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ABSTRACT 
Marketing strategy moment This hold important role in reach objective A business . The purpose of study 
This that is For know marketing strategies What should carried out by entrepreneurs local product Kue 
Bangkit Fafin . Study This nature descriptive qualitative use SWOT analysis . Research result showing a 
better alternative marketing strategy carried out by the product local Kue Bangkit Fafin is diversification 
(quadrant II). A must strategy applied is use the power it has for utilise opportunity period long. Kue 
Bangkit Fafin should do innovation product , so own unique and visible different from competitor 
Keywords: diversification ; SWOT analysis ; MSMEs 

 
INTRODUCTION 
Marketing strategy moment This hold important role in reach objective A business . Marketing strategy 
can influence sale product (Andri et al., 2017; Handayani et al., 2018) . That matter in line with results 
study Muslimin et al., (2022) marketing strategy can increase sales , so can maintain position companies 
in the market. 
MSMEs are one of the businesses that have been proven to be able to survive during times of crisis, 
because they are considered more flexible and less dependent on banks (Putra et al., 2018) . Research 
by Ariwibowo & Mauludin Insana, (2018) suggests that MSMEs in DKI Jakarta Province contribute to 
Regional Original Income (PAD). This is also in line with Novitasari's research (2022) that MSMEs 
contribute to regional economic growth. 
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Serang City is the capital of Banten Province. As the capital city, Serang City has various kinds of Micro, 
Small and Medium EnterpBangkits (MSMEs) which have begun to be able to compete and are also able 
to create jobs for the surrounding community. One of them is the UMKM Kue Bangkit Fafin. 

Source: https://smesta.kemenkopukm.go.id/ 
Figure 1. Bangkit Fafin Kue 

Bangkit Fafin Kue is a local product that has implemented a good marketing mix. The Bangkit Fafin Kue 
product is a dry Kue with contemporary packaging with complete information. Kue Bangkit Fafin already 
has halal certification, as well as product composition. Prices have been set from IDR 20,000 – IDR 
45,000. This price is quite competitive for similar dry Kues. Distribution of Bangkit Fafin Kues is carried 
out through offline stores on JL. Kiajurum, Serang City, as well as in several marketplaces (blibli and 
shopee). Promotions carried out through publications through events, sales promotions by establishing 
bundling for the purchase of hamper packages. 

The implementation of the Bangkit Fafin Kue marketing mix was not successful in increasing sales. This 
shows that it is not enough for the marketing mix to just be implemented, but to be formulated into a 
strategy. The research results of Jayanti Mandasari et al., (2019) show that marketing strategies can 
develop MSMEs. This is in line with the results of research by Kusuma & Sijaga, (2021) on the UMKM 
Ibu Lili Restaurant, showing that marketing strategies can increase sales from year to year. 
SWOT is an analysis tool for formulating a strategy. SWOT analysis can be used to determine strategies 
for developing a business (Pertiwi & Uzliawati, 2022; Putra et al., 2018) . Based on previous research, 
this research was conducted to formulate a marketing strategy for Kue Bangkit Fafin using SWOT 
analysis. 
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LITERATURE REVIEW 
Marketing strategy 
Marketing is activity human directed For fulfil needs and desires consumer through exchange . Marketing 
must can interpret need consumer and combine with market data such as : location consumers and 
preferences them , marketing mix or mix marketing is combination from four variable that is product , 
structure prices , activities promotions , and systems distribution . 
Kotler (2008) in (Munandar et al., 2020) put forward that marketing strategy is marketing mindset that will 
used For reach objective marketing . Marketing strategy product No The same with marketing strategy 
service (Utami & Fauzi, 2023) . Marketing strategy indicators according to Assauri (2013) in (Ratnasari 
& Mardian, 2021) , including product strategy , price strategy , distribution strategy and promotion strategy 
. According to Diana et al., (2017) , marketing strategy that is : 
Product strategy is offer good shape goods nor service For noticed , desired , sought , and consumed 
For fulfil need nor desire . Pricing strategy , namely method company set price For differentiate offer from 
competitor . Promotion strategy is activity communication marketing as effort For spread information , 
influence , remind the target market to be willing accept , buy , even be loyal to products offered . 
Distribution strategy is an internal strategy convey product to consumer . 
SWOT analysis 
According to Rangkuti (1997) in (Widiastuti & Mabruroh, 2009) SWOT analysis is identification factors in 
a way structured For formulate company strategy . Analysis the based on logical logic maximizing 
strengths and opportunities , and so on simultaneously can minimize weaknesses and threats . 
Strength ( strength ) and weakness ( weakness ) are factor complete management in control 
management , where strength is factors during This succeed controlled so that give impact positive for 
organization . Whereas weakness is factor completely There is in control management , however No 
succeed managed so that give negative impact for company . Opportunity ( opportunity ) is existing 
factors outside control management , however its emergence will give something opportunity success for 
company . If company have sufficient strength For adapt . Threats are external factors management . 
Here's an alternative strategy SWOT analysis : 

