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1. INTRODUCTION

The agricultural sector plays a crucial role in Indonesia's economic growth, and one of the most
prominent subsectors is plantations. Plantations, particularly coconut, play an important role in contributing to
the economy of Indonesia's farming communities (Siradjuddin, 2016; Nawiruddin, 2017). The success of the
Plantation sector can generate significant economic value through coconut production and marketing. With its
natural wealth and favorable tropical climate, Indonesia has great potential to increase coconut production, both
to meet domestic needs and for export (Widaningsih, 2017), which in turn can contribute to the country's foreign
exchange earnings (Putri, 2022).

The plantation sector, especially coconut, is not only a profit-making economic engine, but also an
important pillar of social development. In this context, coconut commodities not only create jobs directly on the
plantation itself, but also in related sectors, such as processing and marketing (Sairam & Jayasekhar, 2018).
These positive impacts are not only felt by individuals, but also by the surrounding community. Therefore, the
government has a central role in paying special attention to developing the plantation sector by providing
support for technology, policies, and infrastructure that can strengthen the local economy and improve
community welfare (Dahliah, 2020).

In order to support the growth of the plantation sector, the government needs to focus on developing
relevant and innovative technologies. This includes the application of modern agricultural technologies to
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improve production efficiency (Tian et al., 2020), improving infrastructure that supports the distribution of
agricultural products (Mac Kinnon et al., 2018), and training farmers so that they can adopt sustainable
agricultural practices (Zeweld et al., 2017). By providing this access and support, the government not only
strengthens farmers' competitiveness in the global market, but also improves the quality of their products.

In addition, policies that support the growth of the plantation sector need to be implemented to create a
conducive environment for development. These include tax policies that incentivize plantation businesses,
regulations that support sustainable agricultural practices, and other measures that facilitate investment in the
sector. With the right support and policies in place, the plantation sector, particularly coconut, can be a
sustainable driver of the local economy and provide long-term economic and social benefits.

In line with this, coconut exports can be one of the strategies to increase foreign exchange (Mulyadi et
al., 2019; Lin et al., 2020). With increasing international demand for coconut products, the government can
provide active support in marketing and developing the coconut supply chain to compete in the global market.
Product diversification and quality improvement through innovation can also be the key to success in marketing
Indonesian coconut commodities at the international level, thus creating greater economic opportunities for the
country (Damarwulan et al., 2020).

One of the districts in Indonesia that is known as a significant coconut producing area is Bulukumba
District, especially Herlang District. Coconut has become the backbone of the community's economy in this
district. The potential of coconut farming in Bulukumba is huge, supported by tropical climate and fertile land.
Farmers in this area generally rely on coconut farming as their main source of income. The importance of
Bulukumba's role in coconut production not only includes economic aspects, but also provides a significant
social impact. The coconut plantation sector in this area has created jobs for the local population, reduced the
unemployment rate, and improved community welfare. In addition, the coconut processing industry has also
contributed to increasing the added value of products, creating local business opportunities, and driving the
economy at the local level. The local government needs to continue to support the development of the coconut
plantation sector in Bulukumba by providing adequate infrastructure, farmer training, and policies that support
sustainable agriculture. By maximizing the coconut potential in this area, Bulukumba can become one of the
main pillars in the contribution of the agricultural sector, not only to the local level but also to the national
economy.

In general, coconut fruit in Bulukumba Regency is marketed in primary form, or has not been
processed further. The use of unprocessed agricultural products is centered on food alone. Thus, the economic
value of the coconut product is very susceptible to seasonal fluctuations that cause low selling value and cause
losses on the farmers' side. As one of the coconut production centers, the income of coconut farmers in
Tugondeng Village, Herlang Sub-district, Bulukumba Regency is highly determined by the contribution of the
coconut commodity farming. Farmers' income is not only influenced by the level of productivity per unit area
but also by the inability of farmers to market their products to consumers at an adequate price. The cause of low
farmer income is the price gap at the farm level compared to the price at the final consumer level. This occurs
because of the large profits taken by intermediary traders and the costs incurred in marketing copra to the final
consumer level. It is known that most of the farmers in Tugondeng village, Herlang sub-district, Bulukumba
district market their coconut products in the form of copra and do it individually.

