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ABSTRACT
There are many types of marketing activities, one of which is digital marketing. One of the MSMEs that implement digital marketing in selling their products is an MSME in the form of a Coffee Shop or Café. The study aims to determine the constraints of strategy in digital marketing. The research approach used in this study is Qualitative. The study results show that Kedai El has great potential to grow and develop through digital marketing. By implementing the right and consistent strategy, Kedai El has the potential to become one of the most famous coffee shops in Jakarta and become a reference for Indonesian coffee lovers. Although Kedai El has great potential, it may face obstacles in implementing digital marketing strategies, especially in the Tanjung Priok area of Jakarta where competition is quite large particularly for pain advertising.  
INTRODUCTION
Digital marketing is an important strategy for MSMEs to increase competitiveness and develop their businesses, especially amidst tight competition. Kedai El in Tanjung Priok, Jakarta, is one example of an MSME that has successfully utilized digital marketing to reach consumers more widely. By utilizing social media, e-commerce platforms, and delivery services, Kedai El is able to strengthen interactions with customers and expand its market reach. In addition, digital marketing makes it easy to analyze consumer data, so that marketing strategies can be optimized according to market needs.
Kedai El's sales data for the past three years shows an increase in 2023, although there was a temporary decline in 2024 due to data only covering the months of January to June. This emphasizes the importance of implementing a consistent digital strategy to maintain growth. Through engaging content and effective branding, Kedai El has succeeded in attracting customers and competing in a dynamic market. The implementation of digital marketing not only increases cost efficiency but also provides opportunities for MSMEs to build stronger customer relationships and achieve long-term success.
 METHOD
This research was conducted in January-February with the research location at Kedai El, Tanjung Priok, North Jakarta. The informants in this study consisted of Kedai El employees, Kedai El customers, and lecturers/academics from the Institute of Social Sciences and Management STIAMI. The method used in this study is a qualitative method, known as a qualitative descriptive method. This method aims to describe and analyze social phenomena based on data obtained from interviews, observations, and documentation, so that it can provide a deep understanding of the topic being studied.
Meanwhile, the type of research used is qualitative research, which is research that aims to understand social phenomena in depth through exploration of the perspectives, experiences, and behavior of research subjects. Data collection techniques used in this study include observation, interviews, and documentation. The data analysis techniques applied follow the Miles and Huberman data analysis model, which includes the stages of collecting data, reducing data, presenting data, and drawing conclusions or verifying to ensure the accuracy of the findings.
RESULTS AND DISCUSSION
Results
From the results of the research conducted by the author both through direct interviews, observing the situation and facts obtained and observations to find out about the Analysis of Digital Marketing Strategy in UMKM: Case Study of Kedai El in Tanjung Priok, North Jakarta. The research was used descriptively, the author presents the results of the interview as follows:
Table 4.1
Interview Results
	Question No. 1
El Shop Employee Informant: Anita and Dani
What coffee menu is most often ordered by customers at Kedai El?

	No Informant
	Answer
	Verbatim Analysis

	1. Anita
	Customers most often order cappuccino. They like the balance of flavors between espresso and milk that we serve.
	Love the balance of flavors between the espresso and the milk served.

	2. Dani
	The most frequently ordered menu is Americano, especially by customers who need caffeine with a strong taste.
	Customers are looking for drinks with high caffeine content and strong flavors.

	Conclusion: Kedai El has succeeded in attracting customers with a variety of coffee taste preferences, from those looking for a balance between espresso and milk in a cappuccino, to the caffeine intensity of an Americano, to the smooth and creamy pleasure of a latte.



Table 4.2
Interview Results
	Question No. 2
El Shop Employee Informant: Anita and Dani
How do you ensure that the quality of coffee served is always the best?

	No Informant
	Answer
	Verbatim Analysis

	1. Anita
	We always use freshly ground coffee beans for every order and ensure our espresso machines are always in optimal condition. We also undergo regular training to continuously improve our skills.
	Kedai El prioritizes quality, consistency, and customer experience in a systematic and structured manner.

	2. Dani
	We work with trusted suppliers who provide high-quality coffee beans. In addition, we regularly hold cupping sessions to ensure the taste and aroma of the coffee are up to our standards.
	Strong commitment to the quality and consistency of products at Kedai El.

