platform Ginee sebagai salah satu alat pendukung strategi ini 

menawarkan berbagai fitur unggulan seperti master produk dan sinkronisasi stok 

real-time untuk menjawab tantangan operasional toko online. 

Penelitian ini bertujuan untuk mengetahui bagaimana penerapan strategi 

omni-channel marketing berbasis platform Ginee berdampak terhadap manajemen 

stok dan kualitas layanan konsumen di Toko Online Servodio. Metode yang 

digunakan adalah pendekatan kualitatif dengan teknik pengumpulan data melalui 

observasi, wawancara, dokumentasi, dan triangulasi terhadap pemilik dan 

konsumen Servodio. Lokasi penelitian berfokus di Mojokerto, Jawa Timur. 

Hasil penelitian menunjukkan bahwa penggunaan Ginee mampu 

meningkatkan efisiensi manajemen stok, mengurangi risiko overselling, serta 

mempercepat proses pengiriman. Selain itu, kepuasan konsumen meningkat 
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karena pelayanan menjadi lebih responsif, akurat, dan terintegrasi. Dengan 

demikian, platform Ginee terbukti memberikan dampak positif terhadap 

peningkatan kualitas layanan konsumen dan loyalitas terhadap toko online 

Servodio.. 

Kata Kunci: Omnichannel Marketing, Ginee, E-Commerce, Kualitas Layanan 
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ABSTRACT 

THE IMPACT OF GINEE (GLOBAL INTELLIGENT E-COMMERCE 

ENGINE)-BASED OMNI-CHANNEL MARKETING IN IMPROVING 

CUSTOMER SERVICE QUALITY AT THE SERVODIO ONLINE STORE, 

Silfa Diana; 3121012; 90 Pages; Business Administration Study Program; Faculty 

of Business, Languages, and Education; Universitas Pesantren Tinggi Darul Ulum 

Omni-channel marketing is a modern marketing strategy that integrates 

various communication and distribution channels to create a consistent and 

seamless customer experience. This strategy has become increasingly relevant in 

the digital era, particularly with the rise of e-commerce and growing customer 

demands for fast, accurate, and personalized service. Ginee, as one of the 

supporting platforms for this strategy, offers various advanced features such as 

master product management and real-time stock synchronization to address 

operational challenges in online retail. 

This study aims to examine how the implementation of omni-channel 

marketing strategies using the Ginee platform affects inventory management and 

service quality at the Servodio online store. The research used a qualitative 

approach with data collection techniques including observation, in-depth 

interviews, documentation, and triangulation with the owner and customers of 

Servodio. The study was conducted in Mojokerto, East Java. 

The findings reveal that the use of Ginee significantly improves inventory 

efficiency, reduces the risk of overselling, and accelerates the delivery process. 

Furthermore, customer satisfaction increased as services became more responsive, 

accurate, and integrated. Therefore, the Ginee platform has proven to have a 
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positive impact on enhancing customer service quality and fostering customer 

loyalty at the Servodio online store. 

Keywords: Omni-Channel Marketing, Ginee, E-Commerce, Service Quality 
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