The problem of copra marketing arises because it is still marketed in primary form, or has not been
processed sustainably (Rakib et al., 2024), the use of unprocessed agricultural products is centered on food alone
(Purwanti et al., 2023). The lack of copra marketing makes farmers' income low and will be low due to
marketing to temporary traders, the farmers do not market their farming business to companies that can process
copra further. In addition to marketing problems, the distance between farmers and processing companies is
relatively far, resulting in the involvement of intermediary traders in the marketing process of farmers' copra,
and in general the market structure puts farmers in the position of price recipients. Fluctuations in copra prices
are also one of the marketing constraints due to inefficient marketing. At certain times the price jumps high and
then drops drastically while farmers are not prepared to anticipate it.

In addition, the relatively long distance between farmers and copra processing companies is also an
obstacle in marketing. The involvement of intermediary traders becomes a necessity, adding complexity and
cost to the marketing chain (Isma et al., 2020; Pada et al., 2022). The market structure that tends to place
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farmers in the position of price takers worsens the condition, with the consequence that farmers' income
becomes lower. Strategic measures, such as infrastructure development or technological approaches, are needed
to overcome these distance barriers and enable farmers to be more directly involved in the marketing process.

Fluctuations in copra prices are also a serious problem in marketing. According to Herminingsih &
Rokhani (2014), the lack of efficiency in marketing means that farmers cannot anticipate drastic price changes at
any given time. To overcome this, risk mitigation measures are needed such as developing a more effective
market information system, involving farmers in cooperative activities, or policies that encourage market price
stability to provide protection to farmers.

Efforts to improve copra quality in Tugondeng Village, Herlang Sub-district, Bulukumba Regency
offer the potential to significantly reduce marketing costs. Improved product quality will create greater appeal in
the market, allowing farmers to sell their copra at a better price. Along with that, improving marketing
efficiency is also key to increasing the share of price received by farmers and increasing profits for traders.
Therefore, the proposed solution not only includes aspects of improving product quality, but also implementing
more effective marketing strategies.

Strategic measures are needed to empower farmers in Tugondeng Village. Marketing strategies should
focus more on educating farmers on how to market their products effectively, both locally and at a broader level.
Providing training and guidance on modern marketing techniques, including the utilization of social media and
online marketing, can be an effective measure. This will help farmers to sell their copra products not only in the
local market, but also explore opportunities in larger companies that manage copra further into the hands of end
consumers.

According to Rajan & Arunkumar (2023), the importance of effective marketing strategies also raises
the need to build strong networks and partnerships between farmers and business actors including in the copra
sector. By understanding the market and consumer needs, farmers can be smarter in directing their production,
thereby increasing competitiveness and profits. This strategy is not only a solution to improve copra quality, but
also a key to increasing farmers' income and supporting economic growth in Tugondeng Village as a whole.

Improving the quality of copra will reduce marketing costs which in turn will increase the share of
prices received by farmers and increase trader profits, so it is an effort to improve marketing efficiency. The
solutions referred to in this case are strategies related to the marketing of copra business for farmers in
Tugondeng Village, Herlang Kecematan, Bulukumba Regency so that they can be more aware of marketing
strategies and can market their copra production at large and in companies that manage copra further to the final
hands of consumers. Marketing strategy is very important for farmers to market their products so that their
income can increase.

2. RESEARCH METHODS

2.1 Types of Research
The type of data used by the author is descriptive qualitative research, namely the data collected is in
the form of words, images, not numbers. Qualitative research is a research procedure that produces
descriptive data in the form of written or spoken words from people and observed behavior. It is important
to note that descriptive qualitative research gives researchers the freedom to be detailed and in-depth in
explaining a phenomenon. By collecting data in the form of words and images, this research can illustrate
context and nuances that may be difficult to understand through data in the form of numbers. The
qualitative approach allows the author to explore the psychological, cultural and contextual dimensions of
the phenomena studied, while descriptive data in the form of words and images provide deep insight into
the subjective experiences and complexity of the situations observed. Thus, descriptive qualitative research
makes an important contribution in understanding aspects that cannot be measured quantitatively, and
exploring the meaning behind the data found.
2.2 Location and Time of Research
This research was conducted in Tugondeng Village, Herlang District, Bulukumba Regency. The
reasons for choosing the research location were based on several strategic considerations. One of the main
reasons could be related to Tugondeng Village as an area that is significantly involved in copra production,
being the center of plantation activities, and having economic potential that can be analyzed using the
SWOT approach.
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2.3

2.4

2.5

Geographical and environmental considerations in Tugondeng Village are also important factors. Its
strategic location and natural conditions that support coconut growth can provide a good picture of the
external factors that can influence the success of a copra marketing strategy. Apart from that, the existence
of a strong plantation sector in the village is an attraction for researchers to understand further the potential
and challenges faced by copra farmers in the area.

