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ABSTRACT 
Small and medium enterprises (SMEs) are considered to play im-
portant roles in the economic development. This research tried to 
formulate the marketing strategies for the SMEs when they have to 
face the global economic challenge and to be more competitive. A 
case study was conducted in the SME Gendhis Manes that is lo-
cated in the Semarang, Indonesia. It produces herbal drinks and 
dried products made by traditional spices; thus, they are 
preservative-free. The SME has several problems, such as how to 
determine a target market, low products diversification, problems 

in product pricing and distribution strategy as well as the relation-
ship with other parties. This research tried to formulate the market-
ing strategy through a combination of 9Ps of marketing mix and 
Porter’s five forces. The 9Ps of marketing mix consists of nine var-
iables, i.e., product, pricing, promotion, place, target market, pro-
cess, partners, presentation, and passion. On the other hand, 
Porter’s five forces have five elements, i.e., rivalry among compet-
itors, threat of new entrants, threat of substitutes, the power of sup-
pliers, and the power of buyers. We hope that the marketing strat-
egy which has been formulated could be used by the SME to help 
the SME to handle the aforementioned problems.  

CCS Concepts 
• Applied computing  Marketing. 

Keywords 
9P, marketing strategy, marketing mix, Porter’s five forces, small 
and medium enterprise. 

1. INTRODUCTION 
There has been a movement toward thinking of marketing for over 
the past decades; it is not just a function in an organization, but it is 
more as a set of values and processes that all functions participate 
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in implementing. The role of marketing is too important to be ig-
nored since it has a vital position in establishing relationships be-
tween customers and what the organizations offer to the market. It 
shapes the image of the organization; about how people associate 
the products being offered by the organizations. It is also believed 
to have a positive impact on the financial performance of organiza-
tions and their new products [1], [2].  

Despite the abundant literature about the role of the marketing, 
most studies only focus on large firms [3]. It seems that the market-
ing decision-making in large companies tends to be more struc-
tured, whilst in small and medium enterprises (SMEs), the actions 
tend to be simple, instinctive, and distinct from the academic para-
digms that are widely developed in the literature [4]. In addition, 
SMEs are a lack of managing marketing activities and do not con-
sider long-term marketing perspectives [5].  

However, opposed to the deficiencies of SMEs in managing mar-
keting properly, it is widely known that SMEs play a crucial role in 
employment and economic development [6]. They are believed to 
offer innovative products and enhance international trade on prod-
ucts diversification [7]. In developing countries, particularly, SMEs 
have important contributions in the growth of economic develop-
ment, such as employ a significant amount of the labor force in their 
local economies, provide an opportunity for entrepreneurial and 
business skill development, as well as develop rural economies [8]. 
As a developing country, Indonesia through Ministry of Coopera-
tives and Small and Medium Enterprises have stated that SMEs can 
significantly improve social and economic systems. In the econo-
mic development of Indonesia, SMEs proved that they are more 
resilient when facing a global economic crisis where many large-
scale businesses have stagnated or even stopped their activities.   

A lot of previous research has tried to establish the marketing strat-
egy through the classic 4Ps of marketing mix, i.e., product, price, 
promotion, and place [9]; 5Ps (adding people/personnel [10]); 6Ps 
(process/ procedure [11]); 7Ps (physical evidence [12]); 8Ps 
(productivity and quality [13]); and finally 9Ps of marketing mix, 
which consists of product, price, promotion, place, people, plan-
ning, partners, presentation, and passion [14]. 

This research tried to formulate a marketing strategy through 9Ps 
of the marketing mix and combine it with Porter’s five forces. Por-
ter’s five forces model is discovered as a powerful management 
tool for analyzing the current industry profitability and attrac-
tiveness by using the outside-in perspective [15]. It draws from in-
dustrial organization economics to derive five forces that determine 
the competitive intensity and, therefore, the attractiveness (or lack 
of it) of an industry in terms of its profitability. The framework is 
defined by the following forces: the threat of new entrants, supplier 
power, buyer power, the threat of substitutes, and industry rivalry 
[15]. An “unattractive” industry is one in which the effect of these 
five forces reduces overall profitability. Porter’s five forces model 
is widely used and has been implemented in several areas.  