	Conclusion: Kedai El is very committed to quality and consistency in serving coffee to customers. Overall, Kedai El not only focuses on the technical aspects of serving coffee, but also has a strong commitment to selecting the best raw materials, developing staff skills, and maintaining equipment to ensure consistent coffee quality.



Table 4.3
Interview Results
	Question No. 3
El Shop Employee Informant: Anita and Dani
Are there any special or seasonal menus at Kedai El that we should try?

	No Informant
	Answer
	Verbatim Analysis

	3. Anita
	Yes, we have seasonal menus such as 'Spagetti Carbonara Katsu and 'Iced Mint Mocha'. These menus are always awaited by our loyal customers.
	El's cafe's success in integrating seasonal menus is a key factor in maintaining customer loyalty and attracting new interest.

	4. Dani
	Of course, we often introduce special menus such as 'Spagetti Carbonara Katsu' and 'Iced Mint Mocha'. These menus are very popular among customers.
	Kedai El succeeded in its strategy of introducing a special menu that became a customer favorite.

	Conclusion: Kedai El has successfully integrated a comprehensive specialty menu strategy, from seasonal menus to regularly introduced specials. This can help them maintain a competitive edge in the market by fulfilling customers’ desire for exploration and a unique coffee experience every time they visit the shop.



Table 4.4
Interview Results
	Question No. 4
El Shop Employee Informant: Anita and Dani
Can you tell us a little about the origins of the coffee beans that Kedai El uses?

	No Informant
	Answer
	Verbatim Analysis

	1. Anita
	We use coffee beans from various regions in Indonesia, such as Aceh Gayo, Toraja, and Bali. Each coffee bean is carefully selected to ensure the best quality.
	Kedai El prioritizes diversity and quality in the selection of coffee beans they use.

	2. Dani
	Our coffee beans come from local farmers who are committed to sustainable farming practices. We believe that by supporting them, we also get better, more environmentally friendly coffee beans.
	Kedai El is committed to supporting sustainable agriculture and partnerships with local farmers.

	Conclusion: Kedai El not only stands out for the quality of its carefully selected raw materials and support for sustainability, but also focuses on providing a special coffee experience to their customers.



Table 4.5
Interview Results
	Question No. 5
El Shop Employee Informant: Anita and Dani
How does Kedai El provide a comfortable atmosphere for customers?

	No Informant
	Answer
	Verbatim Analysis

	1. Anita
	We always keep the place clean, provide soft music, and make sure every table has enough lighting. In addition, we are also friendly and ready to help customers whenever they need.
	Kedai El shows that they not only focus on the quality of the coffee they serve but also on the quality of the overall customer experience.

	2. Dani
	We make sure our interiors are well-designed, providing plenty of comfortable seating and always keeping the room temperature cool. We also provide free Wi-Fi and power outlets for customers who want to work or study.
	Kedai El focuses on convenience and affordability of facilities for their customers.

	Conclusion: Kedai El has successfully created a welcoming and supportive environment for their customers, with a focus on cleanliness, comfort, modern amenities, a pleasant atmosphere, and friendly service. This helps them build an image as a desirable place to enjoy coffee and spend time, whether for relaxation or productivity.



Table 4.6
Interview Results
	Question No. 1
El Shop Employee Informants: Irfan and Farhan
What do you think about the quality of the coffee in our shop, especially in terms of taste?

	No Informant
	Answer
	Verbatim Analysis

	1. Irfan
	In my opinion, the coffee at El's shop is very delicious! The taste is rich and deep, and suits my taste, which really likes coffee with a strong character.
	Positive assessment of Kedai El, and states that the coffee at Kedai El suits his taste.

	2. Farhan
	This shop's coffee has a unique and consistent taste. I love how they process the coffee well, making it very quiet tasting.
	The assessment of Kedai El underlines that Kedai El has a unique and different taste.

	Conclusion: Both informants gave a very positive assessment of the coffee at Kedai El. They appreciated the unique, rich, and consistent taste. In addition, the informants also admired the good coffee processing process at the shop. In general, it can be concluded that Kedai El has succeeded in providing a satisfying coffee drinking experience for its customers.



Table 4.7
Interview Results
	Question No. 2
El Shop Employee Informants: Irfan and Farhan
Do you usually prefer to enjoy your coffee on site or to take away?