Research using the SWOT approach also shows the researcher's intention to thoroughly analyze the
strengths, weaknesses, opportunities and threats in copra marketing. Thus, Tugondeng Village can provide
a good empirical framework for identifying key factors that can help in building competitive advantage in
marketing copra products at the local, regional or even national level.

Data Collection

The objects used in this research were 15 copra farmers in Tugondeng Village, Herlang District,
Bulukumba Regency. The research sample is a portion of the population taken as a data source and can
represent the entire population. The number of copra farmers in the sample was 15 farmers. The selection
of research objects consisting of 15 copra farmers in Tugondeng Village, Herlang District, Bulukumba
Regency shows the researchers' seriousness in getting significant representation from the population
studied. By selecting a sample size of 15 farmers, this research can provide a fairly accurate picture of
copra marketing conditions at the local level. The use of this sample also makes it easier to collect in-depth
and qualitative data, allowing researchers to conduct a more detailed analysis regarding copra marketing
strategies and SWOT potential. In addition, focusing on copra business farmers as research objects can
provide more specific and relevant insights regarding the challenges and opportunities faced by the main
actors in copra plantation activities in Tugondeng Village.

Data Collection Techniques

The data collection method is in what way and how the necessary data can be collected so that the final
research results are able to present valid and reliable information.” Research methods are various methods
used by researchers to collect research data. The methods in question are interviews and documentation.
To obtain data or information as material for analysis in preparing this research, three data collection
techniques were used, namely:

a. Observation
The steps used were direct observation of farmers in Tugondeng Village, Herlang District,
Bulukumba Regency as the target research object.
b. Interview
In this case, the researcher conducted direct interviews with the community in Tugondeng
Village, Herlang District, Bulukumba Regency as the target research object.
c. Documentation
This research documentation is a picture taken by the researcher to strengthen the research
results. What is intended is to obtain written data from the community in Tugondeng Village, Herlang

District, Bulukumba Regency as the target research object. The organizational structure and data

(documents) regarding copra marketing are expected to be a reference in analyzing the problems in this

research.

Data Analysis Techniques

Data analysis is the process of systematically searching and compiling data obtained from interviews,
field notes and other materials, so that it can be easily understood, and the findings can be informed to
others. From this explanation, it can be understood that the data that has been obtained in the field is then
processed according to the needs of the research, either tabulated or coded as needed. Data obtained from
observations are prepared to analyze the results of data collected through interviews and. Data obtained
from interviews is processed to add material to the presentation of research results. Based on the results of
the data processing that has been carried out, the researcher will conclude the research results as follows:

SWOT analysis is a clear picture of how the company's internal factors, namely strengths and
weaknesses, and the company's external factors, namely opportunities and threats, are arranged in matrix
form to formulate strategies. company. SWOT analysis consists of four factors, namely: 1) strengths: is a
condition of strength that exists in an existing organization, project or business concept. Strengths analyzed
are factors that exist within the organization, project or business concept itself. 2) Weaknesses: are
conditions of weakness that exist within the organization, project or existing business concept. The
weaknesses analyzed are factors that exist within the organization, project or business concept itself. 3)
opportunities: are conditions for future development opportunities that occur. The conditions that occur are
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opportunities from outside the organization, project or business concept itself. For example competitors,
government policies, surrounding environmental conditions. 4) threats: are conditions that threaten from
outside. These threats can disrupt organizations, projects or the business concept itself.

