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Abstract          Article Info 
 

Mango Day is small medium industry that echoes a healthy lifestyle as 
one of their visions with fruit strip as their product made from dried 
mangoes. The purpose of this research is to get the best marketing 
strategy for the Mango Day business. This research is a qualitative 
research with data collection techniques for instance, interviews, 
observations, and documentation with analytic descriptive results. The 
SWOT analysis technique is used to process data to obtain alternative 
strategies. There are four alternative strategies that can be used by 
companies as the company’s latest marketing strategy. SO strategy: 
maintaining product quality and creating new product variants, ST 
strategy: intensifying marketing on social media and other E-commerce  
is inserted with knowledge of products to be affordable to all groups 
and to expand the spread of products offline. WO Strategy: improve the 
quality of packaging and WT strategy: improve production processes to 
industrial scale. 
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INTRODUCTION 
 

The Data from Central Statistic Agency’s (Badan Pusat Statistik/BPS) in 2012 stated that industrial sector 
is able to absorb a workforce of 15.37 million people out of available 118 million people and 61.57% out  
of those absorption is absorbed by the small medium industry. Small medium industry (SMI) is a part of 
industrial sector which actively producing and generally its marketing activity is assisted by small medium 
enterprise. SMI has an important role on the rise of employment number due to its ability to absorb labor. 
SMI and micro small medium enterprise have absoption level of 97% out of total national employment and 
contribute around 57% toward Gross Domestic Product (GDP) (Sarwono, 2015). 

SMI is one of the govenrment pedestals in creating new jobs and employment especially after economy’s 
crisis few years back. SMI is also a very important part from a country’s economy, including Indonesia. As 
an illustration, even though the contribution of the SMI sector to the national output (GRDP) in 2000 was 
only 56.7 percent and in non-oil and gas exports only 15 percent in 2000, SMI has contributed as much as 
99 percent in the number of business entities in Indonesia and had a share as much as 99.6 percent in labor 
absorption (Lestari, 2011). SMI is a business founded on individual initiative, can absorb a lot of workforce 
around it and usually does not have special skills. Production carried out by SMI usually utilizes surrounding 
resources, both natural and human resources (Safitri, 2017). 

SMI is a business group that produces goods or services that can be used for local community consumption 
or not, it can absorb a lot of labor and often become a source of income for the surrounding community 
(Nurhayati, 2012). The activity carried out by the industry in processing a raw material into something that 
increases the selling value of goods and has a higher economic value (Fitriana, et. al., 2014). 

According to the Law of the Republic of Indonesia Number 3 of 2014 concerning industry, it is stated 
that industry is all forms of economic activities that process raw materials and /or utilize industrial resources 
so as to produce goods that have added value or higher benefits, including industrial services. Industrial 
service itself is a service business related to industrial activities (Kemenperin, 2014). Other government 
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agencies such as the BPS in 2012 defined industry based on the number of workers. The micro industry, 
for example, is a business unit with up to four permanent workers, 5 to 19 workers in small industries, 20 
to 99 workers in medium industries, and large industries with more than 100 workers.

SMI development is an effort to improve the economy because of the potential for SMIs in developing the 
national economy which is quite large, as well as the large number of people who depend on SMI (Prasnowo 
et al., 2017). In general, the weaknesses of micro/small businesses is its unprofessional management. Business 
success is determined by management/employee skills, which included finance, marketing, operations, and 
human resource management. The results of this study are expected to grow and develop professional micro 
entrepreneurs to develop Indonesian’s interest in entrepreneurship, improve community welfare, increase 
gini ratio, and urbanization (Rusliati, 2018).

PT. Saudagar Buah Indonesia is a SMI located in Jatinangor, Sumedang Regency and they had engaged 
in the food industry by producing from raw materials to final products into snacks. The company started 
selling its products under the brand called Mango Day, it was established in July 2019. The uniqueness of 
Mango Day products as the initiator of the first fruit strip in Indonesia made products from this PT. Saudagar 
Buah Indonesia that can easily attract the market from various circles.

Decree of the Head of the Food and Drug Administration of the Republic of Indonesia no. HK.00.05.52.4040 
in 9 October 2006 regarding to processed food products in the snack category stated that all foods made 
from fruit and vegetables (including mushrooms, tubers, nuts including soybeans and aloe vera), seaweed, 
and seeds are included in the snacks category (Akib, 2006). The Mango Day Fruit Strip product itself is 
included in the snack category because it is processed from fresh fruit derived from fruit puree which 
was dried and went through other processes so that it becomes a fruit strip product as it is currently being 
marketed. According to Akib (2006), fruit puree is a fruit product obtained from the same way as making 
fruit pulp, but the fibers are separated so that it has a smoother texture which is usually used for pastry, but 
not limited to pastries.

