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Abstract: As people increasingly seek spaces that offer both food and
relaxation, cafes and recreational venues are gaining popularity. This study
examines the marketing strategies employed by Café Djayataruna, focusing
on its marketing mix. Through a qualitative case study, the research involved
interviews with the owner, employees, and customers, alongside observations
of the café’s operations. The findings reveal the café’s strengths, such as its
diverse menu, unique experience, and strong social media presence. A SWOT
analysis shows promising opportunities for growth, including food delivery
services and local collaborations. However, challenges like operational
inefficiencies and limited market reach need attention. The study concludes
that by focusing on innovation and customer satisfaction, Café Djayataruna
can strengthen its competitive position and ensure long-term success.
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Introduction

In the rapidly evolving modern lifestyle, people’s allocation of time has undergone
significant changes, with social factors increasingly influencing lifestyle behaviours. Today,
individuals are not only looking for food and beverages but also seeking spaces that provide
an escape from the pressures of daily routines. This shift has led to the rise of cafes and
recreational venues, which serve as ideal locations for relaxation, socialization, and
experiencing unique atmospheres (Kotler, 2021). Despite the growing popularity of these
establishments, they face significant challenges in distinguishing themselves within a highly
competitive market. Zimmerer (1996), as explained in Purnomo (2017), emphasizes that
entrepreneurship is a process of applying creativity and innovation to solve problems and
seize opportunities to improve business life. This perspective highlights the importance of
creativity and innovation in responding to customer needs and ensuring sustainability in a
dynamic market. Business owners must ensure that both product quality and effective
marketing strategies stand out (Sugiyono, 2020). As competition intensifies, businesses must
innovate their marketing approaches to retain existing customers while attracting new ones.

In a fast-paced and competitive environment, marketing strategies are critical for
sustaining businesses. Apart from retaining existing customers, companies must also
identify and target new customer groups to remain competitive. The application of a
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comprehensive marketing mix is essential for increasing sales and achieving long-term
business success (Kotler, 2021). The tourism sector, one of the fastest-growing industries
globally, plays a crucial role in regional economic development. Establishments like Cafe
Djayataruna are excellent examples of how combining culinary services with recreational
activities can increase a business’s appeal (Amanda Azharani, 2023). Managing these
diverse offerings effectively is crucial for ensuring customer satisfaction and business
success.

Several studies have explored the role of marketing strategies in improving the
competitiveness of food and beverage businesses. For example, Amanda Azharani’s (2023)
research on Maroz Cafe & Resto Gondangmanis analyzed the application of SWOT analysis
and the marketing mix strategy to enhance business competitiveness. Azharani’s findings
emphasize the importance of integrating marketing strategies to drive growth and
sustainability. However, existing research mainly focuses on the use of SWOT analysis and
marketing strategies individually, with limited investigation into how combining product
innovation and marketing approaches can address issues such as revenue instability,
particularly in the food service industry.

Methodology
Research Design
The research employs a qualitative field study approach. This method is designed to
provide a detailed and descriptive explanation of the issue being investigated. The study
also uses a case study approach, which is appropriate for understanding the marketing
strategies implemented at Café Djayataruna. This method is ideal as it allows the researcher
to explore the phenomena within a real-life context, offering an in-depth understanding of
the marketing practices at this rapidly expanding café.
Population, Sample, and Sampling
The population for this research consists of individuals directly involved with Café
Djayataruna, including the owner, employees, and regular customers. Specific individuals
were selected based on their relevance to the research using purposeful sampling.
1. Owner and manager: The owner, as the primary decision-maker and manager, provides
key insights into the café’s marketing strategies.
2. Employees: Employees, especially those working in customer service and marketing
roles, were selected for their first-hand experience with the café’s operations.
3. Customers: Regular customers were chosen to provide insights into their perceptions of
the café’s marketing strategies.
Table 1. Respondent Profile Data

Respondent Name Of Position
Respondent
1 Saka Fatihah Owner and manager of Cafe
Djayataruna Djayataruna
2 Virda Sani Aulia Cafe Djayataruna employee
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Respondent Name Of Position
Respondent
3 Dio Ilham Cafe Djayataruna customers
4 Yoan Faizal Cafe Djayataruna customers

Source: Processed Data,2025

Intervention Procedure

As this is a qualitative study rather than an experimental one, there is no formal
intervention. The research focuses on understanding the current marketing practices at Café
Djayataruna. The study involves direct observation of the café's activities and interviews
with key participants to gain a comprehensive understanding of how the marketing mix is
applied.
Conceptual Framework

As market competition intensifies, it becomes essential for businesses to adopt

strategies that enhance their competitiveness and improve customer satisfaction. This study
explores the business management strategies employed by Café Djayataruna, mainly
focusing on how operational and service strategies contribute to better customer
experiences and foster business growth. The goal of this research is to offer practical insights
that will strengthen Café Djayataruna’s position as a leading tourist destination. A
conceptual framework is used in this research, which incorporates a SWOT analysis to
assess the café’s strengths, weaknesses, opportunities, and threats. Additionally, Porter’s
Five Forces model is applied to evaluate market competition and identify effective
management strategies. This approach aims to provide a thorough understanding of the
café's strategic direction and its potential for sustainable success.
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Figure 1. Conceptual Framework