In order to exhibit the applicability of the proposed methods, a case 
study has been conducted in an SME in Semarang, Indonesia, i.e., 
SME Gendhis Manes. The SME produces organic beverages, 
which are made from various natural ingredients such as beets, 
flowers, and spices with the modern and hygienic process. The 
products do not contain any chemicals and preservatives. The rapid 
growth of the number of competitors led to the need for analyzing 
its innovations over time. The SME has some obstacles to market-
ing development such as determining a target market, low product 
diversification, product pricing, distribution strategy, as well as the 
relationship with other parties. Therefore, the owner has to improve 

the marketing strategy in order to fulfill the customers’ needs and 
manage the competitions among other SMEs or even large firms. 

2. RESEARCH METHODS 
This research tried to combine 9Ps of marketing mix and Porter’s 
five forces model to formulate the marketing strategy of SME. A 
case study has been conducted in SME Gendhis Manes, which is 
located in Semarang, Indonesia, to help the SME to alleviate its 
problems, particularly on the marketing development. 

2.1 9Ps of Marketing Mix 
We employ the 9Ps of marketing mix [14] which is regarded as a 
recent research in the field of marketing. It consists of nine varia-
bles, i.e., product, price/pricing, promotion, place/distribution, peo-
ple/target market, planning/process, partners, presentation, and pas-
sion. The first is product. It is the combination of goods and ser-
vices offered by the firm to target market, such as bundling, speci-
fication, branding, design, size, service, packaging, contract 
maintenance, warranty, and return. Second is price/pricing. They 
are all aspects of the price that the consumers have to pay to get the 
products, for example, wholesale prices, discounts, and trade-in al-
lowances. The third is promotion. They are activities that com-
municate products’ advantages. The place/distribution is the firm’s 
activities that make the products available through distribution and 
trade channels, coverage, assortments, roles, locations, inventory 
and transportation characteristics and other alternatives. The fifth 
is people/target market. It is a set of consumers with the common 
needs or common characteristic to be served by the firm. Plan-
ning/process is a process to develop and transform marketing ob-
jectives to marketing strategies to tactics. Partners are defined as 
alliances outside the firm whom marketers work closely with. 
Presentation is the act of presenting any of the different 9ps and/or 
components to the firm’s customers, suppliers, wholesalers, retail-
ers, sales force, marketing intermediaries, clients, employees, part-
ners, and/or others. The last is passion which is the feeling of over-
mastering, emotions in the planning, developing, pricing, selling, 
and overall marketing of products.  

2.2 Porter’s Five Forces 
There are five elements in Porter’s five forces, i.e., rivalry among 
competitors, threat of new entrants, threat of substitutes, the power 
of suppliers, and the power of buyers [15]. 

The first is rivalry among competitors. This looks at the number 
and strength of the firm’s competitors. If the rivalry is intense, the 
firm can attract customers with aggressive price cuts and high-im-
pact marketing campaigns. On the other hand, if the competitive 
rivalry is minimal, then the firm will likely have tremendous 
strength and healthy profits. Second is threat of new entrants. The 
firm’s position can be affected by competitor’s ability to enter the 
market; hence, the firm has to think about how easily this could be 
done. If it takes little effort to enter the market and compete effec-
tively, or if the firm only has a little protection for its key technol-
ogies, then rivals can quickly enter the market and weaken the 
firm’s position. However, if the firm has strong and durable barriers 
to entry, then it can preserve a favorable position and take fair ad-
vantage of it. Next is threat of substitutes. Substitutes could provide 
the products with the same role through different ways. It refers to 
the likelihood of the customers to find a different way of doing what 
the firm does. If the substitution threat is high then the profit will 
go down. The fourth is the power of suppliers. This is determined 
by how easy it is for the firm’s suppliers to increase their prices 
powerful suppliers can gain benefits for themselves through higher 
pricing, limiting quality or service, or shifting costs to the firms. 
The more the firm has to choose from, the easier it will be to switch

110



Table 1. Result of the case study: Combination of 9Ps of marketing mix and Porter’s five forces in SME Gendhis Manes 
 Rivalry among  

competitors 
Threat of new  

entrants 
Threat of  

substitutes 
The power of  

suppliers 
The power of  

buyers 
Product The SME can apply at-

tractive packaging 
through different de-
signs. In addition, on the 
product label, there are 
tagline and interesting 
consuming tips so that 
the consumers can rec-
ognize the unique char-
acteristics of the prod-
uct. Moreover, the SME 
can add various packag-
ing sizes from its prod-
ucts to reach all market 
segments, ranging from 
the middle to the top 
level, from those who 
just want to try to the 
consumers who regu-
larly consume in large 
quantities. 

