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ABSTRAKSI 

 

Dimas Akbar Firmansyah, 19042010111, Strategi Pengembangan Bisnis 

Berdasarkan Analisis Product Life Cycle (PLC) dan Boston Consulting Group 

(BCG) Matrix (Studi Pada Moogs Coffee) 

 
Café merupakan salah satu usaha yang memiliki banyak pesaing, 

dibutuhkan strategi yang tepat agar usaha tersebut dapat bersaing dan berkembang. 

Moogs Coffee perlu mengetahui tahapan dan posisi usahanya saat ini agar 

mendapatkan strategi bisnis yang baru dan meningkatkan penjualannya 

berdasarkan konsep Product Life Cycle (PLC) dan Boston Consulting Group (BCG) 

Matrix Metode yang digunakan pada penelitian ini adalah deskriptif. Teknik  

pengambilan data yang dilakukan melalui observasi dan dokumentasi. Jenis dan 

sumber data penelitian ini yaitu data sekunder. Hasil penelitian menunjukkan kurva 

Product Life Cycle (PLC) berada pada tahapan pertumbuhan (growth) yaitu tahap 

dimana produk yang diperkenalkan sudah dikenal dan dapat diterima oleh 

konsumen. Sedangkan, pada kurva Boston Consulting Group (BCG) Matrix berada 

pada posisi sapi perah (Cash Cow) yaitu posisi pangsa pasar relative tinggi, tetapi 

memiliki pertumbuhan pasar yang rendah. Pembahasan penelitian ini menghasilkan 

konsep Product Life Cycle (PLC) yaitu, strategi produk, strategi harga, dan strategi 

pemasaran. Sedangkan pada Boston Consulting Group (BCG) Matrix 

menghasilkan strategi penciutan pasar, strategi diversifikasi, dan pengembangan 

produk. 

Kata Kunci: Product Life Cycle (PLC), Boston Consulting Group (BCG) 

Matrix, Moogs Coffee, Café  
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ABSTRACTION 

 

Dimas Akbar Firmansyah, 19042010111, Business Development Strategy Based 

on Product Life Cycle (PLC) Analysis and Boston Consulting Group (BCG) 

Matrix (Study on Moogs Coffee) 

Café is a business that has many competitors, it takes the right strategy so 

that the business can compete and develop. Moogs Coffee needs to know the stages 

and current position of its business in order to get a new business strategy and 

increase its sales based on the concept of the Product Life Cycle (PLC) and the 

Boston Consulting Group (BCG) Matrix. The method used in this study is 

descriptive. The data collection technique was carried out through observation and 

documentation. The types and sources of research data are secondary data. The 

results of the study show that the Product Life Cycle (PLC) curve is in the growth 

stage, namely the stage where the product introduced is already known and 

acceptable to consumers. Meanwhile, the Boston Consulting Group (BCG) Matrix 

curve is in the cash cow position, namely the position of relatively high market 

share, but has low market growth. The discussion of this research resulted in the 

concept of Product Life Cycle (PLC), namely, product strategy, pricing strategy, 

and marketing strategy. Meanwhile, the Boston Consulting Group (BCG) Matrix 

produces market shrinking strategies, diversification strategies, and product 

development. 

Kata Kunci: Product Life Cycle (PLC), Boston Consulting Group (BCG) 

Matrix, Moogs Coffee, Café  

 


