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A B S T R A C T 
Strategic Entrepreneurship, also known as entrepreneurial strategy, serves as a pathway for SMEs to enter the 
international market smoothly. When SME products enter the international market, it is essential for companies 
to devise entrepreneurial strategies in marketing to increase sales volume and generate profits.Coffee is a 
prominent commodity in West Java due to its mountainous terrain, which provides favorable conditions for coffee 
cultivation. Java Halu Coffee, located in Bandung Barat Regency, West Java, is one of the SMEs in the coffee 
bean and coffee processing industry.The objective of this research is to describe the entrepreneurial strategies 
employed by Java Halu Coffee in entering and marketing its products in the international market. The study also 
explores the application of entrepreneurial strategies in increasing the export volume of coffee beans and 
alternative strategies.This research utilizes a descriptive qualitative approach. The primary data sources consist 
of interviews conducted with the owner of Java Halu Coffee, while secondary data sources include relevant 
documents related to the research theme.The research findings indicate that Java Halu Coffee has chosen export 
as its entry strategy into the international market. The company implements growth, innovation, network, and 
harvest/exit strategies. This includes identifying market development opportunities, innovating its products, 
establishing good relationships with buyers, forming beneficial networks, and collaborating with similar 
companies to meet market demands. These strategies enable Java Halu Coffee to maximize sales and increase the 
export volume.  
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Case Study of Java Halu Coffee 

 

INTRODUCTION 

 Micro, small, and medium enterprises (MSMEs) are a crucial economic sector in 

Indonesia despite facing numerous challenges and opportunities (Ramdan et al., 2022). 

According to the Central Statistics Agency (BPS) in 2021, MSMEs contributed approximately 

61.9% to Indonesia's Gross Domestic Product (GDP), equivalent to IDR 8.6 trillion, and 

employed nearly 90% of the country's workforce. Moreover, in non-oil and gas exports, 

Indonesian MSMEs accounted for 15.69% in 2021. This demonstrates the capability and 

competitiveness of MSME products in a competitive market and signifies the potential that 

needs to be nurtured for sustaining international trade and achieving greater foreign exchange. 

However, MSMEs often face difficulties in developing their businesses in the domestic 

market, resulting in limited potential for exporting products overseas (Rasbin, 2019). Based on 

pre-research interviews with the research object, one of the main challenges for MSMEs in 

exporting their products is the limited access to information and promotional networks required 

to penetrate the international market. 
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Considering the opportunities, contributions, and the reality of MSMEs' role in the 

Indonesian economy, it is deemed necessary to establish a grand development strategy through 

empowering MSMEs. The hope is that MSMEs can become a new source of economic growth 

in Indonesia by improving societal welfare, creating employment opportunities, serving as a 

means for equitable development, reducing urbanization trends, generating foreign exchange, 

and increasing national income. Export activities have positive impacts on trade balance, job 

creation, and the country's standard of living (Haddoud et al., 2021). Furthermore, it enhances 

socio-economic prosperity (Mansion & Bausch, 2020). 

The success of MSMEs in international trade is influenced by various factors, such as 

products that possess quality, design, features, and packaging that align with the needs, 

preferences, and consumer trends in foreign markets (Supiandi, 2022). Additionally, post-

COVID-19, MSMEs need to adapt to the external environment to ensure business continuity. 

This also involves focusing on sustainable business practices that address challenges (Dindin 

& Ramdan, 2022). 

One of the coffee MSMEs from Kabupaten Bandung Barat that successfully penetrated 

the export market is Java Halu Coffee, led by Rani Mayasari. In September 2022, Java Halu 

Coffee managed to independently export its products to the continents of America, Europe, and 

the Middle East. Rani Mayasari explained that the coffee was shipped to various cities in 

America, including Boston, Florida, and Chicago. 

Rani further mentioned that the independent export was carried out through social 

media promotions. Buyers from several countries discovered their products through Instagram 

posts. Moreover, Rani had joined the Export Coaching Program (ECP) conducted by the 

Department of Industry and Trade of West Java Province. This program covered aspects 

ranging from product quality to regulations in the destination countries. 

During the Covid-19 pandemic, Rani highlighted that the farmers continually improved 

the quality of their coffee. Therefore, the exportation of their coffee abroad serves as evidence 

of the collective hard work put in by all parties involved. 

METHODS  

 This research is conducted using a descriptive-exploratory research design and a 

qualitative approach. The selection of the research method is due to the nature of the problem 

being uncertain or temporary, which will develop as the researcher is in the field. The chosen 
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method, relevant to the research problem and objectives, will assist the researcher in obtaining 

relevant data. 

