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ABSTRACT 

ZULFAH IMANNISA NOORSHOLEHAH. 2025. Marketing Mix 
Strategy in Efforts to Increase the Sales of Local Coffee Products: A Case Study at 
Koperasi Produsen Kopi Walatra Sejahtera. Supervised by. H. Gijanto Purbo 
Suseno. 

This research focuses on product, price, place (distribution), and promotion 
strategies, as well as the analysis of strengths, weaknesses, opportunities, and 
threats (SWOT) faced by the cooperative. The study employs a descriptive 
quantitative method with a census technique, involving all 26 cooperative members 
as research respondents. Data were collected through questionnaires, interviews, 
and observations, and then analyzed using a descriptive approach along with IFAS 
and EFAS matrices. 

The findings show that Koperasi Walatra has produced high-quality coffee 
products with several variants (Arabica, Robusta, Cascara Tea). However, product 
innovation remains limited. In terms of pricing, the cooperative applies competitive 
prices according to quality, though not yet fully adjusted to consumers’ purchasing 

power. The distribution system has utilized both offline and online channels 
(Shopee, PaDi UMKM, Instagram), but has not been optimal in expanding market 
reach. Promotional activities are still minimal and inconsistent, resulting in limited 
brand awareness. The SWOT analysis places the cooperative in a position with 
significant strengths yet facing major challenges; therefore, the appropriate 
strategy is to optimize product quality, expand digital distribution channels, and 
intensify promotional efforts. 

In conclusion, the most effective marketing strategies for Koperasi Walatra 
are to maintain the quality of local coffee products, strengthen consistent digital 
promotion, develop product innovations (such as ready-to-drink coffee), and build 
partnership networks. By implementing these strategies, the cooperative has the 
potential to increase sales while enhancing the competitiveness of local coffee 
products in the market. 
 
Keywords: Marketing Strategy, Marketing Mix, SWOT Analysis, 
Cooperative, Local Coffee. 
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ABSTRAK 

ZULFAH IMANNISA NOORSHOLEHAH. 2025. Stratgi Bauran 
Pemasaran Dalam Upaya Meningkatkan Penjualan Produk Kopi Lokal Studi Kasus 
Pada Koperasi Produsen Kopi Walatra Sejahtera, di bawah bimbingan. H. Gijanto 
Purbo Suseno. 

 Fokus penelitian mencakup strategi produk, harga, distribusi (place), dan 
promosi, serta analisis kekuatan, kelemahan, peluang, dan ancaman (SWOT) yang 
dihadapi koperasi. Metode yang digunakan adalah kuantitatif deskriptif dengan 
teknik sensus, melibatkan seluruh anggota koperasi sebanyak 26 responden sebagai 
sampel penelitian. Data dikumpulkan melalui kuesioner, wawancara, dan observasi, 
kemudian dianalisis menggunakan pendekatan deskriptif serta matriks IFAS dan 
EFAS. 

Hasil penelitian menunjukkan bahwa Koperasi Walatra telah menghasilkan 
produk kopi berkualitas dengan berbagai varian (Arabika, Robusta, Cascara Tea), 
namun pengembangan inovasi produk masih terbatas. Dari sisi harga, koperasi 
menetapkan harga yang kompetitif sesuai kualitas, meskipun belum sepenuhnya 
disesuaikan dengan daya beli konsumen. Sistem distribusi sudah memanfaatkan 
kanal offline dan online (Shopee, PaDi UMKM, Instagram), tetapi belum optimal 
dalam memperluas jangkauan pasar. Promosi yang dilakukan masih minim dan 
kurang konsisten, sehingga belum maksimal dalam meningkatkan brand awareness. 
Analisis SWOT menempatkan koperasi pada posisi yang memiliki kekuatan 
signifikan namun menghadapi tantangan besar, sehingga strategi yang tepat adalah 
mengoptimalkan kualitas produk, memperluas saluran distribusi digital, dan 
meningkatkan intensitas promosi. 

Kesimpulannya, strategi pemasaran yang efektif bagi Koperasi Walatra 
adalah menjaga kualitas produk kopi lokal, memperkuat promosi digital secara 
konsisten, mengembangkan inovasi produk (seperti kopi siap saji), serta 
membangun jejaring kemitraan. Dengan penerapan strategi tersebut, koperasi 
berpotensi meningkatkan penjualan sekaligus memperkuat daya saing produk kopi 
lokal di pasar. 

 
Kata Kunci: Strategi Pemasaran, Bauran Pemasaran, Analisis SWOT, Koperasi, 
Kopi Lokal. 
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