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ABSTRAK 

 
Hanna Tsania Nabiella, 21042010280, Analisis Penerapan Strategi 

Segmentation, Targeting, dan Positioning Dalam Optimalisasi Penjualan Pada 

Coste Coffee Surabaya 

 
Penelitian ini bertujuan untuk menganalisis penerapan strategi Segmentasi, 

Targeting, dan Positioning (STP) dalam mengoptimalkan penjualan di Coste Coffee 

Surabaya, sebuah usaha cafe yang berfokus pada penyajian kopi premium. 

Penelitian dilakukan dengan pendekatan kualitatif deskriptif melalui observasi 

langsung, wawancara mendalam dengan manajemen, staf, dan pelanggan, serta 

dokumentasi kegiatan pemasaran. Hasil penelitian menunjukkan bahwa Coste 

Coffee menerapkan strategi segmentasi dengan menggabungkan dimensi 

geografis, demografis, dan psikografis untuk menjangkau konsumen potensial 

seperti mahasiswa dan pekerja kantoran muda. Strategi targeting dilakukan secara 

selektif dengan memperhatikan kebutuhan fungsional dan emosional masing-

masing segmen, seperti harga terjangkau, suasana nyaman, dan akses internet 

stabil. Sementara itu, strategi positioning dirancang untuk membangun persepsi 

sebagai café modern yang tidak hanya menyajikan kopi berkualitas tinggi tetapi 

juga memberikan pengalaman bersantai dan bekerja yang mendukung gaya hidup 

urban. Penerapan STP secara konsisten terbukti meningkatkan relevansi 

penawaran produk, memperkuat citra merek, dan mendorong loyalitas pelanggan, 

yang pada akhirnya berkontribusi pada peningkatan penjualan dan keberlanjutan 

bisnis. 

 
Kata kunci : Strategi STP, Strategi Pemasaran, Coste Coffee Surabaya 
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ABSTRACT 
 

 
Hanna Tsania Nabiella, 21042010280, Analysis of the Implementation of 

Segmentation, Targeting, and Positioning Strategies in Optimizing Sales at Coste 

Coffee Surabaya 

 
This study aims to analyze the implementation of Segmentation, Targeting, and 

Positioning (STP) strategies in optimizing sales at Coste Coffee Surabaya, a cafe 

business that focuses on serving premium coffee. The study was conducted using a 

descriptive qualitative approach through direct observation, in-depth interviews 

with management, staff, and customers, as well as documentation of marketing 

activities. The results of the study indicate that Coste Coffee implements a 

segmentation strategy by combining geographic, demographic, and psychographic 

dimensions to reach potential consumers such as students and young office workers. 

The targeting strategy is carried out selectively by considering the functional and 

emotional needs of each segment, such as affordable prices, a comfortable 

atmosphere, and stable internet access. Meanwhile, the positioning strategy is 

designed to build a perception as a modern cafe that not only serves high-quality 

coffee but also provides a relaxing and working experience that supports an urban 

lifestyle. The consistent implementation of STP has been shown to increase the 

relevance of product offerings, strengthen brand image, and encourage customer 

loyalty, which ultimately contributes to increased sales and business sustainability. 
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