Data Collection Techniques
In this study, several data collection techniques were employed to gather accurate
and relevant information for analysis.
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1. Observation
Observation involves the systematic collection of factual data through direct
observation of events and activities in the field. It is defined as the careful recording of
information about the phenomena being studied. The purpose of observation is to gather
concrete data from the source by engaging in on-site activities. This study used passive
participant observation, where the researcher did not participate in group activities but
observed independently over a specified period. The goal of the observation was to
identify the marketing mix strategies implemented at Café Djayataruna.
2. Interviews
Interviews are a method of collecting in-depth data through oral questioning. In
this qualitative study, preliminary interviews were conducted to explore the issues in
greater depth before addressing the main research questions. Interviews involve a
conversation between the interviewer, who asks the questions, and the interviewee, who
provides the answers. This technique was used to gather information about the
marketing mix strategies at Café Djayataruna and customers’ perceptions of their
experiences at the café. The interviews aimed to complement the findings from the
observations.
3. Documentation
Documentation refers to records or documents used to collect secondary data
from various sources, including personal and official documents. To support the
observation and interview methods, documents such as photographs, biographies,
diaries, and the history of the research subject were utilized to enrich the data. The
researcher gathered supplementary information from books, journals, and reports
related to the marketing mix strategy at Café Djayataruna. Written materials, along with
audio recordings and photographs, served as additional resources.

Result and Discussion

The section below outlines the results from the SWOT analysis of Café Djayataruna,
highlighting the internal and external factors that influence the café’s market position. The
findings suggest a favourable scenario for the café in terms of its internal strengths and
external opportunities.

Internal Factors:

The internal evaluation reveals that Café Djayataruna has significant strengths, with

a score of 1.75 for strengths and a relatively lower weakness score of 0.45. This indicates that

the café’s strengths far exceed its weaknesses, providing a strong base for ongoing growth

and competitiveness.

1. Strengths: The café’s primary strengths include its diverse menu, which appeals to a
wide variety of customer preferences, and its ability to offer a unique dining experience
by combining food with recreational activities. Moreover, its advantageous location and
strong social media presence have helped to build a loyal customer base. The café's
flexibility in responding to consumer needs through marketing strategies and special
offers is another key asset.
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2. Weaknesses: One major weakness identified is the café’s limited capacity for expansion
outside its current location. While it enjoys a strong presence locally, its reach is
primarily confined to the surrounding area. Additionally, the café could enhance its
operational efficiency, particularly in areas such as staffing and supply chain
management, which could lower costs and improve service. Addressing these
weaknesses would enable the café to increase its competitive edge and broaden its
market presence.

External Factors:

In terms of external factors, Café Djayataruna is positioned to benefit from more
opportunities than threats. The opportunity score stands at 1.62, while the threat score is
only 0.33, indicating that external opportunities outweigh the risks the café faces.

1. Opportunities: Café Djayataruna has multiple growth opportunities, including the
potential to expand through food delivery services like GoFood and GrabFood, take
advantage of the rising demand for unique dining experiences, and establish
partnerships with local tourism agencies or event planners. These initiatives would help
the café reach new customer segments, increase brand visibility, and create new revenue
streams. The introduction of seasonal promotions and new menu items could also
ensure continued customer engagement and long-term sustainability.

2. Threats: The café faces challenges from competition in the local food and beverage
industry, with new establishments offering similar products. Additionally, there is the
risk of disruptions to the supply chain due to the café's reliance on local suppliers for
essential ingredients. Given its current operational capacity, the café also faces
challenges in maintaining high-quality service during peak times. To address these
issues, the café needs to differentiate its offerings, foster customer loyalty, and diversify
its Supplier base.

SWOT Analysis Summary:

The SWOT analysis of Café Djayataruna reveals a robust internal foundation,
highlighted by an innovative menu, prime location, and effective customer engagement,
which offer the café a competitive edge. Nonetheless, it faces internal weaknesses, including
operational inefficiencies and limited brand visibility beyond its current market. On the
external front, the café has significant opportunities for growth, mainly through food
delivery services and local collaborations. However, it also contends with external threats
such as rising competition and supply chain uncertainties. To foster long-term growth, Café
Djayataruna must leverage its strengths, address operational weaknesses, and navigate
external challenges effectively.
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Conclusion

The analysis indicates that Café Djayataruna has effectively implemented competitive
strategies through differentiation and a focused approach. By offering unique facilities that
distinguish it from competitors, the café ensures that each market segment, including
families and teenagers, receives tailored experiences. Furthermore, the café maintains cost
efficiency while innovating to stay competitive in a growing market. To sustain its
competitive edge, it is crucial for the café to regularly assess market demands, uphold the
quality of its facilities and services, and remain adaptable to emerging industry trends. Café
Djayataruna demonstrates substantial potential as a distinctive culinary and recreational
destination in Natar District, South Lampung, attracting a diverse range of customer
segments such as families, communities, and corporate groups. However, its continued
success in maintaining relevance amidst intensifying competition will depend on the
practical implementation of its competitive strategy, including product differentiation,
competitive pricing, customer experience enhancement, digital marketing efforts, and
collaboration with local communities. Future studies could investigate the long-term effects
of these strategies on the sustainability and growth of Café Djayataruna.