Quadrant IV 
Turnaround strategy 

Quadrant I 
Aggressive strategy 

Quadrant III 
Defensive strategy 

Quadrant II 
Diversification strategy 

Figure 2. Alternative Strategy SWOT analysis 
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Information : 
1. Quadrant 1: This is very situation profitable. the company own opportunities and strengths so that can 

utilise existing opportunities. A must strategy applied in condition This is support policy aggressive 
growth (growth oriented strategy). 

2. Quadrant 2: Although face various threat, company This Still own strength from internal aspect . A 
must strategy applied is use strength For utilise opportunity period long with diversification strategy ( 
product or service ). 

3. Quadrant 3: Company facing huge market opportunity big , but in another party , ia face a number of 
constraint or internal weakness . Condition business This similar with Question Mark on the BCG 
matrix . Company strategy focus This is minimize internal company problems so that can seize more 
market opportunities Good . 

4. Quadrant 4: This is very situation No profitable , company the face various internal threats and 
weaknesses 

 
RESEARCH METHOD 
Study This nature descriptive qualitative . According to Nazir (2014) research descriptive qualitative aim 
For understand phenomena experienced subject research and describe it (Yulia & Novitaningtyas, 2021) 
. As for the stages in research This that is : 

 
Figure 3. Framework Conceptual Study 

Data analyzed based on analysis statistics descriptive For describe condition business Kue Bangkit fafin 
. SWOT analysis is identifying various factors systematically to formulate a strategy. This analysis is 
based on logic that can maximize strengths and opportunities , but simultaneously minimize weaknesses 
and threats . SWOT analysis (strength, weakness, opportunity, threat) is A method in preparing marketing 
strategies used by the company with see internal and external environment (ED Kusuma & Ramdani, 
2023) . SWOT analysis is useful For analyze condition external and internal organization or company , 
as well For know ability something business in operate business facing its competitors (Luthfiyah et al., 
2021) . 
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RESULTS AND DISCUSSION 
SWOT analysis 

Strength  

1. Raw material easy obtained 
2. Product Healthy Because using cassava sugar 
3. Packaging contemporary , tight air 
4. Affordable prices 
5. Product easy found , shop located in the center of Serang City 
6. Product own resilience up to 6 months 

Weakness  

1. Product easy imitated 
2. Cheap price tend perceive product not premium 
3. Sale through e-commerce does not active 
4. Has Instagram however frequency to post content low 

Opportunity  

1. Market potential still wide 
2. Condition enough social conducive 
3. government program For support business This . 
4. Social media For easy free promotion accessed 

Threat  

1. The market is getting bigger selective 
2. Competition the more strict 
3. Increasing Health issues (reducing food sweet) 
4. The economy is not stable 

Strategy Formulation 

Input stage is stages compile strengths, weaknesses, opportunities and threats to in IFAS and EFAS 
tables. 
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Table 1. Internal Factor Analysis Summary (IFAS) 
Strength Weight Ratings Weight x Rating 
1 Raw material easy obtained 0.16 4 0.64 

2 Product Healthy Because using cassava 
sugar 0.09 3 0.27 

3 Packaging contemporary, tight air 0.1 3 0.3 
4 Affordable prices 0.08 2 0.16 

5 Store is located in the center city, easy 
obtained 0.06 2 0.12 

6 Product own resilience up to 6 months 0.08 2 0.16 
Sub-Total 0.57   1.65 

Weakness Weight Ratings Weight x Rating 
1 Product easy imitated 0.2 4 0.8 

2 Cheap price created perceive product not 
premium 0.06 2 0.12 

3 Sale through e-commerce does not active 0.07 2 0.14 

4 Own Instagram However low posting 
frequency 0.1 4 0.4 

Sub-Total 0.43   1.46 
Total 1     

Source : processed data , 10 April 2024 
Table 2. External Factor Analysis Summary (EFAS) 