PT. Saudagar Buah Indonesia was chosen because there were problems in the marketing strategy carried 
out by PT. Saudagar Buah Indonesia in promoting their products, called Mango Day, which causes the 
distribution of products to tend to be less developed. This makes the products that have been produced will 
settle in the warehouse and make the stock pile up, so that production activities must be stopped for a while 
until the stock starts to run low, approximately 200 pieces.

The sales of a product or service from a company is the result of good performance of marketing strategy 
of the concerned company. The amount of competition in small-medium industries required companies to 
have a good strategy so that products and services from these companies can compete and survive in market 
competition, moreover, it will survive for the long terms. Strategy is a tool to achieve goals related to the 
long-term goals of the company (Rangkuti, 2016).

The meaning of marketing is often confused with the meaning of sales, trade and distribution, while 
actually these terms are only one part of the overall marketing activity. The marketing process had been 
starting a long time ago before goods were produced and not ended with sales but how to provide satisfaction 
to consumers (Andika & Susanti, 2018). Marketing is an activity process that is influenced by various 
social, cultural, political, economic and managerial factors. These factors cause each individual and group 
to get what they need and want by creating, offering, and exchanging products that have commodity values 
(Rangkuti, 2016).

The formulation of a marketing strategy is based on a thorough analysis towards the influence of the 
company’s external and internal environmental factors, and tends to change. Companies must be able to read 
changes in the company’s external environment that can change in many circumstances, so that opportunities 
and threats both from competitors and the ever-changing rhythm of the business can be read and overcame. 
The consequences of this is that internal company factors such as company strengths and weaknesses will 
change. For the companies to see and improve the internal and external conditions of their company, it is 
necessary to develop a marketing strategy so that in the future the company can anticipate changes from 
its external environment which are very important and needed by the company to gain an advantage in 
competing and produce products that are in accordance with consumer desires (Rangkuti, 2016).

Strategic planning is carried out on the basis of institutional aspects and aspects of consumer preferences. 
The main purpose of making a company strategy is to be able to objectively see internal and external 
conditions so that they can anticipate changes that occur (Wiyono, 2019). The marketing strategy that 
should be carried out by companies so far is the B2B or Business to Business concept, which means that 
products from the company are sold through other companies, such as retailers, resellers and distributors. 
on the other hand, practically, companies are likely to apply the concept of B2C or Business to Customer, 
it does mean that the products from the company are sold directly to buyers as a result of selling through 
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E-commerce, and also mostly the knowledge about the product’s existence has not yet been spreaded to 
the public. This has led to the need for an analysis of the marketing strategies that have been carried out by 
Mango Day in promoting its products.

Methods that can be used to analyze marketing strategies include the SWOT, QSPM, and SOSTAC® 
methods. The method used in this research is the SWOT method, which is the most commonly method 
for assessing strategy (Basset, et. al., 2018). The SWOT method examines the strengths (S), weaknesses 
(W), opportunities (O) and threats (T), to select and implement the best strategy to achieve organizational 
goals (Basset, et. al., 2018). SWOT analysis is used to determine important factors for sustainable planning 
(Ahmed, et. al., 2019). Using a correlative interpretation of a SWOT analysis, it can be understood that 
opportunities and threats are always potential, depending on the strategic ability of the organization 
to use its strengths and weaknesses in comparison (Charis, 2019). SWOT analysis can also be applied 
at the individual level to further assess a person’s situation versus their competition (Teoli, et. al., 
2019) The SWOT method is useful in conducting strategic analysis, so that it is expected to be able to 
minimize weaknesses in a banking institution and reduce the impact of threats that arise and must be 
faced (Chrismastianto, 2017).

 
METHOD

 
This research uses qualitative research methods with data collection techniques such as interviews, field 

observations, and documentation with analytical descriptive results. The research begins with conducting 
a preliminary study, they are observation, literature study and obtaining output in the form of problem 
identification and goal setting of this study. The next stage is to make observations and interviews with the 
internal section of Mango Day, then then the data is analyzed by using the SWOT method.