The SME can apply 
bundling system when 
selling its products. De-
livery of products to 
near-by consumers can 
be made by private vehi-
cle to save transporta-
tion costs (the transpor-
tation cost is calculated 
for each kilogram).  

It is beneficial that the 
SME sells the products 
without preservatives 
due to the vacuum pro-
cess. However, this con-
dition could limit the 
production of the SME 
since it employs the 
make-to-order strategy. 
For that reason, the 
SME needs to make a 
break-through approach 
using a preservative of 
natural ingredients that 
does not change the taste 
and the shape of the 
products. 

The SME has to raise its 
standard when dealing 
with the supplier, for ex-
ample, the farmers must 
have a certification of 
organic products. It is 
better if the suppliers 
could join as a long-term 
supplier to ensure the 
quality of the products 
according to the con-
sumers’ needs. 

The SME can strengthen 
its brand by showing the 
quality and authenticity 
of raw materials, as well 
as a series of the 
production process on 
the company’s profile 
that is attached on the 
company’s website or 
its social media. This al-
lows consumers to see 
the unique side of the 
products. The SME also 
could create brochures 
about its brand and give 
it to the potential con-
sumers. 

Price/ 
Pricing 

The price of the prod-
ucts as average is about 
higher than its competi-
tors. This is because the 
SME uses qualified 
technology in its series 
of the production pro-
cess. To gain more con-
sumers, the SME must 
strengthen its brand. 
The SME also could add 
various packaging sizes 
so that the price will 
vary as well. The vari-
ous prices are consid-
ered to attract more con-
sumers. 

The SME can apply 
pricing penetration, 
which is similar to the 
promotional price strat-
egy. In addition, the 
SME could also apply a 
bundling system as well. 

The SME could apply 
price discrimination, 
such as second-degree 
price discrimination or 
third-degree price dis-
crimination. The sec-
ond-degree price dis-
crimination (block pric-
ing) is a price discrimi-
nation by applying dif-
ferent price per unit for 
different amount of 
product sold, for exam-
ple, the price for one 
piece of the product is 
different with the price 
for one box of the prod-
uct. Meanwhile, third-
degree price discrimina-
tion is to apply different 
price for each consumer 
group based on the res-
ervation price of each 
consumer group. 

The SME has to empha-
size the quality of the 
product which is 100% 
produced without using 
preservatives, using 
qualified and authentic 
raw materials, as well as 
ensuring safe production 
process. Thus, if there is 
any substitutable prod-
uct in the market, the 
SME’s product tends to 
win the competition. 

The SME could distrib-
ute their products for 
free in particular events. 
In addition, the SME 
could improve its repu-
tation through convinc-
ing its consumers that 
the products are made 
with infrared so they are 
safe and nutritious when 
they are consumed. Be-
sides, the SME’s pay-
ment system should use 
a cashier program for 
book-keeping so it can 
record the transaction 
automatically and the 
consumer can use a 
credit card when pur-
chasing in large quanti-
ties. 

Promotion SME Gendhis Manes 
can offer special offers, 
such as “buy one get 
one” promotion or sell 
certain products at a 
lower price as a promo-
tion strategy. In addi-
tion, the SME may re-
quest a celebrity to en-
dorse its products so that 
the consumers can be in-
terested to purchase its 
products. 

The SME obviously can 
do promotions through 
bazaars in the supermar-
ket or in certain events. 
In addition, the can ap-
ply one-to-one market-
ing through customiza-
tion of its products. The 
customization is a way 
for consumers to order 
products as they wish. 

The SME could provide 
free gifts for its products 
when there are consum-
ers who buy the prod-
ucts in large quantities, 
for example, if one con-
sumer buys one carton 
beet syrup, he/she will 
get a free 2 cups of tur-
meric tamarind of 250 
ml. In addition, the SME 
could apply some poli-
cies to attract more con-
sumers, such as free de-
livery for inter-city de-
livery, voucher when the 
consumer has purchased 
10 times with minimum 
purchase of IDR 
100,000, and 10% off 
discount on a national 
day. 

SME Gendhis Manes 
can enhance the quality 
of the product from the 
raw materials point of 
view through a combi-
nation of a joint venture 
of the suppliers with cer-
tain requirements, such 
as organic certi- fica-
tion, qualified raw mate-
rials and minimum 
quantity of materials 
supply raw for the SME 
so that long-term con-
tracts can be generated.  