The research is carried out descriptively to obtain a general overview and systematically 

describe the facts. The descriptive method describes all data or conditions of the research 

subject/object (individuals, institutions, communities, etc.), which are then analyzed based on 

the existing reality to find problem-solving solutions (Sugiyono, 2017). 

Meanwhile, exploratory analysis is conducted to thoroughly explore the phenomena in 

line with the research objectives. The case study approach is used to investigate specific 

programs, events, activities, processes, or individual groups. Data collection techniques include 

in-depth interviews, observations, document studies, and focus group discussions (FGD). This 

research is limited by time and activities, and information is collected using various data 

collection procedures based on predetermined schedules (Sugiyono, 2017). 

The issue to be addressed by the researcher is the marketing strategy, specifically 

strategic entrepreneurship, which is related to analyzing the marketing strategies of MSMEs to 

increase export sales volume. This is a conditional matter that may evolve as the researcher 

conducts direct field research. The purpose of this study is to analyze the entrepreneurial 

marketing strategies employed by companies in relation to increasing export sales volume and 

to discover alternative marketing strategies for companies to apply in facing the international 

market in the future, thereby contributing to the development of the theory of strategic 

entrepreneurship in research. 

 

RESULTS AND DISCUSSIONS 

Results 

A) Entering the International Market Strategy 

Every company has its reasons for deciding to enter the international market to market 

its products. The researcher obtained information from Ms. Rani Mayasari, the owner, through 

an interview conducted on February 21, 2023. 

According to Rani, the demand from last year and this year has significantly increased 

because the international market is already familiar with the quality of their products. 

Additionally, the bountiful harvest in their coffee plantation this year has resulted in a high 
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production volume of green beans. Therefore, her company is focusing on exporting its coffee 

products because the international market is very appealing to her. 

Many entrepreneurial companies expand their businesses into the international market. 

Therefore, Java Halu Coffee has also chosen to market its products internationally. The reason 

behind this decision is to reach a wider market and generate greater revenue. 

According to Rani Mayasari, especially for entrepreneurial companies entering the 

export market, Java Halu Coffee initially started this venture by participating in international 

coffee exhibitions through connections from colleagues of Ms. Rani Mayasari, the owner. The 

reason for entering these international exhibitions and expos is that the owner of Java Halu 

Coffee has succeeded in producing specialty-grade coffee that is highly favored by the 

international market. Rani also aims to present the unique taste and aroma of Gununghalu 

coffee. As evidenced by the high demand from the international market, particularly the Middle 

East, which has reached 19.2 tons by the time the interview was conducted in March 2023. 

The Middle East is the main target market for Java Halu Coffee's export, alongside 

Europe and the United States. The international market offers various options for target 

markets. By successfully entering the international market, Rani Mayasari's company will gain 

additional advantages, especially when one market experiences a decline, other markets can 

compensate for the shortfall. This finding is also in line with previous research stating that 

SMEs can utilize a concentrated marketing targeting strategy by selecting target markets that 

focus on exports (Bachri et al., 2016). 

B) Entrepreneurship Strategy in Marketing the Product 

Entrepreneurial strategy is an entrepreneurial action that utilizes a strategic perspective 

(Sarasvathy & Venkataraman, 2014). Entrepreneurial strategy can be simply explained as the 

integration of entrepreneurship in terms of identifying opportunities and strategy (seeking 

profit) in developing and taking action aimed at creating wealth. These entrepreneurial actions 

naturally lead to the integration of entrepreneurship and management strategy (Sarasvathy & 

Venkataraman, 2014). 

Initially, Rani Mayasari started her business with handicrafts and later noticed the 

growing phenomenon of coffee in Indonesia due to the surge in coffee trends after the release 

of the film "Filosofi Kopi" ("The Philosophy of Coffee"). She then began learning about the 
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coffee business by sharing knowledge with entrepreneurs and coffee farmers. In the interview, 

Rani Mayasari stated: 

"At first, I tried to offer my green bean products to several coffee shops, but only a few 

were familiar with or focused on specialty coffee at that time. After reading on the internet, I 

discovered that Indonesian specialty coffee was highly sought after internationally. So, I 

conducted research on product and marketing strategies through exhibitions and expos." 

By establishing relationships with various parties, Java Halu Coffee was presented with 

new opportunities, such as an offer to export approximately 4 tons of coffee from buyers in 

Saudi Arabia. Due to the good relationships built by Rani Mayasari, networking was 

established between her and Saudi Arabian counterparts as large-scale consumers or 

wholesalers, becoming valuable connections for the company. This aligns with Peng's 

explanation (2013) that networking strategy is one of the five entrepreneurial strategies 

intentionally focused on building and utilizing relationships, connections, and bonds held by 

organizations or individuals. 

