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ABSTRACT  
Herbal drinks provide very promising business potential as people become more aware 
of the benefits of living a back-to-nature lifestyle. This trend is also an opportunity for 
processed herbal drink products made by PIAT UGM, such as Rosegar, Gilegrass, and 
Segar Ayu. The purpose of this study is to evaluate the development of these three 
products using descriptive analysis based on primary data. The data was gathered from 
five PIAT UGM employees and ten customers and analyzed with a SWOT analysis. The 
results of this study revealed that the priority development strategy that can be applied 
is the Strengths-Threats strategy, through strengthening the branding of high-quality 
products, tested flavors, and BPOM-registered. In addition, PIAT needs to optimize 
product promotions through social media and scheduled basis to penetrate various 
groups, make products as official merchandise for UGM, and collaborate with gift shops 
and travel agents in the Special Region of Yogyakarta. 
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INTRODUCTION 
Indonesia is a potential producer of herbal 
commodities attributed to its fertile soil 
conditions, favorable climate, and diverse 
flora. Herbal plants such as ginger, 
lemongrass, turmeric, curcumin, rosella, 
cinnamon, secang, cloves, and other 
medicinal plants are commonly used as 
raw materials by the locals to make 
functional herbal drinks (Dwisatyadini, 
2017). Indeed, the Indonesian government 
presently categorizes herbal plants as ten 
potential commodities for development 
(Nurmayasari & Mu’tamar, 2018). 
Moreover, the usage of herbal plants is 
popular not just in Indonesia but in many 
other countries because it is considered to 
have fewer adverse effects than modern 
chemical drugs (Mafruchati, 2020). 

Herbal drinks have very prospective 
business opportunities due to the growing 
public awareness of the benefits of living a 
back-to-nature lifestyle. This shift in 
thinking pushes food industry actors, 
particularly those producing herbal 
beverages, to innovate and provide 
products that meet consumer demand 
(Istiatin & Marwati, 2021). Instant 
beverages, both single-serving and 
powdered, are a viable option for designing 
beverage solutions that meet serving 
standards. 

This challenge prompted the Center 
for Agrotechnology Innovation of 
Universitas Gadjah Mada (PIAT UGM) to 
develop processed herbal products, such 
as Rosegar (rosella drink), Gilegrass 
(citronella ginger powder drink), and Segar 
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Ayu (wedang uwuh fresh drink). These 
three products are expected to keep the 
usage of herbs popular among millennials. 
Furthermore, the three products already 
have a distribution license from the Food 
and Drug Supervisory Agency (BPOM) to 
provide preventive supervision as a 
consumer protection guarantee for safe 
consumption. 

Because of the dynamic nature of the 
business environment, PIAT UGM must 
evaluate the development of its herbal 
products (Rosegar, Gilegrass, and Segar 
Ayu) to ensure that they are not inferior to 
the herbal products offered by competitors. 
Therefore, PIAT UGM must be more 
thorough and focused in assessing product 
competitiveness to determine the 
sustainability of the three products 
developed. Furthermore, PIAT UGM 
necessitates strategic planning capable of 
analyzing problems, both internal and 
external, to the organization that is 
becoming increasingly complex by 
optimizing organizational capability, one of 
which is through SWOT analysis. 

SWOT analysis (strengths, 
weaknesses, opportunities, threats) is a 
popular analytical framework used by 
organizations because it is a fast, effective, 
and efficient method for identifying 
potential for development, decision-
making, and expanding the vision and 
mission of organizations ((Rozmi, 2018; 
Wu, 2020). The SWOT matrix is developed 
by integrating internal and external 
organizational aspects to maximize 
strengths and opportunities while 
minimizing weaknesses and threats 
(Namugenyi et al., 2019). This analysis will 
yield various potential strategies 
interconnected with other strategies 
(Vlados, 2019); (Wu, 2020)). Using this 
analysis, PIAT UGM is expected to be able 
to establish a business strategy for the 
development of herbal products so that 
they can compete and thrive. 
 
METHODS  
 This research was conducted at the Center 
for Agrotechnology Innovation of 
Universitas Gadjah Mada (PIAT UGM) 

using a descriptive method (Nassaji, 
2015), and the data used were primary 
(Kostewicz et al., 2016) in the form of five 
PIAT UGM employees who were selected 
using purposive sampling (Etikan, 2016). 
The five employees are involved in 
planning the product development of PIAT 
UGM. In addition, the resource persons 
also consisted of 10 consumers of UGM 
PIAT who regularly buy the product 
obtained through a random sampling 
method(Singh & Masuku, 2014). The 
collected data is analyzed using SWOT 
analysis, a strategic business tool formed 
from the dimensions of strengths, 
weaknesses, opportunities, and threats 
(Kostewicz et al., 2016).  