The SME could provide 
promotional products by 
providing merchandise 
that is attached the name 
of SME Gendhis Manes. 
In addition, the SME 
can implement personal 
selling by employing the 
consumer conditions in 
a particular place, for 
example, doing a pro-
motion at an event or ex-
hibition. 
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Table 1. (Continued) 
 Rivalry among  

competitors 
Threat of new  

entrants 
Threat of  

substitutes 
The power of  

suppliers 
The power of  

buyers 
Place/ 
Distribu-
tion 

SME Gendhis Manes 
could expand its reseller 
channel to all over Indo-
nesia to facilitate the de-
livery of its products to 
its consumers. The SME 
also could take an ad-
vantage of the online 
marketplace to sell its 
products more widely. 

SME Gendhis Manes 
could expand its reseller 
channel to all over Indo-
nesia to facilitate the de-
livery of its products to 
its consumers. The SME 
also could take an ad-
vantage of the online 
marketplace to sell its 
products more widely. 

SME Gendhis Manes 
could expand its reseller 
channel to all over Indo-
nesia to facilitate the de-
livery of its products to 
its consumers. The SME 
also could take an ad-
vantage of the online 
marketplace to sell its 
products more widely. 

The SME should find 
suppliers in various cit-
ies if it wants to open its 
branches. It has to pro-
vide certain require-
ments for being the re-
sellers. More-over, it has 
to raise the standards of 
the suppliers. It is also 
better if the suppliers 
could join as a long-term 
supplier to ensure the 
products’ quality. 

The SME could hire 
sales consultant to boost 
the distribution process 
so that the SME could 
find out the potential ar-
eas for its branches. 

People/ 
Target  
Market 

The products of the 
SME so far do not in-
clude enough infor-
mation for the consump-
tion of the product, for 
example, the infor-
mation that minimum 
age of 10 years is only 
allowed to consume the 
products is not attached. 
Therefore, there should 
be a warning for the con-
sumers through the label 
in order to focus on its 
target market. 

SME Gendhis Manes 
can strengthen its brand 
so that the consumers 
become more loyal. This 
can be done by showing 
the quality and the au-
thenticity of the raw ma-
terials, as well as a series 
of the production pro-
cess on social media. In 
addition, the SME can 
provide tips for its cus-
tomers about how to 
consume the products so 
that the customers could 
see a unique side of the 
products. It also has to 
always post the custom-
ers testimonials to im-
prove customer trust. 

The SME has to show 
the quality and the au-
thenticity of the raw ma-
terials on the social me-
dia to strengthen its 
brand. The SME also 
could create brochures 
about its brand and give 
it to the potential con-
sumers so that they will 
be loyal and not switch 
to other products. More-
over, the SME can also 
provide catalogs to con-
sumers and resellers.  

The market of the SME 
always wants the best 
quality of the SME prod-
ucts. The SME also 
could reinforce the 
farmers (suppliers) to 
have certification of or-
ganic products. It is also 
better if the farmers 
could sign a long-term 
contract to ensure the 
quality of the products. 

SME Gendhis Manes 
can apply customer rela-
tionship management to 
keep potential customers 
data and to learn cus-
tomer behavior, such as 
providing membership 
card so that the customer 
could earn a point after 
purchasing the products. 
The points could be ex-
changed for some bo-
nuses or discounts. 

Planning/ 
Process 

The products sold by 
SME Gendhis Manes 
are beverages and or-
ganic food, and there is 
no typical competitors in 
Semarang area and sur-
rounding. This is an op-
portunity for the SME to 
strengthen its brand and 
improve its service. The 
SME could open a 
branch in downtown Se-
marang. 

The strategy performed 
by SME Gendhis Manes 
is make-to-order. How-
ever, the customers 
sometimes do not want 
to wait for a long time. 
In order to handle the 
problem, the SME either 
has to change the 
strategy by make-to-
stock or make an estima-
tion of the demand. 

The SME has to show 
the quality and the au-
thenticity of the raw ma-
terials on the social me-
dia.  

The SME could intro-
duce the application of 
greenhouse to increase 
the crop yields. The ap-
plication of this green-
house also could im-
prove the quality of raw 
materials and reduce 
production or opera-
tional costs. 

SME Gendhis Manes 
can provide sample 
drinks for the consumers 
who visit the outlets to 
inform the consumers 
that the products have no 
preservatives as well as 
to ensure the authentic-
ity and the quality of the 
raw materials. As an 
online sales, the SME 
must always post testi-
monials. 