Regarding the competitive product strategy implemented by Rani, she differentiated her 

products from others and emphasized the name of her business. It started with researching 

which regional leaders could be approached for collaboration in exporting commodities. 

Through small-scale research, Rani discovered that West Bandung Regency was a suitable 

partner because Vice Regent Hengky Kurniawan, who at the time was known for his youthful 

spirit, provided full support for exporting their products. Rani Mayasari's company maintains 

high-quality standards throughout the entire coffee production process, including fermentation, 

drying, sorting, and storage. Rani Mayasari mentioned: 

"We continuously maintain good working relationships with government agencies, 

potential customers, and existing customers with whom we have established business 

connections. We reach out to customers to learn their opinions about the product quality and 

receive feedback on areas for improvement. We also accept orders and suggestions from 

customers. Overall, we diligently follow up with customers and maintain good working 

relationships." 

With established good collaborations, Java Halu Coffee experienced profitable 

increases in coffee sales volume. Additionally, they successfully acquired new buyers. Saudi 

Arabia became one of the new wholesalers with the highest demand in the past two years. The 

marketing strategies implemented by Java Halu Coffee align with the findings of Yener et al. 
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(2014) in their research on the internationalization process of SMEs in Turkey, which indicates 

that the success of the researched SMEs is connected to their past experiences. These SMEs 

had a history of being global importers from the beginning and actively sought customers 

during the initial stages of internationalization. This allowed the SMEs to develop beneficial 

networks, establish good contacts, and find loyal suppliers. 

According to Rani Mayasari, the government's support came from the Ministry of 

Trade, the Department of Industry and Trade, the Ministry of Agriculture, and the Food 

Security Agency. However, it was the Regent who ultimately provided opportunities. Rani 

further explained that during Jokowi's administration, she was greatly assisted by not needing 

additional permits, such as export recommendation letters (ETK). 

Discussion 

A} Implementation of Strategic Entrepreneurship Strategy by Java Halu Coffee to 

Maximize Sales and Increase Export Volume 

Based on the data and theories presented in the previous section, the researcher can analyze the 

strategies employed by Java Halu Coffee to maximize sales and increase the export volume of 

coffee. The company has implemented the five entrepreneurial strategies or "five 

entrepreneurials strategies" proposed by Peng (2013), namely growth, innovation, network, 

financing/governance, and harvest/exit. 

1. Growth 

The development of Java Halu Coffee began by utilizing the natural resources in the 

Bandung area, known for its mountains that produce high-quality coffee beans, combined with 

Rani Mayasari's expertise in coffee processing. The result is a range of high-quality coffee 

products with unique flavors that provide benefits in everyday life. The company's ability to 

turn coffee beans into products is the main strategy for growth and development as an export-

oriented SME. 

Java Halu Coffee offers various coffee grades, with a focus on specialty grade. The 

specialty grade ensures measurable quality, which can be used as an indicator for determining 

pricing. With high-quality specialty coffee, consumers do not have the right to negotiate lower 

prices because they already recognize its quality. 
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Entrepreneurial companies that pursue maximum growth will use growth strategies by 

strengthening market share, sales, and pursuing significant profits, among others. Peng (2013) 

states that "an entrepreneurial SME can use entrepreneurial growth strategies during the start-

up phase because this strategy emphasizes action rather than extensive analysis. The company 

will focus more on existing opportunities, allowing it to immediately take advantage of them 

even if the analysis and planning are not deeply formed." 

This aligns with the steps taken by Rani Mayasari, the owner of Java Halu Coffee, when 

she first received a large order of coffee beans from abroad. She quickly realized the importance 

of establishing an English-language website to provide clear information to potential buyers 

from overseas. Since Java Halu Coffee received its first international order through connections 

on Instagram, it became evident that creating a good and informative website would be an 

opportunity for the company to expand its market, increase sales, and profitability. 

Year Quantity Export destination 

2022 9,1 Ton Timur Tengah, Belanda Turki dan Amerika Serikat 

2023 19,2 Ton* 

 

*until May 2023 

Bahrain, Saudi Arabia, Belanda, Swedia, Turki dan Amerika 

Serikat 

 

With the growing market demand, Java Halu Coffee decided to establish a large-scale 

coffee processing facility in West Bandung Regency to be closer to customers. Many local and 

international visitors intentionally visit Rani Mayasari's coffee plantation. The company also 

expanded its market domestically by offering custom coffee schemes. This strategy became 

Java Halu Coffee's growth strategy to expand both the domestic and international markets. 