	No Informant
	Answer
	Verbatim Analysis

	1. Irfan
	I prefer to enjoy coffee on the spot. In this shop makes me relax and can enjoy coffee well.
	Prefer to enjoy coffee directly at the shop because the atmosphere is relaxing.

	2. Farhan
	I usually get takeout because I'm often in a rush. But if I have time, I'll definitely sit down for a while to enjoy the atmosphere of this shop.
	Prefer takeaway but still appreciate the tavern atmosphere and enjoy the atmosphere.

	Conclusion: Both informants have different preferences in enjoying coffee. Informant 1 prioritizes the atmosphere of the shop for a better coffee drinking experience, while informant 2 prioritizes practicality because of his busy schedule. However, both of them equally appreciate the quality of coffee offered by the shop.



Table 4.8
Interview Results
	Question No. 3
El Shop Employee Informants: Irfan and Farhan
Are there any seasonal or specialty coffee dishes you've tried and would like to recommend?

	No Informant
	Answer
	Verbatim Analysis

	1. Irfan
	I have tried their seasonal coffee menu that uses fresh coffee beans. It tastes fresh and unique, and is highly recommended to try.
	Customers are very impressed with the seasonal coffee menu they have tried.

	2. Farhan
	For me, there is a special seasonal menu that I tried a few months ago. The taste is very different and interesting, because it uses a combination of local ingredients. Worth a try if there is a deal.
	Customers love the seasonal coffee menu.

	Conclusion: Both informants gave very positive feedback on the seasonal coffee menu. Customers liked the fresh, unique, and different taste from the regular menu. The use of fresh coffee beans and the combination of local ingredients were the main attractions. Both informants recommended the seasonal coffee menu to others, showing great potential to increase sales.



Table 4.9
Interview Results
	Question No. 4
El Shop Employee Informants: Irfan and Farhan
How did you experience the facilities provided by Kedai El, such as free Wi-Fi and comfortable seating?

	No Informant
	Answer
	Verbatim Analysis

	1. Irfan
	The facilities here are quite good. Free Wi-Fi helps me stay connected, and the seating is comfortable. Suitable for working or just relaxing.
	Satisfaction with basic coffee shop facilities.

	2. Farhan
	The facilities in this shop really support stable Wi-Fi and comfortable seating. Sometimes there is live music that adds to the comfort.
	Appreciation for facilities that support productivity and comfort.

	Conclusion: Both informants were generally satisfied with the facilities provided by the coffee shop. However, there were differences in the level of satisfaction and focus of the assessment. The first informant focused more on basic facilities that meet the needs for working or relaxing, while the second informant gave a higher appreciation for facilities that support productivity and comfort, even including entertainment such as live music.



Table 4.10
Interview Results
	Question No. 5
El Shop Employee Informants: Irfan and Farhan
Do you have any suggestions or feedback to improve your experience at our store?

	No Informant
	Answer
	Verbatim Analysis

	3. Irfan
	For me personally, to enhance the experience, maybe it could be considered to add a variety of snacks that can be combined with coffee. In addition, holding more events or workshops around coffee would be interesting for coffee lovers like me.
	A variety of snacks that can be combined with coffee and holding events or workshops around coffee.

	4. Farhan
	My suggestion might be to pay more attention to the cleanliness of the toilet area and hand washing area. This shop is already good, but small touches like that can make the customer experience even better.
	Clean toilet area and clean hand washing area.

	Conclusion: Both informants provided different areas for improvement that could improve the overall customer experience at the coffee shop. Suggestions to increase the variety of snacks and hold events or workshops could attract customers who are more interested in the social aspect and the coffee experience. Meanwhile, the suggestion to pay more attention to the cleanliness of the toilet and handwashing area concerns basic things that are important to all customers for comfort and health.



Table 4.11
Interview Results
	Question No. 1
El Shop Employee Informant: Lecturer Mr. Irfan Setiawan, SAB, MA
Based on the El Shop Case Study, explain in detail how according to Mr. Irfan, he identified the strengths, weaknesses, opportunities, and threats faced by El Shop in implementing digital marketing strategies?