Partners SME Gendhis Manes 
has worked with several 
partners to market its 
products, such as super-
markets, rest area, and 
hotels (the SME could 
apply a time-bound con-
tract with some of these 
partners). It can apply 
time-bound contracts 
within a certain period 
of time with the Ministry 
of Industry. 

SME Gandhis Manes 
can form consortia 
through a collaboration 
with other SMEs that 
produce similar products 
(beverages or organic 
foods). 

The SME could apply 
research and develop-
ment cooperation con-
tract with health institute 
or research center to ex-
amine the quality of raw 
materials. 

The SME can apply 
time-bound contracts 
with the Ministry of In-
dustry to create the prod-
uct packaging. In addi-
tion, the SME could ex-
pand its reseller channel 
to all over Indonesia to 
facilitate product deli-
very to the consumers. 

The SME can cooperate 
with the resellers and 
build an online commu-
nity with the customers. 
In the online commu-
nity, there is an ex-
change of ideas, 
knowledge, experiences, 
and spaces for discus-
sion for a brand new in-
spiration. It also could 
help the SME to find the 
consumer trend. 

Presenta-
tion 

SME Gendhis Manes 
could introduce its prod-
uct to new consumers by 
imagining the best re-
sults that will be ob-
tained if the introduction 
of the product is per-
formed, for example, the 
SME could introduce its  

SME Gendhis Manes 
could introduce its prod-
uct to new consumers by 
imagining the best re-
sults that will be ob-
tained if the introduction 
of the product is per-
formed, for example, the 
SME could introduce its  

SME Gendhis Manes 
could introduce its prod-
uct to new consumers by 
imagining the best re-
sults that will be ob-
tained if the introduction 
of the product is per-
formed, for example, the 
SME could introduce its  

SME Gendhis Manes 
should meet the farmers 
directly to discuss coop-
eration and contracts. In 
addition, the SME also 
could introduce the ap-
plication of green-house 
to increase the crop 
yields. 

The SME could 
introduce the products to 
the consumers with at-
tractive presentations 
and attractive product 
offerings, for example, it 
could present a new 
product with the imposi-
tion of a discount for a  
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Table 1. (Continued) 
 Rivalry among  

competitors 
Threat of new  

entrants 
Threat of  

substitutes 
The power of  

suppliers 
The power of  

buyers 
 product to the new con-

sumers through a free 
drink and product pro-
motion. 

product to the new con-
sumers through a free 
drink and product pro-
motion. 

product to the new con-
sumers through a free 
drink and product pro-
motion. 

 new consumer or give a 
free gift if the consumer 
has purchased 10 times 
with a minimum pur-
chase. 

Passion SME Gendhis Manes 
could post testimonials 
from all customers 
through social media to 
establish buyers’ confi-
dences for consuming 
the products. 

SME Gendhis Manes 
could post testimonials 
from all customers 
through social media to 
establish buyers’ confi-
dences for consuming 
the products. 

SME Gendhis Manes 
could post testimonials 
from all customers 
through social media to 
establish buyers’ confi-
dences for consuming 
the products. 

The SME should pay at-
tention to the suppliers 
so that they have to dis-
tribute good raw materi-
als according to the 
needs of the SME. It is 
better if the suppliers 
employ the greenhouse 
in their farms. The 
greenhouse plays an im-
portant role in support-
ing agricultural produc-
tivity because the envi-
ronmental conditions 
can be controlled, such 
as the sunlight, humid-
ity, temperature, and the 
amount of water used; so 
that the crop yields are 
expected to increase. 

SME Gendhis Manes 
could identify the loyal 
customers through cus-
tomer relationship man-
agement programs. 
Thus, the SME could of-
fer its products accord-
ing to the needs of the 
customers. 

to a cheaper alternative. However, the fewer suppliers there are, and 
the more the firm needs the supplier’s help, the stronger their posi-
tion and their ability to charge the firm more. The last is the power 
of buyer. This specifically deals with the ability of the customers 
have to drive prices down. It is affected by how many buyers, or 
customers, a firm has, how significant each customer is and how 
much it would cost a customer to switch from one firm to another. 
The smaller and more powerful a client base, the more power it 
holds. 