2. Innovation 

Innovation is at the core of entrepreneurial mindset. Both small and large businesses 

are faced with the need to continuously innovate, both internally within the company and in 

enhancing the competitiveness of their products. Apart from creating new products, 

entrepreneurs can also develop existing products. One way to do this is by improving the 

product quality and updating its design. 

Java Halu Coffee chose to innovate its products as a strategy to enter and sustain in the 

international market. The chosen focus of product development by Java Halu Coffee is 
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specialty coffee with the best grade, and they can also customize the specifications according 

to the preferences of potential customers. According to Rani, the owner, the taste of coffee 

varies greatly in each country. In fact, to export coffee to the United States, special packaging 

is required. Rani specifically mentioned: 

"To welcome the green business in 2025 in the USA, it is expected that SMEs prepare 

environmentally friendly packaging that can be accepted by the US market. Even when we were 

in Boston, USA, only two days into the event, we already got 11 potential buyers who will 

purchase coffee from Java Halu Coffee. Nine of them are roasters. Let me explain that a roaster 

is an expert in coffee roasting. Roasting is the process of extracting water from the coffee, 

drying and developing the beans, reducing their weight, and giving aroma to the coffee. This 

process greatly influences the taste of the coffee. It can be said that this stage is crucial 

compared to all coffee processing stages." 

The selection of this strategy is important in facing the international market, where 

entrepreneurial companies need to develop and innovate products to expand their market. Java 

Halu Coffee has successfully implemented this strategy by producing specialty coffee products 

that are adapted to the demands of both foreign and local buyers. In the development and 

innovation of products, Java Halu Coffee maintains the quality of its products, including the 

quality of the coffee beans from the plantation, coffee processing, packaging, and the 

specifications requested by the buyers, ensuring that there is no decrease in quality. 

 

According to Rani, Java Halu Coffee's strategy is different from commercial coffee 

businesses that focus on price wars. She believes that many commercial coffee industries in the 

country focus on quantity, but having a high quantity does not necessarily result in higher 

margins. Therefore, one of Rani's innovations is focusing on the quality of her coffee. To 

understand consumer preferences in detail, Rani holds the certification of Certified Q Coffee 

Processing Professional from the Coffee Quality Institute, an international scale certification. 

According to her, by learning and adapting, she gradually gains expertise in the coffee industry 

and can offer coffee that meets the required quality for each country, avoiding any 

misalignment. 

Furthermore, Rani has also implemented innovation in the domestic market through 

flexibility. She is not hesitant to create products that adapt to the market's needs or consumer 

preferences. For example, when the COVID-19 pandemic hit Indonesia, she initiated the 
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Coffee Donation program in collaboration with various parties to provide support to healthcare 

workers who were fighting in hospitals during the surge of patients. 

 

3. Networking 

The networking relationships established by the company and the owner's relations 

during the start-up phase have been running very well. As a result, the company leverages 

them as a step to enter the international market by accepting large-scale orders from the 

Middle East. In fact, Rani Mayasari sent a text message to a research team stating that in 

June 2023, she has been invited to one of the prestigious World-scale coffee festivals in 

Athens, Greece, with the assistance of the Ministry of Trade of the Republic of Indonesia. 

Java Halu Coffee benefits from the ease of international trade, which facilitates 

entrepreneurial companies in establishing business relationships with foreign buyers. The 

owner of Java Halu Coffee maintains good communication with buyers with the aim of 

evaluating the potential of each business unit in developing the export market. This approach 

aligns with Peng's explanation (2013) of networking strategy, which intentionally focuses 

on building and leveraging relationships, connections, and bonds held by organizations or 

individuals. 

The collaboration between Rani Mayasari and buyers from the Middle East, Europe, 

and America has enabled Java Halu Coffee to grow and thrive in the international market 

by continuously expanding the company's networking. In addition to the international 

market, Java Halu Coffee has also succeeded in capturing the domestic market. They 

collaborated not only with fellow players in the coffee industry but also with the local 

government of West Bandung Regency to maximize the potential of coffee farmers in the 

region. Utilizing 150 hectares of land from 160 households of coffee farmers in West 

Bandung, they targeted to produce 60 tons of coffee beans this year. 