References

Abaalzamat, K.H. (2021). The Role of Katara Cultural Village in Enhancing and Marketing
the Image of Qatar: Evidence From TripAdvisor. SAGE Open, 11(2), ISSN 2158-2440,
https://doi.org/10.1177/21582440211022737

Acharyya, T. (2023). Irrawaddy dolphin in Asia's largest brackish water lagoon: A
perspective from SWOT and sentiment analysis for sustainable ecotourism.
Environmental Development, 46, ISSN 2211-4645,
https://doi.org/10.1016/j.envdev.2023.100863

Azharani, A. (2023). Analysis of SWOT and marketing mix strategies in improving business
competitiveness: Case study of Maroz Cafe & Resto Gondangmanis. Journal of
Business and Management, 10(2), 45-60.

Datta, P. (2021). Model-based strategic planning for strengthening mushroom
entrepreneurship: insights from a sub-Himalayan Region of West Bengal, India.
GeoJournal, 86(1), 145-158, ISSN 0343-2521, https://doi.org/10.1007/s10708-019-10063-
9

Guo, K. (2022). The Construction of Smart Tourism City and Digital Marketing of Cultural
Tourism Industry under Network Propaganda Strategy. Security and
Communication Networks, 2022, ISSN 1939-0114,
https://doi.org/10.1155/2022/4932415

Indrawati, M. (2021). HOUSEHOLD BUSINESS STRATEGY DURING THE COVID 19
PANDEMIC. Journal of Management Information and Decision Sciences, 24, 1-12,
ISSN 1524-7252

Kotler, P. (2021). Marketing management (15th ed.). Pearson Education.

Liatsikos, E. (2022). Market potentials of robotic systems in medical science: analysis of the

https://economics.pubmedia.id/index.php/jbhi



Journal of Business and Halal Industry, Volume 2, Number 3, 2025 7of7

Avatera robotic system. World Journal of Urology, 40(1), 283-289, ISSN 0724-4983,
https://doi.org/10.1007/s00345-021-03809-z

Liu, Z. (2023). Empowering High-Quality Development of the Chinese Sports Education
Market in Light of the “Double Reduction” Policy: A Hybrid SWOT-AHP Analysis.
Sustainability (Switzerland), 15(3), ISSN 2071-1050,
https://doi.org/10.3390/su15032107

Matsutani, L. (2022). Critical analysis of corporate social responsibility projects developed
by Brazilian companies: Providing new insights for debates. Cleaner Engineering and
Technology, 7, ISSN 2666-7908, https://doi.org/10.1016/j.clet.2022.100412

Nasution, IM. (2022). Implementation Technology for Development of a Brand
Communication in Company PT. XYZ. APTISI Transactions on Technopreneurship,
4(1), 16-24, ISSN 2655-8807, https://doi.org/10.34306/att.v4i1.213

Purnomo, A. (2017). Penguatan kewirausahan dalam meningkatkan daya saing UKM
produk unggulan di Kota Bandar Lampung. SOSIALITA: Jurnal Ilmu Administrasi,
9(2), 163-557.

Rumin, J. (2021). Improving microalgae research and marketing in the european atlantic
area: Analysis of major gaps and barriers limiting sector development. Marine Drugs,
19(6), ISSN 1660-3397, https://doi.org/10.3390/md 19060319

Sugiyono. (2020). Metode penelitian bisnis (15th ed.). Alfabeta.

Taghouti, I. (2022). The Market Evolution of Medicinal and Aromatic Plants: A Global
Supply Chain Analysis and an Application of the Delphi Method in the
Mediterranean Area. Forests, 13(5), ISSN 1999-4907,
https://doi.org/10.3390/£13050808

Yamagishi, K. (2021). Strategic marketing initiatives for small co-operative enterprises
generated from SWOT-TOWS analysis and evaluated with PROMETHEE-GAIA.
Journal of Co-operative Organization and Management, 9(2), ISSN 2213-297X,
https://doi.org/10.1016/j.jcom.2021.100149

Zhao, M. (2021). SWOT Research on the Development of Rural Tourism E-Commerce
System under the Background of Big Data Era. Mobile Information Systems, 2021,
ISSN 1574-017X, https://doi.org/10.1155/2021/8112747

https://economics.pubmedia.id/index.php/jbhi