OPPOTUNITIES

III. Supporting Turn Around Strategy L. Supporting Growth Strategies
K. KI
WEAKNESS STRENGTH
KIV K.
IV. Supporting Defensive Strategy II. Supporting Diversification
THREATS

Figure 1. SWOT Analysis

The SWOT Matrix is an important matching tool to help develop strategies. Through the SWOT
matrix, we can find out clearly what the company's strengths and weaknesses are in facing external
opportunities and threats. Company performance can be determined by a combination of external factors
and internal company factors. Both factors can be considered in a SWOT analysis. Where SWOT
compares external factors and internal factors, strengths and weaknesses.

Table 1. SWOT Matrix

IFAS STRENGHTS (S) WEANESSES (W)
EFAS
OPPORTUNITIES (O) STRATEGI SO STRATEGI WO
TREATHS (T) STRATEGI ST STRATEGIWT

From the table above the SWOT matrix can be explained as follows:

1. SO Strategy
This strategy was created based on the company's way of thinking, namely by utilizing all its
strengths to seize and exploit opportunities as much as possible.

2. ST Strategy
A strategy created by using the company's strengths to overcome threats.

3. WO Strategy
This strategy is implemented based on exploiting existing opportunities by minimizing existing
weaknesses.
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4. WT Strategy
This strategy is based on defensive activities and seeks to minimize existing weaknesses and avoid
threats.

3. RESULTS AND DISCUSSION

3.1 Marketing Mix Strategy

The marketing mix is a unique sales or promotion and pricing strategy designed to produce mutually
beneficial exchanges for the target market. The term marketing mix is used to explain the combination of
the four main core components of an organization's marketing system, namely Product, Price, Place and
Promotion.
a. Product

A product is anything that can be offered to the market for consumption that can satisfy a need or

desire of the user. From the results of this research, copra has 2 types of products offered, including the

following:

1) Coir Stripping

Coconuts are peeled using a coconut fiber peeler

a) Splitting Peeled Coconut. Peeled coconut is split into two parts using a machete. The
coconut water in the split peeled coconut is removed.

b) Drying Split Coconuts Drying split coconuts in the hot sun is done every day (from 08.00-
16.00). This drying is done using a cement floor or on the ground.

c) Removing Coconut Meat Removing the meat from the shell is done using a coconut meat
removal tool. Releasing the coconut meat takes +30 seconds for each split coconut.

d) Cutting Coconut Meat Coconut meat is cut (reducing size) into 4 to 6 parts from each half of
the coconut meat using a machete. Drying coconut meat is done using a cement floor or
tarpaulin. In hot sun, drying can last for 2 days and if the weather conditions are cloudy it
can last for 3-5 days. Drying is complete when the surface of the coconut meat looks
blackish brown and oil is visible on the side of the coconut meat that was broken.

2) Cultivation Results

a) Peeling the coir, coconuts are peeled using a coconut coir peeler.

b) Splitting Peeled Coconut. Peeled coconut is split into two parts using a machete. The
coconut water in the split peeled coconut is removed

c) Removing Coconut Meat. Removing the meat from the shell is done using a coconut meat
removal tool. Releasing the coconut meat takes +30 seconds for each split coconut.

d) Smoking Split Coconuts Split coconuts are stacked in up to 5 layers in the smoking room.
Next, split coconuts are smoked for + 3 hours in the smoke house.

e) Smoking Coconut Meat Coconut meat is smoked for + 3 hours to produce copra. During
smoking, the drying temperature was observed in the center of the pile of coconut meat
every hour. The smoking is complete when the surface of the coconut meat looks blackish
brown and oil is visible on the side of the coconut meat that is broken.

The copra product in Tugondeng Village, Herlang District, Bulukumba Regency has a water

content of around 10 - 15%. Because it is done by drying in the sun for 3-5 days or fumigation for + 3
hours until the color changes and oil is released when the coconut meat is broken. The smoke from the
fire itself can dry coconut meat to a water content of 10 - 15% so that it can last a long time. Good
copra should only have a water content of 10% -15% so that it is not easily attacked by pest organisms.
This is what supports the copra in the village. Tugondeng, Herlang District, has good quality.

b. Price

Price is the value of money that consumers must pay to the seller for the goods or services

they buy. In other words, price is the value of an item determined by the seller. But what has happened
in the last 3 years is that copra has experienced increases and decreases in prices, marked by what
happened in 2016 when copra experienced a price increase from IDR 4,500 per kilogram (kg) to IDR
6,000 per kilogram (kg) but in 2017 the price dropped to IDR 5,000 per kilogram (kg). In 2018, the
price increased to IDR 6,500 - IDR 7,000 per kilogram (kg). And this year it has increased again to
IDR 7,000 per kilogram (kg).