The implementation of networking strategies started with the owner of Java Halu 

Coffee, Rani Mayasari, establishing a cooperative relationship with all customers by 

providing the best service. The services provided include meeting customers' desired 

product expectations, ensuring product quality, and fulfilling orders within agreed-upon 

timelines. Rani Mayasari successfully developed these relationships, leading to the growth 

of Java Halu Coffee. She intends to continue applying this strategy by consistently 

maintaining the trust of business relations, delivering products according to demand and of 

high quality, thereby nurturing long-lasting and mutually beneficial business relationships. 
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4. Financing 

Implementing a financing strategy is necessary for entrepreneurial companies to 

increase capital, boost production, and enhance profitability. This strategy can be achieved 

by collaborating with banks or the government to obtain additional business capital. 

Since its establishment until now, Java Halu Coffee has relied on its own internal capital 

and has not depended on the government or other investors. This decision was made by 

Java Halu Coffee and other coffee farmers because by using their own capital, they can 

develop their business and achieve their set goals. In order to increase capital, production, 

and profitability, entrepreneurial companies need to implement financing strategies. One 

strategy that can be pursued is to establish partnerships with banks or the government to 

acquire additional business capital. 

Java Halu Coffee has chosen to use personal capital as a source of funding for their 

business. They state that the business capital of Java Halu Coffee is obtained from personal 

funds and not through the government, bank loans, or investors. The decision to use 

personal capital was made because it allows the company to have full control over their 

own business and not have the obligation to repay capital to others, as would be the case 

if they were to use business capital loans from the government or banks. Although the use 

of personal capital has limitations compared to obtaining business capital from external 

sources. 

5. Harvest/ Exit 

According to (Peng, 2013), one alternative for SMEs to achieve safer outcomes is to 

join or collaborate with other companies when the business is not performing well. Based 

on interviews and observations, it can be concluded that Java Halu Coffee does not operate 

its business individually but instead works together with formal coffee farmers and non-

formal labor in West Bandung Regency to meet market demands. The purpose of this 

collaboration is to ensure that coffee product orders are completed on time and products 

are delivered to buyers in other countries according to the predetermined schedule upon 

ordering. According to Mr. Rani Mayasari, the owner of Java Halu Coffee, this strategy 

was chosen to maintain market stability. The Coffee Farmers Cooperative in Gunung Halu, 

which is a working partner of Java Halu Coffee, also revealed that the collaboration in 

producing coffee orders is done to meet the increasing market demand for coffee products. 

The business collaboration model implemented is the empowerment of local human 
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resources, involving housewives in their business activities. Currently, Java Halu Coffee 

has 8 permanent employees and 60 seasonal employees (70% of whom are female) who 

are in their productive age. With a private plantation land ownership of 4 hectares, 

combined with cooperative-owned land, the total land area is more than 150 hectares, 

involving more than 160 families. Ms. Rani is able to produce a harvest of 20 tons in 2022 

and is targeting 60 tons in 2023 with an annual income of 8-10 billion IDR. By 

implementing this strategy in a structured manner and through good negotiations, joining 

forces with other companies allows entrepreneurs to reap the rewards of their hard work. 

Java Halu Coffee has successfully implemented this strategy, and by not operating the 

business individually, they have provided employment opportunities for the local 

community. Furthermore, Java Halu Coffee also benefits by being able to deliver products 

on time as agreed with the buyers. According to Rani, her exit plan strategy for the business 

is an Initial Public Offering (IPO). 

 

B) 4 Alternatives Strategy to Sustain Applied Entrepreneurial Strategies in Facing the 

International Market. 

Based on the interview results and gathered data, several alternative strategies to sustain 

applied entrepreneurial strategies can be identified. The following are the results of the 

analysis: 

1. Export Expansion Strategy 

 As a company operating in the coffee industry, Java Halu Coffee has chosen to focus on 

marketing its products in the international market through export activities. One step taken by 

the company is to develop a broader export market share by utilizing free trade agreements, 

which provide easier access to international markets through exhibitions or coffee expos, as 

well as through the use of internet platforms such as social media or websites. By expanding 

the marketing coverage, the company can anticipate market saturation in specific countries and 

increase production capacity. To grow and expand, an entrepreneurial company must be able 

to enter and maintain markets by identifying existing opportunities and establishing appropriate 

strategies. Currently, Java Halu Coffee has successfully built strong relationships with buyers 

from the Middle East and other countries, and continues to expand into other countries. 

2. Maintaining Networking 
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The broader a company's network or connections, the stronger it becomes in facing the 

international market. Therefore, it is important for a company to establish good relationships 

with buyers through active communication, allowing the company to understand the buyers' 

preferences. Java Halu Coffee utilizes service as a way to maintain relationships with its buyer 

partners, ensuring their loyalty, combined with easy access to information through social media 

or websites. The company has implemented this service-oriented approach since its 

establishment, always responding effectively to buyers' complaints. 