3. CASE STUDY 
To exhibit the applicability of the proposed methods, a case study 
was conducted in the SME Gendhis Manes, which is considered as 
a pioneer in producing herbal drinks and dried products. The prod-
ucts are produced approximately 200-300 bottles per day which are 
made by traditional spices, such as ginger, turmeric, beets, tama-
rind, and sand ginger; hence, they are a hundred percent preserva-
tives-free. Although the products use no preservative, they are still 
consumable for 6 months for herbal drinks and 2 years for dried 
products. The catalogs are provided for the customers that display 
not only about the products but also the benefits gained if the cus-
tomers consume the products.  

The cost of herbal drinks is about IDR 8,000 (ca. USD 0.6) for the 
volume of 250 milliliters. However, the production cost actually 
depends on the market price of raw material and surprisingly, the 
weather. If it is a harvesting season and the weather is good, the 
price would be more economics; and vice versa. To anticipate the 
price fluctuation, the SME put a margin of 30% from the total pro-
duction costs. In some events, the customers can get the special 
price, such as “buy one get one.” The payment method used by the 
SME is still the conventional one. There is no cashier system with 
automatic data entry. All data related to sales are manually inputted. 
The payment can be done in cash with no dawn payment mecha-
nism, or in a debit system.  

In the outlet, the SME gives a free drink sample to the customers. 
The awards obtained and some recognition is displayed in the outlet 

to make the customers more loyal. In addition, the SME also ac-
tively post testimonies from its previous customers. The product is 
sold in a catchy packaging. The design was originally made by the 
SME along with a package-designer and the Ministry of Industry. 
The production process uses infrared technology that accelerates 
the drying process. To maintain its machines, it is done periodically 
so it will not affect the daily production process.   

To maintain the quality of the raw materials, the SME has signed a 
contract with its suppliers, i.e., local farmers. The suppliers have to 
continuously supply the materials that meet the quality standard of 
the SME. If the raw materials do not conform to the standard, the 
SME returns them back to the suppliers. The SME also directly in-
volves in field activities, starting from choosing the suppliers to ne-
gotiating with them. The suppliers who are selected should be 
organically certified so that the quality of the harvests is reliable. 

To market the products, the SME has cooperated with some re-
sellers spreading in Java to Sumatera Island and put the products in 
various hotels and supermarkets. The SME also actively partici-
pates in some bazars or events to be closer to the customers. The 
SME utilizes the use of social media, such as Facebook, Instagram, 
and website; doing advertisement in a radio and local television, as 
well as writing in a culinary and health section of some magazines. 
Free shipping and cash-on-delivery are provided to accommodate 
the customers in Semarang and its surrounding. In addition, the 
SME also put the products in online shopping to facilitate the cus-
tomers who are far away from the head office’s outlets or the re-
sellers’ outlets. The SME has collaborated with the logistics ser-
vices provider, namely, J&T, to ship the products that are below 5 
kilograms. For bulk orders, the SME used various logistics service 
providers. The SME has a warranty policy; when defect products 
are delivered to the customers, the SME would provide replacement 
products.   

In order to be more competitive in facing global competition, the 
SME is required to change its conventional marketing strategy. 
Based on the interview with the owner, the SME has several prob-
lems, such as how to determine a target market, low products di-
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versification, problems in product pricing and distribution strategy 
as well as the relationship with other parties. In this research, we 
tried to help the SME to update its marketing strategy through a 
combination of 9Ps of marketing mix and Porter’s five forces. The 
9Ps of marketing mix consists of nine variables, i.e., product, 
price/pricing, promotion, place/distribution, people/target market, 
planning/process, partners, presentation, and passion. The Porter’s 
five forces have five elements, i.e., rivalry among competitors, 
threat of new entrants, threat of substitutes, the power of suppliers, 
and the power of buyers. The detail of the marketing strategy is 
depicted in Table 1. The strategy could be used to manage the afore-
mentioned problems. 

4. CONCLUSION 
In this research, we used 9Ps of marketing mix and combine it with 
Porter’s five forces to formulate a marketing strategy. It was then 
applied to SME Gendhis Manes so that the SME can improve its 
business power and be more competitive. We hope that the strategy 
could be well implemented. Monitoring and controlling of the pro-
posed strategies have to be conducted in order to assess the effec-
tiveness of the strategies. However, for a future research, before 
formulating the marketing strategies, the well-defined SWOT anal-
ysis can be used to understand the strengths and weaknesses of the 
SME and identify both the opportunities open to the SME and the 
threats that the SME would face. 
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