Strengths, Weaknesses, Opportunities, and Threats or SWOT for short is one of the most well-known 
strategic planning tools and is used in many problem management (Nazarko, et. al., 2017). Strengths 
identified through a SWOT analysis must be “leveraged”, weaknesses must be “fixed”, opportunities need 
to be “accepted” and finally, threats can be reduced if there is “awareness” about the same thing (Pandya, 
2017). SWOT analysis is a powerful approach to evaluate organizational strengths and weaknesses from 
an internal perspective by taking into account opportunities and threats from an external perspective of 
the company (Büyüközkan & Ilıcak, 2019). SWOT analysis is widely chosen for analysis because of its 
simplicity which allows everyone to participate without requiring substantial technical support (Pesce, 
et. al., 2018).

The purpose of using SWOT in analyzing the performance of a company is so that the company can 
determine realistic business goals and in accordance with company conditions, so that these goals are more 
easily achieved (Siswanto & Kleinsteuber, 2011). If a company knows how to develop strengths, improve 
weaknesses, take opportunities and avoid threats that will be suffered by the company, it is certain that the 
company will be superior to existing competitors. (Andrariladchi & Adiwibowo, 2018). 

RESULTS

SWOT analysis includes internal and external factors of the company. Internal company factors include 
Strengths and Weaknesses as well as external factors, they are Opportunities and Threats contained in IKM 
Mango Day are: (1) internal factors, strengths (no competitors for similar products, products contains nutrients 
like real fruits, active in social media), weaknesses (fragile products, easily damaged, high production cost, 
raw material’s cost fluctuative due to seasons), (2) external factors, opportunities (healthy lifestyle trends is 
emerging in big cities, no competitors existed, suitable for sports lover), threats (low product’s awareness, 
uneven product’s distribution, quite expensive product’s price).

The results of the SWOT analysis are compared with external factors, opportunities and threats, with internal 
factors of strengths and weaknesses (Nasution et al., 2020). Internal factors are entered into a matrix called 
the internal strategic factor matrix or IFAS (Internal Strategic Factor Analysis Summary). The IFAS matrix 
serves to determine the results of the strengths and weaknesses indicators seen from the quality of the item 
multiplied by the rating (Rusby & Arif, 2020). External factors are entered into a matrix called the external 
strategic factor matrix EFAS (External Strategic Factor Analysis Summary) (Nisak, 2013). IFAS matrix, EFAS 
matrix and SWOT matrix analysis can be seen in the Table 1, Table 2, and Table 3.
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Table 1. Mango Day IFAS Matrix
Internal Factors Weight Rating Score

Strength
No competitors for similar products 0.15 4 0.6
Products contains nutrients like real fruits 0.13 3 0.39
Active in social media 0.19 2.5 0.475
Sub Total 0.47 1.465

Weakness
Fragile products, easily damaged 0.16 3 0.48
High production’s cost 0.11 2 0.22
Healthy lifestyle trend is not that hype 0.17 3 0.51
Raw material’s cost fluctuative due to seasons 0.09 2.5 0.225
Sub Total 1 1.435

Total 2.9
Source: Data Analysis (2021)

Table 2. Mango Day EFAS Matrix
External Factor Weight Rating Score

Opportunity
Healthy lifestyle trends is emerging in big cities 0.18 3.7 0.666
Suitable for sports lover 0.18 2.4 0.432
No competitor existed 0.2 4 0.8
Sub Total 0.56 1.898

Threats
Low product’s awareness 0.2 3 0.4
Uneven product’s distribution 0.13 3 0.26
Quite expensive product’s price 0.11 3 0.33
Sub Total 1 0.99

Total 2.888
Source: Data Analysis (2021)

Tabel 3. Mango Day SWOT Matrix Analysis
Strength (S):
1. No competitors for similar products
2. Products contains nutrients like real fruits
3. Active in Social Media

Weakness (W):
1. Fragile products, easily damaged
2. High production’s cost
3. Raw material’s cost fluctuative due to 

seasons

Opportunities (O):
1. Healthy lifestyle trends is emerging in 

big cities
2. No competitors existed
3. Suitable for sports lover

SO Strategy:
1. Mantain product’s quality (S2, O1)
2. Creating new product’s variance (S1, S2, 

O2)

WO Strategy:
Upgrade packaging’s quality (W1, O2)

Threat (T):
1. Low Product’s awareness
2. Uneven product’s distribution
3. Quite expensive Product’s price

ST Strategy:
1. Intensify marketing on social media 

and other e-commerce with product’s 
knowledges to make it accessible to all 
people (S3, T1)

2. Expand offline product’s distribution 
through retailers, resellers and distributors 
(S1, T1, T2)secara offline melalui retailer, 
reseller dan distributor (S1, T1, T2)

WT Strategy:
Increase business scale to industrial scale 
(W2, O2, O3)

Source: Data Analysis (2021)
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DISCUSSION

Strength posessed by Mango Day are: (1) there are no competitors with similar products. So far, in Indonesia 
there are no companies that produce fruit strips. The competitors that have been found to date are in the United 
States, (2) the product has nutritional content such as real fruit. The use of dehydration technology in the 
production process does not damage the contents of the mango fruit, (3) active on social media. Companies 
that are active on social media make consumers feel closer so that they hold trust in buying products from 
the company.