3. Collaboration with Similar Businesses 

 To develop the export market and achieve long-term growth, companies need to implement 

strategies that capitalize on existing opportunities. One effective strategy is to collaborate with 

similar businesses. Through such collaborations, companies can fulfill buyers' orders on time, 

increase production capacity, and boost sales. 

4. Innovation Strategy 

By innovating in coffee products, companies can offer new elements to customers. One aspect 

of innovation is creating attractive and unique packaging designs, as well as adopting a zero-

waste concept for Java Halu Coffee's products. This has helped the company maintain its 

customer base. Additionally, the company continuously improves the quality of its products. 

Good quality adds value to the buyer relationship, fostering loyalty towards the company. In 

the coffee business, Java Halu Coffee has successfully implemented innovation strategies. 

Innovation lies at the core of entrepreneurial thinking, not only in terms of technology but also 

in substantial mindset and providing new approaches to the business. SMEs tend to be more 

innovative and willing to take risks compared to larger companies. By implementing these 

strategies, companies can sustain and compete in the international market. 

 

CONCLUSION 

Based on the data and discussion on strategic entrepreneurship at Java Halu Coffee mentioned 

earlier, the following conclusions can be drawn: 

1. Java Halu Coffee's strategy to enter the international market is through exports. 

According to the owner, Rani Mayasari, exporting is considered a relatively 

straightforward and low-risk step if one has the necessary knowledge, especially for 

entrepreneurial companies entering the export market. The Middle East is the main 
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market for Java Halu Coffee's exports. Entering the international market provides 

advantages because if one market experiences a decline, other markets can compensate 

for the shortfall. 

2.  Java Halu Coffee started as a start-up company with a coffee processing facility in 

West Bandung Regency and began establishing connections through Instagram and a 

website. By having these platforms, the company has more facilities and opportunities 

to attract new buyers, as well as participate in global coffee exhibitions. This also helps 

Rani Mayasari in building good relationships with buyers and connections. 

3. Out of the five entrepreneurship strategies presented by Peng (2013), Java Halu Coffee 

implements the following four strategies to maximize sales and increase export volume: 

a) Growth: When receiving a large number of coffee orders through the website and 

social media, Java Halu Coffee realized that establishing a coffee processing 

facility in West Bandung Regency while building connections with the local 

government would develop the market and ultimately increase the company's 

sales and profits. 

b) Innovation: Java Halu Coffee chooses a product development strategy for high-

quality specialty-grade coffee in various sizes and innovative packaging designs. 

These products are developed based on buyer demand and through collaboration 

with coffee farmers, creating product designs according to buyers' preferences. 

c) Networking: Java Halu Coffee's success in entering the international market is 

achieved through the application of effective networking strategies by owner Rani 

Mayasari. The company has successfully built good relationships with business 

partners and government entities, forming beneficial networks. 

d) Harvest/Exit: Java Halu Coffee successfully implements this strategy by 

collaborating with both formal coffee farmers under cooperatives and informal 

family-scale coffee farmers for the coffee plantations in Gununghalu, West 

Bandung Regency, to meet market demand and ensure timely product processing 

and delivery according to predetermined schedules. 

4. Java Halu Coffee sustains the applied entrepreneurial strategies in facing the 

international market by: expanding the export market share through free trade, 

maintaining network relationships by improving customer service to ensure loyalty, 

collaborating with similar businesses to fulfill orders on time and increase production 

and sales, and continuously innovating products with various designs while maintaining 

product quality. 



 
ANALYSIS OF STRATEGIC ENTREPRENEURSHIP TO INCREASE THE EXPORT OF MICRO, 

SMALL, AND MEDIUM ENTERPRISES (MSMES) IN INDONESIA:  
A CASE STUDY OF JAVA HALU COFFEE  

 

222        IJEMR – VOLUME .2 No3 December 2023 
 
 

 

 

REFERENCES 

Abdurohim, D. (2021). Pengembangan UMKM (Kebijakan, Strategi, Digital Marketing dan 
Model Bisnis UMKM (pp. 1–295). 

Adrian, A. (2019). EMPOWERMENT STRATEGIES OF MICRO, SMALL, MEDIUM 
ENTERPRISES (MSMEs) TO IMPROVE INDONESIA EXPORT PERFORMANCE. 
International Journal of Economics, Business and Accounting Research (IJEBAR), 2(04), 
50–60. https://doi.org/10.29040/ijebar.v2i04.222 

Amir, M. (2007). Ekspor imporࣟ: teori & terapannya. Pustaka binaman pressindo. 