	No Informant
	Answer
	Verbatim Analysis

	Mr. Irfan Setiawan, SAB, MA
	To identify we need to distinguish SWOT analysis. Strengths and sought from internal, for example, affordable prices or strategic locations, from Instagram accounts can hold giveaways	it is a strength. Weaknesses can be concluded oh it turns out the price is more expensive, the instagram has not reached its followers. And for the strength strategy it is not about social media, and now many digital marketing identify from shopee food and grabfood but the entry like that is called a strategy. And for things like the place is not comfortable or the price is very expensive, it is included in the threat.
	The informants provided a fairly good understanding of SWOT analysis.

	Conclusion: Informants have a basic understanding of SWOT analysis and can apply it in the context of a coffee shop business. However, their understanding of strategy still needs to be deepened. The concept of strategy is not only limited to the use of digital platforms, but includes various efforts to achieve business goals.



Table 4.12
Interview Results
	Question No. 2
El Shop Employee Informant: Lecturer Mr. Irfan Setiawan, SAB, MA
Based on the SWOT analysis that has been carried out, explain why the digital marketing strategy is appropriate and effective?

	No Informant
	Answer
	Verbatim Analysis

	Mr. Irfan Setiawan, SAB, MA
	Because currently all people based on data more than 70% because Indonesian people hold the internet, then from that the SWOT strategy used, namely Indonesian people, is very effective, especially in this millennial era, which is very suitable for social media from how to promote paid advertising.
	Informants emphasized the importance of data in formulating SWOT strategies, especially regarding internet penetration in Indonesia.

	Conclusion: Informants understand the importance of data in business decision making. They also realize the great potential of social media as a marketing channel. However, their analysis is still general and not specific to the characteristics of El's shop.



Table 4.13
Interview Results
	Question No. 3
El Shop Employee Informant: Lecturer Mr. Irfan Setiawan, SAB, MA
Does Mr. Irfan recommend Kedai El to use paid advertising on social media platforms?

	No Informant
	Answer
	Verbatim Analysis

	Mr. Irfan Setiawan, SAB, MA
	As in answer number 2, I highly recommend paid advertising such as Instagram, TikTok and others in this day and age.
	The informant reiterated the recommendation to use paid advertising on social media as an effective marketing strategy.

	Conclusion: The informants are consistent with the previous recommendations. Although paid advertising is a potential strategy, it should be noted that the success of a marketing strategy does not only depend on one channel, but also on the integration of various elements in the marketing mix.



Table 4.14
Interview Results
	Question No. 4
El Shop Employee Informant: Lecturer Mr. Irfan Setiawan, SAB, MA
Explain in detail how Mr. Irfan conducted a market analysis to understand Kedai El's target market. What data and information did Mr. Irfan use in the analysis?

	No Informant
	Answer
	Verbatim Analysis

	Mr. Irfan Setiawan, SAB, MA
	The way to analyze the El cafe market can be done through a questionnaire or survey for consumers who are present and can be done by asking for names or telephone numbers for survey activities from the cafe from how to identify the market and then targeting which area and from me the most important thing is STP (segmenting, targeting. And positioning)
	The informant suggested using questionnaires and surveys to analyze the El cafe market.

	Conclusion: The informants have a good understanding of the importance of market research. The use of questionnaires and surveys is the right step to collect primary data. The STP concept also shows that the informants have a basic understanding of marketing.



Table 4.15
Interview Results
	Question No. 5
El Shop Employee Informant: Lecturer Mr. Irfan Setiawan, SAB, MA
According to Mr. Irfan, what are the suggestions and recommendations to the Head of Kedai El to increase its competitiveness in the market?

	No Informant
	Answer
	Verbatim Analysis

	Mr. Irfan Setiawan, SAB, MA
	Suggestions and recommendations for my El shop I suggest sales power. Promotion power for now using marketing mix namely:
4P
· Suppose it tastes good and the price is affordable
· Bundling strategy
· The shop now has a sales strategy on Shopee Food and Grab Food
· Promotion must do promotion in paid advertising.
· 
	The informant provided recommendations regarding the marketing mix consisting of product, price, place, and promotion.

	Conclusion: The informants have a fairly comprehensive understanding of the marketing mix. Their recommendations cover various aspects that can improve the competitiveness of El's shop.