c. Place or Distributor (Location)
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Distribution is a virtual part of marketing strategy. Choosing a strategy with the right
assessment will be able to help the product reach consumers at the predetermined price. From the
results of interviews and research regarding locations in Tugondeng Village, Herlang District,
Bulukumba Regency, it is stated that:

"This location (this place) is strategic for the copra business on the Kajang Bulukumba City

axis road, the place is really good and the place is also not far from the raw material land for

the copra product.”

The choice of location is an investment value, a business location that is on the side of the
road or in a strategic place is enough to attract visitors to just stop by to release their curiosity. Based
on the results of the interview above, it can be concluded that the location of the copra business is quite
strategic for business because it is on the main road. Kajang Bulukumba City axis is a really good
place.

d. Promotion

Promotion is an activity aimed at influencing consumers so that they become familiar with the
product being offered to them and then they become familiar with it and buy the product. This is in
accordance with the results of research with one of the informants with the initials RT stating that:

"To carry out promotions, the steps | take are by going directly to companies that have a high

purchasing value and | don't offer the products | offer to the company directly, but there is a

review of whether the quality of the copra product is good or there are damaged products. "If

a product is damaged, it will be repaired so that it can be of good quality."

In agreement with the informant with the initials RT, one of the informants who was
interviewed named Muhammad Hartawan stated that:

"The strategy | use to promote my product is by going to companies that have a high

purchasing value and prioritizing quality, then convincing the company by providing good

quality and quality copra products so that the company will maintain its trust in me as a

farmer. want to success".

As an offering term, promotion is a company's effort to influence customers or consumers to
want to use the products or services offered by the company. Promotion includes elements of providing
information and influencing customer behavior. It can also be interpreted that promotion is an effort by
producers to communicate with customers in order to influence customers to lead to the desired action
by the company, namely having consumers. This is in accordance with the results of interview research
with one informant named Makkuasa, who stated that:

"What | do to market my copra products is by contacting the company by telephone then going

to the company and promoting that my copra products are of good quality because | review

the products before sorting them so no more damaged products reach the company.”

This research explains that the businesses run or started by copra farmers engaged in the copra
business sector have been running quite well.

3.2 SWOT Analysis
The right strategy is based on one's abilities and the environment so that the strategy can truly be realized
from the strengths one has and the opportunities one faces. The right analysis for developing a strategy is a
SWOT analysis. Strengths, Weaknesses, Opportunities, Threats in SWOT analysis are as follows:
a. Strenghts
Copra farmers in running their business have the strengths that companies generally have in
running their business, including the following:
1) Have good quality
The copra product in Tugondeng Village, Herlang District, Bulukumba Regency is of good
quality as evidenced by the resulting product having a water content of around 10 -15%. Because
copra farmers carry out the drying process in the sun for 3-5 days or fumigation for + 3 hours until
they appear to have changed color to blackish brown and have released oil when the coconut meat
is broken. The smoke from the fire itself can dry the coconut meat to a moisture content of 10 —
15%.
2) The processing process is simple
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This processed coconut product is widely used by people because the process is very simple and
the copra product can last a long time compared to processing it into coconut milk. In addition,
the tools used to process copra are accessible to the people of Tugondeng Village, Herlang
District, Bulukumba Regency. This is the strongest reason for copra farmers to continue running
their copra business.
3) There is always a supply of coconut raw materials
Tugondeng Village, Herlang District, Bulukumba Regency, is located in an area rich in coconuts,
so the supply of coconut raw materials for copra production is always reliable. The existence of
extensive agricultural land and a tropical climate that supports coconut growth are the main
factors that ensure the sustainable availability of raw materials for copra farmers in the area. This
provides a strategic advantage, because farmers can maintain the continuity of copra production
without worrying about a shortage of raw material supplies. Reliable supply of coconut raw
materials also supports the long-term stability of copra farmers' businesses and is an important
factor in building competitive advantage in the market. Thus, this factor is an integral part of the
sustainability of the copra business in Tugondeng Village.
b. Weakness
Weaknesses are limitations/deficiencies in natural resources, skills and abilities that seriously hinder
the effective performance of a business. Copra farmers in running their business have weaknesses
which pose threats that may occur in the future. Some of the weaknesses of copra farmers include the
following:
1) The storage warehouse is not suitable
2) Prices suddenly plummet
c. Opportunities
Opportunity is something that copra farmers can take advantage of to continue to develop their
business. The opportunities for copra farmers include the following:
1) Advance in the field of Industrial Technology
2) Increased Income
3) High Company Interest
d. Threats
Threats are an obstacle to doing business, so they become a big obstacle in developing a copra
business. The threats that copra farmers face in their business include the following:
1) Copra has no value
2) ill be replaced by palm oil
3.3 WOT Matrix
Tabel 2. Matriks SWOT Petani Usaha Kopra