Artaya Putu, B. (2023). Increasing The Export Performance of Indonesian MSMEs’ Leading 
Products in The Global Market in Supporting The Economy in 2023. The Spirit OfSociety 
Journal, 6(April 2023), 122. https://doi.org/10.29138/scj.v6i2.2198 

Bachri, F., Dahlan, P., & Kholid Mawardi, F. M. (2016). STRATEGI PEMASARAN 
KERAJINAN GERABAH YANG BERORIENTASI EKSPOR PADA PT. LOMBOK 
PUTRI CINDERAMATA. In Jurnal Administrasi Bisnis (JAB)|Vol (Vol. 30, Issue 1). 
Universitas Brawijaya. 

Bhatti, A., Rehman, S. U., & Rumman, J. B. A. (2020). Organizational capabilities mediates 
between organizational culture, entrepreneurial orientation, and organizational 
performance of smes in pakistan. Entrepreneurial Business and Economics Review, 8(4), 
85–103. https://doi.org/10.15678/EBER.2020.080405 

Dindin Abdurohim, & Andry Mochammad Ramdan. (2022). Survival Strategies and Online 
Marketing in the Time of the COVID-19 Pandemic of Bandung City SME: A Case Study 
of the Cibaduyut Shoe Center. Quantitative Economics and Management Studies, 3(6), 
944–957. https://doi.org/10.35877/454ri.qems1259 

Feri, S., Sudarmiatin, S., & Mukhlis, I. (2022). The Business Potential of Riau Malay Songket 
Woven Cloth Enterprise - Wan Fitri toward the International Market. Journal of 
Economics, Finance and Management Studies, 05(12), 3746–3754. 
https://doi.org/10.47191/jefms/v5-i12-36 

Haddoud, M. Y., Onjewu, A. K. E., Nowiński, W., & Jones, P. (2021). The determinants of 
SMEs’ export entry: A systematic review of the literature. In Journal of Business Research 
(Vol. 125, pp. 262–278). Elsevier Inc. https://doi.org/10.1016/j.jbusres.2020.12.017 

Haryadi, H., & Hodijah, S. (2023). Proceedings of the 3rd Progress in Social Science, 
Humanities and Education Research Symposium (PSSHERS 2021). In Proceedings of the 
3rd Progress in Social Science, Humanities and Education Research Symposium 
(PSSHERS 2021). Atlantis Press SARL. https://doi.org/10.2991/978-2-494069-33-6 

Irawan, A. P. (2017). Perancangan dan pengembangan produk manufaktur. 

Karyoto. (2021). PROSES PENGEMBANGAN USAHA (1st ed., Vol. 1). PT Andi Offset. 
https://www.google.co.id/books/edition/PROSES_PENGEMBANGAN_USAHA/ugBB
EAAAQBAJ?hl=id&gbpv=1&dq=Humaizar.+2010.+Manajemen+Peluang+Usaha.+Bek
asi:+Dian+Anugerah+Perkasa.&pg=PA55&printsec=frontcover 

Kemenko Perekonomian. (2022). Perkembangan UMKM sebagai Critical Engine 
Perekonomian Nasional Terus Mendapatkan Dukungan Pemerintah. Kementerian 
Koordinator Bidang Perekonomian, 1–2. www.ekon.go.id 



 
 

e-ISSN : 2830-2508; p-ISSN : 2830-2664,Hal 209-224 

Kleinschmidt, E., & Cooper, R. G. (1983). The Impact of Export Strategy on Export Sales 
Performance. Business Journal McMaster University, 199. 

Kohne, A. (2019). Business development: Customer-oriented business development for 
successful companies. In Business Development: Customer-Oriented Business 
Development for Successful Companies. Springer Fachmedien Wiesbaden. 
https://doi.org/10.1007/978-3-658-24726-3 

Kresnawati, M. A., & Rasyidah, R. (2021). Meningkatkan Pemanfaatan Pasar Digital Untuk 
Ekspor Produk Umkm Di Jawa Timur. SELAPARANG Jurnal Pengabdian Masyarakat 
Berkemajuan, 5(1), 784. https://doi.org/10.31764/jpmb.v5i1.6532 

Lis, M., & Szyszka, M. (2020). Innovation and Entrepreneurshipࣟ: Theory and Practice. Logos 
Verlag Berlin. 