Discussion
1. What digital marketing strategies does Kedai El use in Tanjung Priok, North Jakarta?
Based on the results of the research above, the information provided can infer several digital marketing strategies that are likely to be carried out by Kedai El, namely:
b. Social Media Marketing
Most likely Kedai El has an Instagram account to display interesting visuals about coffee, the process of making it and the atmosphere of the shop. Kedai El might use the Stories and Reels features for more dynamic content and higher engagement. And for the next social media Facebook, this platform can also be used to build a community of coffee lovers and promotions.
c. Content Marketing
El's shop might have a simple blog on their website to share knowledge about coffee, the origins of the coffee beans they use, and coffee recipes.
d. Search Engine Optimization (SEO)
By optimizing keywords such as "Tanjung Priok coffee shop", "coffee from Indonesia", "manual brew", etc., Kedai El can improve its ranking in search engines.
2. What are the obstacles faced by Kedai El in Tanjung Priok, North Jakarta in implementing Digital Marketing Strategy?
Although El's shop has great potential, some obstacles that they may face in implementing digital marketing strategies are holding Coffee Shop competitions in Jakarta, especially in the Tanjung Priok area, which may be quite large, especially for paid advertising. Managing various social media platforms and creating content consistently requires a lot of time and effort. Algorithm changes on social media platforms can have a significant impact on the organic reach of content.
3. What are the advantages and disadvantages of the digital marketing strategy implemented by Kedai El in Tanjung Priok, North Jakarta?
El Shop has advantages and disadvantages for digital marketing strategies, namely:
a. Excess
Digital marketing allows Kedai El to reach wider customers, not only around Tanjung Priok but also throughout Indonesia. Through social media platforms, Kedai El can build more personal relationships with customers. Kedai El can measure the performance of their marketing campaigns and make optimizations. Digital marketing strategies can be easily adjusted to changes in consumer trends and behavior.
b. Lack
Many other businesses are also using digital marketing strategies, so Kedai El has to work harder to stand out. Building brand awareness through digital marketing takes a long time. Building brand awareness through digital marketing takes a long time.
Kedai El has great potential to grow and develop through digital marketing. By continuing to innovate and evaluate, Kedai El can overcome existing obstacles and achieve its business goals.

CONCLUSION 

Kedai El has very good potential as a coffee shop that carries the concept of education about Indonesian coffee. By focusing on the quality of local coffee beans and a comfortable atmosphere, Kedai El has succeeded in attracting the interest of coffee lovers. The digital marketing strategy that has been carried out, although not explicitly mentioned, shows a good effort in reaching a wider audience. By implementing the right and consistent strategy, Kedai El has the potential to become one of the famous coffee shops in Jakarta and a reference for Indonesian coffee lovers.
Although El's shop has great potential, some obstacles that they may face in implementing digital marketing strategies are holding Coffee Shop competitions in Jakarta, especially in the Tanjung Priok area, which may be quite large, especially for paid advertising. Managing various social media platforms and creating content consistently takes a lot of time and effort. Algorithm changes on social media platforms can have a significant impact on the organic reach of content. El's shop has great potential to grow and develop through digital marketing. By continuing to innovate and evaluate, El's shop can overcome existing obstacles and achieve its business goals.

To improve business performance and strengthen Kedai El's position in the market, here are some suggestions to consider:
1. Strengthening Digital Marketing Strategy, In-depth analysis of customer data and marketing campaign performance to optimize strategies. In addition to Instagram and Facebook, consider leveraging other platforms such as TikTok to reach a younger audience. Create more creative and engaging content, such as coffee making tutorials, coffee bean reviews, or stories behind each type of coffee offered. Collaborate with coffee influencers, food bloggers, or coffee lover communities to increase reach. Build a customer database and send regular newsletters with the latest information on products, promotions, and events.
2. Product and Service Development, Consider adding variety to your food and beverage menu, including healthy and vegan options. Sell coffee-themed merchandise, such as mugs, t-shirts, or packaged coffee beans to increase revenue.and brand awareness. Hold coffee classes to share coffee knowledge and provide a more immersive experience to customers. Implement an engaging loyalty program to encourage customers to return.
3. Business Management, Evaluate operational costs and find ways to improve efficiency. Train staff to have good knowledge of coffee and be able to provide satisfactory service to customers. Cooperate with local coffee bean suppliers to get better prices and ensure the quality of the coffee beans is maintained.
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