SWOT consists of Strengths and 
Weaknesses as an Internal Factor 
Analysis System (IFAS) and Opportunities 
and Threats as an External Factor Analysis 
System (EFAS) (Oreski, 2012) . Each of 
these indicators is rated on a Likert scale 
(1 to 5) from “Strongly disagree” to 
“Strongly agree,” assigned priority weight 
based on the results, and when added up, 
the results are equal to 1 for each IFAS and 
EFAS (Phadermrod et al., 2019). 
Indicators are developed from several 
previous studies (Mandira et al., 2020; 
Rayagina et al., 2022; Ruslim et al., 2022; 
Trisnaningsih et al., 2022). 
 
RESULTS AND DISCUSSION 
Product Description of Herbal Drinks 
made by PIAT UGM 
The herbal drink products (produced by 
PIAT UGM) studied were Rosegar, 
Gilegrass, and Segar Ayu. Rosegar’s 
products are in the form of ready-to-drink 
drinks packaged and marketed in sealed 
plastic bottles, while Gilegrass and Segar 
Ayu are packaged as ready-to-drink 
products in small cardboard boxes (Figure 
1). The three products were chosen 
because they have added value in the form 
of BPOM certification, which ensures 
product safety for distribution. Table 1 
shows the strengths, weaknesses, 
opportunities, and threats of herbal drink 
products of PIAT UGM. 
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Figure 1 
Herbal drink products made by PIAT UGM 

Source: Documentation of PIAT UGM (2022) 

  
Table 1 

Strengths, Weaknesses, Opportunities, and Threats of PIAT UGM Herbal Drink Products 

Strengths 
1. Product originality 
2. Competent human resource capabilities, 

minimum education senior high school 
3. Product variant 
4. Expertise in concocting herbal drinks 
5. Good service quality 
6. The location of the processing business is 

strategic because it is close to markets, 

highways, and cities 
7. The marketing strategy is online 
8. The taste quality and product safety are 

guaranteed because it already has a 
BPOM registration number 

9. Naturally processed ingredients without 

artificial preservatives 
10. Quality raw materials 
11. Sufficient capital 

Opportunities 
1. Excellent market opportunity because of 

the pandemic so awareness of healthy 

product increased and various groups of 
consumers 

2. Government policies that support Small 

and Medium Enterprises  
3. Lifestyle changes that carry the slogan 

“back to nature.” 

4. The pandemic that changes lifestyle  
5. Increasing demand for herbal drinks 
 

 
 
 

 
 
 
 

Weaknesses 
1. The technology used is still simple 
2. Simple product packaging  
3. Sales growth is not good  

4. Lack of ability to develop business 
5. Limited marketing 
 

Threats 
1. Tight competition within the region and 

outside the region 
2. Varied and modern replacement products 

3. Difficult to penetrate the local market 
4. The threat of new entrants 
5. Low activity and promotion ability  

6. Do not have many customers yet 

Source: (Mandira et al., 2020; Rayagina et al., 2022; Ruslim et al., 2022; Trisnaningsih et al., 
2022) 

 
Evaluation of Herbal Drink Product 
Development made by PIAT UGM  
From the results of the SWOT analysis, it 
is possible to evaluate the Development of 
Herbal Drinks Products made by PIAT 
UGM through the SO (Strengths-
Opportunities), WO (Weakness-
Opportunities), ST (Strengths-Threats) 
and WT (Weakness-Threats) strategies as 

follows (Kolbina, 2015); (David et al., 
2017). 
a. SO: optimization of strengths to take 

advantage of opportunities 
b. WO: reduce weaknesses through 

existing opportunities 
c. ST: use the strength to reduce the 

impact of the threats  
d. WT: reduce weaknesses and the 

impact of threats
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Figure 2 
The Four Quadrants of Strategic Planning 

Source: Primary data processed (2022) 

 
All internal and external factors are 

identified and determine the difference in 
score values depicted in the Cartesian 
SWOT diagram, with the strength and 
opportunity factors being given a positive 
value (+) and the weaknesses and threats 
factors being given a negative value (-) 
(Anggraeni et al., 2017). Based on the 
results of the IFAS and EFAS matrices, it 
is known that the total IFAS final score is 
1.40 and the total EFAS final score is -2.68, 
with the largest supporting indicator, 
namely guaranteed product safety 
because it already has a BPOM 
registration number (0.16) and government 
policies that support Small and Medium 
Enterprises (0.29). In addition, the biggest 
inhibiting indicators are limited marketing 
(0.09) and various substitute products 
(0.27). 