Mansion, S. E., & Bausch, A. (2020). Intangible assets and SMEs’ export behavior: a meta-
analytical perspective. Small Business Economics, 55(3), 727–760. 
https://doi.org/10.1007/s11187-019-00182-5 

Mbuyisa, B., & Leonard, A. (2017). The Role of ICT Use in SMEs Towards Poverty Reduction: 
A Systematic Literature Review. Journal of International Development, 29(2), 159–197. 
https://doi.org/10.1002/jid.3258 

Mie Augier, D. T. (2018). The Palgrave Encyclopedia of Strategic Management. In The 
Palgrave Encyclopedia of Strategic Management. Palgrave Macmillan UK. 
https://doi.org/10.1057/978-1-137-00772-8 

Nurhakim, K., & Satar, M. (2015). Prosedur Pelaksanaan Kegiatan Ekspor barang. Jurnal 
Industri Elektro Dan Penerbangan, 5(2), 16–21. 
http://jurnal.unnur.ac.id/index.php/indept/article/view/155/126 

Peng, M. (2013). Global Strategy (2nd Editio). Cengage,2008. 

Porter, M. E. (2018). Competitive Strategy Techniques for Analyzing Industries and 
Competitorsௗ: with a New Introduction. In The Free Press (3rd Reprin). The Free Press. 
http://books.google.com.au/books?id=QN0kyeHXtJMC&pg=PR16&dq=intitle:Competi
tive+Strategy+Michael+Porter&cd=1&source=gbs_api%5Cnpapers2://publication/uuid/
03E8AAB4-AB47-4209-80C2-A4FFDCD1BC8A 

PP No. 7 Tahun 2021 tentang Kemudahan, Pelindungan, dan Pemberdayaan Koperasi dan 
Usaha Mikro, Kecil, dan Menengah [JDIH BPK RI]. (n.d.). Retrieved January 5, 2023, 
from https://peraturan.bpk.go.id/Home/Details/161837/pp-no-7-tahun-2021 

Ramdan, A. M., Pramiarsih, E. E., Herdhiana, R., Zahara, R., & Lisnawati, C. (2022). 
Challenges and opportunities for utilizing MSME digital marketing applications in 
tourism areas. International Journal of Business, Economics & Management, 5(3), 131–
142. https://doi.org/10.21744/ijbem.v5n3.1912 

Rasbin. (2019). Strategi Meningkatkan Ekspor Produk-Produk Usaha Mikro Kecil Dan 
Menengah Indonesia: Studi Kasus Di Kabupaten Sleman Dan Kota Surabaya. Kajian, 
24(1), 149–158. 

Rudianto, D. (2018). Analisis pengembangan usaha mikro kecil dan menengah di Kabupaten 
Bengkalis Riau. Jurnal Ekonomi KIAT, 29(1), 1–10. 

Sarasvathy, S. D., & Venkataraman, S. (2014). Entrepreneurship as Method: Open Questions 
for an Entrepreneurial Future. Entrepreneurship: Theory and Practice, 35(1), 113–135. 
https://doi.org/10.1111/j.1540-6520.2010.00425.x 



 
ANALYSIS OF STRATEGIC ENTREPRENEURSHIP TO INCREASE THE EXPORT OF MICRO, 

SMALL, AND MEDIUM ENTERPRISES (MSMES) IN INDONESIA:  
A CASE STUDY OF JAVA HALU COFFEE  

 

224        IJEMR – VOLUME .2 No3 December 2023 
 
 

 

Savira, R. N., Anindita, R., & Nugroho, C. P. (2022). Analisis Perdagangan Ekspor Kopi 
Indonesia di Pasar Internasional. Jurnal Ekonomi Pertanian Dan Agribisnis, 6(3), 963. 
https://doi.org/10.21776/ub.jepa.2022.006.03.17 

Simamora, H. (2011). Manajemen Pemasaran Internasional Jilid 1. Salemba Empat. 

Sugiyono, P. D. (2017). METODE PENELITIAN KUALITATIF. CV ALFABETA. 

Supiandi. (2022). Analisis Pemahaman Usaha Kecil dan Menengah terhadap Kegiatan Ekspor 
di Nusa Tenggara Barat 1 Fakultas Ekonomi , Universitas Nahdlatul Ulama NTB 2 
Pariwisata , Sekolah Tinggi Pariwisata Mataram 3 Hubungan Internasional , Universitas 
Mataram PENDAHULUAN Pe. 1(1), 27–35. 

Yener, M., Doğruoğlu, B., & Ergun, S. (2014). Challenges of Internationalization for SMEs 
and Overcoming these Challenges: A Case Study from Turkey. Procedia - Social and 
Behavioral Sciences, 150, 2–11. https://doi.org/10.1016/j.sbspro.2014.09.002 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