Weaknesess posessed by Mage Day are: (1) fragile products, easily damaged. Products are not supported 
by resilient packaging yet, (2) high production’s cost. Due to other expenses such as production house and 
employee’s salary, (3) healthy lifestyle trends is not sufficient enough causing low market. The number of 
people who concerned with their health is not that high, causing customers choose products with no nutrition 
and cheaper price, (4) raw material’s cost fluctuative due to seasons. Due to Mango only harvested once a year 
in short period (October – December) causing significant price’s different outside those month (Yuniastuti & 
Purbiati, 2016).

The opportunities that can be taken by Mango Day are: (1) healthy lifestyle trends is emerging in big 
cities. The increasing trend of healthy lifestyle in big cities has made people to start looking for products with 
nutritional content as a substitute for snacks or junk food, (2) suitable for sports lover. Its good nutritional 
content, such as real fruit, makes Mango Day enjoyable for sports lovers without fear of damaging the current 
health program, (3) no competitors exist so that company can control prices. Being a pioneer in the production 
of fruit strips allows Mango Day to control product prices that befit all parties.

The threats that can be acknowledged for Mango Day are, (1) low product’s awareness in society. This 
results in the need for more intensive provision of knowledge about products to the community so that it spends 
most of the marketing costs, (2) uneven product’s distribution in offline market. Limited availability of offline 
products makes people often change their choice of buying products that can be enjoyed at that moment, (3) 
quite expensive product’s prices. This is because the large number of costs outside productions which can be 
reduced if the scale of production is increased.

SO Strategy: (1) maintaining product’s quality. Mango Day as the pioneer of the first fruit strip in Indonesia 
with a dehydration method that is able to fill people’s needs for healthy and nutritious snacks. The fruit strip 
production process has implemented good SOP and HACCP so that it can maintain the quality of the products, 
(2) creating new product’s variance. The number of other fruit variants that can be used as a base for fruit 
strips can be used as an opportunity to reach and attract more markets.

ST Strategy: (1) intensifying marketing on social media and other e-commerces with product’s knowledge. 
Mango Day’s activeness on social media can be used as a marketing medium that is quite effective in reaching 
consumers. Direct involvement between consumers and companies can psychologically affect consumers so 
that they have more confidence in buying products from these companies, (2) expanding offline product’s 
distribution through retailers, resellers, and distributors. Giving special prices for retailers, resellers and 
distributors is expected to attract the attention of potential business partners therefore, they have the desire to 
join. Adding business partners to sell products offline aims to bring the product closer to consumers in order 
to make them want to buy products can finally get one immediately without having to wait for delivery times 
which takes of up to 2-3 days at least.

WO Strategy, upgrade packaging’s quality. The quality of packaging from Mango Day now is only in the 
form of laminated paper packaging with aluminum coated on the inside. Packaging like this is less able to 
protect the product from collisions so there is a moment when you open the product some of them were already 
destroyed. It is better if the company adds a more resilient material, at least a material that is hard enough like 
cardboard on the back. Packaging with vacuum technology can also protect the product better so that it can 
minimize the destruction of the product when it reaches the consumer. WT Strategy, increase business scale 
to industrial scale. Increasing the scale of the business from home productions to industry can make the actual 
costs of expenses reduce if the scale of the business switches to industry.

CONCLUSION

Based on analysis, it is concluded that obtained a value of 2.9 for the IFAS matrix, influenced by factors 
that there are no competitors for similar products in Indonesia, even in Asia. New competitor who has 
similar products is in the United States, while the company’s most influential weakness is that there are still 
few people who apply healthy lifestyle in their daily lives. The value for the EFAS matrix is 2.888 which is 
strongly influenced by the absence of competitors, while the most influencing factor in terms of threats is the 
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low product’s awareness by the wider community so that people tend to choose products that are commonly 
consumed even though they have no nutritional value. The strategies included maintaining product quality, 
creating new product variants, intensifying promotion on social media, expanding offline product distribution, 
upgrading packaging quality, and increasing business scale to industrial scale.
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