INTERNAL STRENGTHS - S WEAKNESSES - W
1. Have good quality 1. The storage
2. The processing warehouse is not
process is simple suitable
3. There is always a 2. Prices suddenly
EKSTERNAL supply of coconut raw drop down
materials
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OPPORTUNITIES -0
1. Advance in
industrial
technology
2. Increased income
3. High interest
from companies

SO
Utilize sales
promotions to the
company
Maintain the
quality of copra

\We
Increase
promotions to
companies
Reassuring
good quality copra
product company

THREATS-T
1. Copra has no value
2. Will be replaced by
palm oil

ST
Increase
promotions to
introduce copra to
make it superior
Increase company
trust

WT
Deepen knowledge of
copra processing
further so that the
quality of copra is
even better
Maximize product
promotion via
multimedia about
copra products

Source: Data Processing Results, 2023
The SWOT matrix in the table produces four sets of strategic alternatives from which estimates of

strengths, weaknesses, opportunities and threats can be identified. So that the owner/manager can draw
conclusions about how to run a business in making decisions to face increasingly fierce competition.

1)

2)
3)

4)

Strength-Opportunities (SO) Strategy

This strategy uses the company's strengths and weaknesses to take advantage of all existing opportunities so
that it can have a competitive advantage.

Strength-Threats (ST) Strategy
This strategy uses the strengths of copra farmers to overcome existing threats

Weaknesses-Opportunities (WQ) Strategy

This strategy uses existing opportunities by minimizing weaknesses that become business obstacles.
4Weaknesses-Threats (WT) Strategy

Strategy uses methods to minimize weaknesses and avoid existing threats. In conditions that become
obstacles like this, companies must be quick in anticipating so that goals can be achieved.

Table 3. Internal Factor Evaluation Matrix (IFE Matrix) in Copra Business

Internal Key Factors Weight Rating Weight x
Rating
Strength
e Good quality 0,08 4 0,32
Simple processing process 0,08 4 0,32
There is always a supply of coconut raw
materials 0,08 4 0,32
Total Strength Score 0,24 0,96
Weakness
e  Storage warehouse is not suitable 0,03 g 0,09
e Price reduction 0,03 0,06
Total Weakness Score 0,06 0,15

Difference Strengths Weaknesses

0,96-0,15=0,81

Source: Data Processing Results, 2023
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3.4 External Factor Evaluation Matrix (EFE)

The EFE Matrix is useful for enabling strategists to summarize and evaluate economic, socio-cultural,
demographic, environmental, political, government, legal, technological and competitive information. The EFE
matrix can be created in several stages (David, 2009: 143). Regardless of the number of key opportunities and
threats included in the EFE matrix, the total weighted value for an organization is 4.0 and the lowest value is
1.0. The total weighted average score is 2.5. A total weighted value of 4.0 indicates that the response is very
good to the opportunities and threats faced, while a value of 1.0 indicates the company does not take advantage
of opportunities or does not avoid external threats. The following is the external evaluation matrix (EFE Matrix)
for the copra business.

Table 4. External Evaluation Matrix (EFE Matrix) in Copra Business.