Figure 1 shows that herbal drink 
products made by PIAT UGM are in 
quadrant II, which means that a new 
alternative strategy that can be used is 
Strengths-Threats (ST). This strategy 
exploits the strengths of herbal beverage 
products used to overcome the threat of 
product development. ST strategy has the 
highest value compared to other 
strategies, so it has the most effective new 
alternative strategy opportunity to make 
significant changes in improving PIAT 
UGM herbal drink products. Alternative 
strategies based on the SWOT analysis in 
the form of SO, WO, ST, and WT strategies 

can be seen in Table 2. However, the 
priority strategies that PIAT UGM can 
apply is the ST strategy, including 
strengthening the branding of high-quality 
products, tested flavors, and BPOM-
registered, optimizing promotions via 
social media (Instagram, Facebook, 
Tiktok) to penetrate various groups, online 
promotions are carried out regularly and on 
a scheduled basis, making products as 
official merchandise for UGM academics, 
and collaboration with gift shops and travel 
agents in the Special Region of 
Yogyakarta. 

Strengthening the branding of high-
quality products, tested flavors, and 
BPOM-registered can be done using the 
electronic word-of-mouth method through 
testimonials on social media. (Akhiroh et 
al., 2021) stated that electronic word of 
mouth could improve the reputation of the 
seller and sales. In addition, based on 
previous research, brand awareness can 
also be increased by optimizing the use of 
social media because it is used to establish 
communication and collaboration with 
consumers and potential consumers 
(Brooks et al., 2014); Afrianto et al., 2017; 
(Pramestya et al., 2020) and collaboration 
with supermarkets and shops for brand 
awareness (Rachmatullah et al., 2019). 
According to (Arvianti et al., 2022)digital 
marketing can increase marketing 
efficiency because producers get higher 
profits and consumers get lower prices. 
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Table 2  

Herbal Drink Product Development of PIAT UGM 

 Strengths (S) Weaknesses (W) 

Opportunities (O) SO strategy 
1. Product design with a healthy 

drink motto 
2. Cooperation with every faculty at 

UGM 

WO strategy 
1. The use of attractive glass 

material on the packaging  
2. Marketing on e-commerce   

Threats (T) ST strategy 
1. Strengthen branding of high-

quality products, tested flavors, 
and BPOM-registered  

2. Optimization of promotions via 
social media (Instagram, 
Facebook, Tiktok) to reach more 

customers  
3. Online promotions are conducted 

regularly and scheduled 

4. Making the products as the 
official merchandise of UGM 

5. Cooperation and collaboration 

with gift shops and travel agents 
in the Special Region of 
Yogyakarta 

WT strategy 
1. Periodic promotion  
2. Use of more advanced 

production equipment 

technology 

Source: Primary data processed (2022) 

 
CONCLUSION 
This study reveals that herbal drink 
products made by PIAT UGM have been 
registered with BPOM and positioned in 
quadrant II. It means that the most effective 
alternative new strategy used in product 
development is “diversification” by utilizing 
product strengths to deal with threats. The 
strategies that can be implemented based 
on the SWOT analysis can be grouped into 
four: Strengths-Opportunities, Strengths-
Threats, Weaknesses-Opportunities, and 
Weaknesses-Threats. 

First, the “Strengths-Opportunities” 
strategy can be implemented by creating 
product designs equipped with the motto of 
healthy drinks and collaborating with every 
faculty at Gadjah Mada University. 
Subsequently, the “Strengths-Threats” 
strategy can be implemented by 
strengthening the branding of high-quality 
products, tested flavors, and BPOM-
registered, optimizing promotions via 
social media (Instagram, Facebook, 
Tiktok) which are carried out regularly and 
on a scheduled basis, making products as 
official merchandise for UGM academics, 
and collaborating with gift shops and travel 

agents in the Special Region of 
Yogyakarta. Next, the “Weaknesses-
Opportunities” strategy can be 
implemented by changing the packaging 
into glass material so that it can attract 
consumers more and have a high value on 
packaging attractiveness and conduct 
marketing in various e-commerce in 
Indonesia. Finally, the “Weaknesses-
Threats” strategy can be applied by 
conducting regular offline and online 
product promotions and switching to more 
advanced and modern technology. 

Overall, the evaluation process for 
the development of herbal drink products 
made by PIAT UGM was carried out with a 
focus on increasing product marketing 
programs that were carried out intensely 
and collaborated with outside parties so 
that products were easier to obtain and 
widely recognized in the community. 
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