Opportunities Weight Ratings Weight x Rating 
1 Market potential still wide 0.18 4 0.72 
2 Condition enough social conducive 0.08 2 0.16 

3 are supporting government programs 
business This 0.1 4 0.4 

4 Social media For easy free promotion 
accessed 0.09 3 0.27 

Sub-Total 0.45   1.55 
Threats Weight Ratings Weight x Rating 
1 The market is getting bigger selective 0.2 4 0.8 
2 Competition the more strict 0.16 3 0.48 

3 Increasing issue health ( reducing food 
sweet ) 0.07 2 0.14 

4 Economy No stable 0.12 4 0.48 
Sub-Total 0.55   1.9 

Total 1     
Source : processed data , 10 April 2024 



 
MSR Journal, Vol 3 issue-1 2024  ISSN : 2828-4216 

 

72 

Matching Stage 
Figure 4. SWOT Matrix 

 
 

 
Decision Making Stage 
For determine which strategy is the most effective , then made a diagram for determine Kue Bangkit 
position Fafin . Difference in total strengths and weaknesses (0.19); difference opportunities and threats (-
0.35). 

  

     
            IFAS 
 
 
 
 
 
EFAS 

Strength 

1. Raw material easy obtained 
2. Product Healthy Because using 

cassava sugar 
3. Packaging contemporary 
4. Affordable prices 
5. Product easy obtained 
6. Product durable 

Weakness 

1. Product easy imitated 
2. Cheap price tend perceive product 

not premium 
3. Sale via e-commerce no active 
4. Frequency of posting content 

marketing on Instagram is low  

Opportunities 

1. Market potential still wide 
2. Condition enough social 

conducive 
3. government program For support 

business This 
4. Social media For easy free 

promotion accessed 

Alternative SO Strategy 
Optimizing social media for reach 
more markets wide 

 

Alternative WO Strategy 
Do development product For make 
unique product , so seen different from 
the same effort 

Threats 

1. The market is getting bigger 
selective 

2. Competition the more strict 
3. Increasing Health issues 
4. Economy No stable 

Alternative S–T Strategy 
Optimizing promotion that Kue 
Bangkits Fafin use more cassava 
sugar Healthy 

Alternative T - W Strategy 
Do development product For make 
unique product , so seen different from 
the same effort . 
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Figure 1. Decision Making Diagram Fafin 

Kue Bangkit Marketing Strategy  

The strategy that is nested when the business is in quadrant II is diversification . Strategy implemented 
with use strength For utilise opportunity period long with how to diversify strategy . Kue Bangkit Fafin 
should do innovation product , so own unique and visible different from competitor . Besides that 
opportunity market expansion with use social media is necessary done . Social media can reach a wide 
market , with low cost , even No put out cost The same very . 

CONCLUSION 

Research conclusions This that the marketing strategy used by Kue Bangkit Fafin located in quadrant II. 
That strategy is a diversification strategy . Kue Bangkit Fafin should do innovation product , so own unique 
and visible different from competitor . Besides that opportunity market expansion with use social media 
is necessary done . Social media can reach a wide market , with low cost , even No put out cost The 
same very . 

Opportunities 1,55 Strength 1,65 

Threats 1,9 
Weakness 1,46 

turnaround 

agresive 

diversivicasion difensive 



 
MSR Journal, Vol 3 issue-1 2024  ISSN : 2828-4216 

 

74 

 
REFERENCES 

 
Andri, Baboe, K., & Alexandro, R. (2017). The Influence of Marketing Strategy on Increasing Sales 

Volume at Alfa Mart on Jalan Diponegoro, Palangka Raya City. Journal of Social Sciences 

Education (JPIPS) , 07 (7), 1–9. 
Ariwibowo, P., & Mauludin Insana, DR (2018). Contribution of Micro, Small and Medium EnterpBangkits 

to the Regional Income Growth Rate of DKI Jakarta Province. Journal of Organization and 

Management , 14 (1), 41–51. https://doi.org/10.33830/jom.v14i1.145.2018 
Diana, N., Mandey, S., & Jorie, R. (2017). Analysis of the Influence of Product Strategy, Price, 

Promotion, Distribution Channels on Consumer Loyalty (Case Study of Radar Manado 
Newspaper). EMBA Journal: Journal of Economics, Management, Business And Accounting 

Research , 5 (2), 2367–2377. 
Handayani, R., Runtuwene, RF, & Sambul, SAP (2018). The Influence of Marketing Strategy on 

Increasing Sales of Canned Isabella Fish Products at PT Sinar Purefoods Internasional Bitung. 
Journal of Business Administration , 6 (2), 34–40. 