External Key Factors Weight  Rating Weight x
Rating

Opportunities

e Advances in industrial technology

0,08 4 0,32
e Increased community income 0.08 3 0.24
e High interest from companies 0,06 3 0,18
Total Opportunities Score 0,22 0,74
Threat
o Copra will no longer have value if the price 0,02 2 0,06
falls further

e Will be replaced by palm oil 0,03 1 0,02
Total Threat Score 0,5 0,08

Difference Strengths Weaknesses 0,74-0,08=0, 66

Strength = 0.96 Opportunities = 0,74

Weakness = 0.15 Threat = 0,08

Source: Data Processing Results, 2023

From the results of the analysis of the data obtained, it can be seen that the position of the copra
business is located in quadrant 1 or the first quadrant, namely an aggressive approach (Growth Oriented
Strategy). This position indicates an opportunity, meaning the organization is in strong condition so it is possible
to continue expanding. Where it has a good value weight in the internal environment in the position of strength
(Strength), in the quadrant in the external environment so it can be concluded that the position in the copra
business based on the SWOT quadrant is in quadrant 1 or the first quadrant, namely an aggressive approach
(Growth Oriented Strategy), which means it shows that the copra business has good strengths that can be
utilized as opportunities to improve its sales/marketing strategies.

Based on the analysis of the data obtained, it is evident that the coconut business organization has
significant internal strengths, creating favorable conditions for further expansion. The first quadrant of the
SWOT analysis indicates an aggressive approach or Growth-Oriented Strategy, suggesting ample opportunities
for growth and further development. The assessment of the internal environment reveals a strong emphasis on
the position of strength, providing a solid foundation for business expansion. Additionally, the evaluation of the
external environment also supports this position, reinforcing the conclusion that the coconut business is in a
favorable position to implement an aggressive growth strategy (Riyanto, 2018; Nugraheni & Kirana, 2021;
Nasution et al., 2022).
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Based on the analysis of the data obtained, it is evident that the coconut business organization has
significant internal strengths, creating favorable conditions for further expansion. The first quadrant of the
SWOT analysis indicates an aggressive approach or Growth-Oriented Strategy, suggesting ample opportunities
for growth and further development. The assessment of the internal environment reveals a strong emphasis on
the position of strength, providing a solid foundation for business expansion. Additionally, the evaluation of the
external environment also supports this position, reinforcing the conclusion that the coconut business is in a
favorable position to implement an aggressive growth strategy (Riyanto, 2018; Nugraheni & Kirana, 2021;
Nasution et al., 2022).

The findings of this study are consistent with previous research emphasizing the success of growth
strategies in specific industry contexts. Previous studies have highlighted the importance of integrating internal
strengths with external opportunities to achieve sustainable growth. Overall, this research underscores that the
coconut business can leverage its internal strengths as a foundation for implementing an aggressive growth
strategy. These findings align with the fundamental understanding of the SWOT concept, which has served as
the basis for many organizations to develop effective strategies (Anwar, 2017; Sari & Hasan, 2022; Hutajulu et
al., 2020).

Looking at the context of previous research, these results are consistent with the findings of a humber
of previous studies that highlight the success of growth strategies in certain industrial contexts. Previous
research often emphasizes the importance of combining internal strengths with external opportunities to achieve
sustainable growth. Overall, this research highlights that copra businesses can utilize their internal strengths as
capital to carry out aggressive growth strategies. These findings are in line with the understanding of the SWOT
concept which has become the basis for many organizations to develop effective strategies.

4. CONCLUSIONS AND SUGGESTION

From the results of research on Copra Farmers, several conclusions can be put forward that the right
strategy to be applied by Copra Farmers in improving their marketing strategy is an aggressive strategy by
supporting aggressive growth policies (growth oriented strategy). This is the most appropriate strategy for copra
farmers in Tugondeng Village, Herlang District, Bulukumba Regency. Then, promotion or marketing strategy
and having trust from a good company is very profitable because it has the strength so that it can grab some
opportunities, namely the higher trust of the company in the quality of copra products can advance in the field of
industrial technology, and has a good image.

Based on the results of the study, several things were found that must be considered in referring to the
conclusions stated above, the suggestions that the authors can provide as consideration for Copra Farmers,
namely to maintain conditions to remain in a profitable position, copra farmers should support aggressive
strategies by carrying out stages including, increasing the promotion of copra products, utilizing sales
promotions to companies, maintaining copra quality, and increasing Company trust. In addition, so that copra
farmers can increase their sales in large companies to further benefit the farmers and prosper the copra farmers
in the future.
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