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Abstrak 

Perkembangan pesat industri coffeeshop di Indonesia mendorong setiap pelaku 

usaha untuk memiliki strategi pemasaran yang tepat agar mampu bersaing dan 

bertahan di tengah kompetisi yang semakin ketat. Penelitian ini bertujuan untuk 

merumuskan strategi pemasaran yang efektif bagi SNI Coffee Malang dalam upaya 

meningkatkan daya saing dan pengembangan bisnis. Metode yang digunakan 

adalah analisis SWOT (Strengths, Weaknesses, Opportunities, Threats) dan Boston 

Consulting Group (BCG). Melalui analisis SWOT, diperoleh nilai koordinat 

(0,271; 0,1915) yang menempatkan SNI Coffee pada kuadran I, yaitu strategi 

pertumbuhan (growth strategy). Hasil ini menunjukkan bahwa SNI Coffee memiliki 

kekuatan internal yang baik, seperti kualitas produk, loyalitas pelanggan, dan brand 

yang dikenal luas, serta didukung oleh peluang eksternal berupa tren konsumsi kopi 

yang meningkat dan dukungan pemerintah terhadap UMKM. Analisis BCG 

menunjukkan bahwa SNI Coffee berada pada posisi Stars, menandakan prospek 

pertumbuhan tinggi di pasar yang berkembang pesat. Berdasarkan hasil tersebut, 

strategi yang direkomendasikan meliputi ekspansi pasar, inovasi produk, promosi 

agresif melalui media digital, kemitraan strategis, serta peningkatan kapasitas 

produksi dan pelayanan pelanggan. Penerapan strategi ini diharapkan dapat 

memperkuat posisi kompetitif SNI Coffee, memperluas pangsa pasar, serta 

meningkatkan profitabilitas dan keberlanjutan usaha di industri kopi lokal. 

 

Kata kunci: strategi pemasaran, SWOT, BCG, SNI Coffee, pertumbuhan bisnis, 

industri coffeeshop. 
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Abstract 

 

The rapid development of the coffee shop industry in Indonesia encourages every 

business owner to have the right marketing strategy to be able to compete and 

survive amidst increasingly fierce competition. This study aims to formulate an 

effective marketing strategy for SNI Coffee Malang in an effort to increase 

competitiveness and business development. The methods used are SWOT 

(Strengths, Weaknesses, Opportunities, Threats) analysis and Boston Consulting 

Group (BCG). Through SWOT analysis, coordinate values obtained (0.271; 

0.1915) which place SNI Coffee in quadrant I, namely growth strategy. These 

results indicate that SNI Coffee has good internal strengths, such as product 

quality, customer loyalty, and a widely recognized brand, and is supported by 

external opportunities in the form of increasing coffee consumption trends and 

government support for MSMEs. BCG analysis shows that SNI Coffee is in the Stars 

position, indicating high growth prospects in a rapidly growing market. Based on 

these results, recommended strategies include market expansion, product 

innovation, aggressive promotion through digital media, strategic partnerships, 

and increased production capacity and customer service. The implementation of 

this strategy is expected to strengthen SNI Coffee's competitive position, expand 

market share, and increase profitability and business sustainability in the local 

coffee industry. 

 

Keywords: marketing strategy, SWOT, BCG, SNI Coffee, business growth, coffee 
shop industry 
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