Jayanti Mandasari, D., Widodo, J., & Djaja, S. (2019). Marketing Strategy for Micro, Small and Medium 
EnterpBangkits (Mumkm) Batik Magenda Tamanan, Bondowoso Regency. JOURNAL OF 

ECONOMIC EDUCATION: Scientific Journal of Education, Economics and Social Sciences , 13 

(1), 123. https://doi.org/10.19184/jpe.v13i1.10432 
Kusuma, ED, & Ramdani, D. (2023). SWOT Analysis as a Strategy to Increase the Competitiveness of 

MSMEs Hoki Souvenirs. Journal of Entrepreneurship and Business Management: Cuan , 1 (1), 
12–20. https://doi.org/10.59603/cuan.v1i1.8 

Kusuma, E., & Sianggaran, PY (2021). Marketing Strategy Analysis to Increase the Competitiveness of 
MSMEs at Ibu Lili's Restaurant. Jempper Journal , Vol. 2 No. (2). 

Luthfiyah, A., Djamhur, F., Melinda, R., Rasyid, Y., Mustika Putri, A., Accounting Studies, P., 
Economics and Business, F., & Muhammadiyah Riau, U. (2021). SWOT Analysis to Improve 
Strategic Management in MSMEs (Pani Sewing Business Study in Pekanbaru). Tambusai 

Education Journal , 5 (2), 3033–3041. https://jptam.org/index.php/jptam/article/view/1337 
Munandar, J., Tumbel, A., & Soegoto, A. (2020). SWOT Analysis in Determining Coffee Business 

Marketing Strategy During the Covid-19 Pandemic (Case Study of Kopi Luwak White Koffie). 
EMBA Journal: Journal of Economics, Management, Business And Accounting Research , 8 (4), 



 
MSR Journal, Vol 3 issue-1 2024  ISSN : 2828-4216 

 

75 

1191–1202. 
Muslimin, Zainuddin, Z., & Saputra, MK (2022). Marketing Strategy to Increase Sales in Simple MSME 

Businesses. Southeast Sulawesi Journal of Economic and Business , 3 (2), 132–149. 
https://doi.org/10.54297/sjeb.vol3.iss2.338 

Novitasari, AT (2022). Contribution of MSMEs to Economic Growth in the Era of Digitalization Through 
the Role of Government. JABE (Journal of Applied Business and Economics) , 9 (2), 184. 
https://doi.org/10.30998/jabe.v9i2.13703 

Pertiwi, WNB, & Uzliawati, L. (2022). Convection Business Strategy during the Covid-19 Pandemic in 
Serang City. JMK (Journal of Management and Entrepreneurship) , 7 (1), 1. 
https://doi.org/10.32503/jmk.v7i1.1950 

Putra, LR, Mindarti, LI, & Hidayati, F. (2018). STRATEGY FOR DEVELOPMENT OF MICRO, SMALL 
AND MEDIUM ENTERPBANGKIT (MSME) CREATIVE ECONOMY OF LEATHER CRAFTS IN 
MAGETAN DISTRICT (Study at the Department of Industry and Trade of Magetan Regency). 
JPAP: Journal of Public Administration Research , 4 (1). https://doi.org/10.30996/jpap.v4i1.1281 

Ratnasari, D., & Mardian, I. (2021). Marketing Strategy for Food-Based MSMEs in the Digital Era 4.0 
(Case Study in Bima City). Journal of Dimensions , 10 (3), 469–481. 
https://doi.org/10.33373/dms.v10i3.3159 

Utami, R., & Fauzi, A. (2023). Marketing Strategy for Micro, Small and Medium EnterpBangkits 
(Mumkm) in the Era of Industrial Revolution 4.0. JOURNAL OF TIMES (Accounting And Business 

Management) , 3 (1), 90–94. 
Widiastuti, A., & Mabruroh, S. (2009). SWOT analysis as a basis for determining competitive strategy. 

Journal of Economic and Business Dynamics , 6 (2), 145–157. 
Yulia, N., & Novitaningtyas, I. (2021). Marketing Strategy for Culinary MSMEs in Magelang City During 

the Covid-19 Pandemic . 04 (1), 357–367. 


