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PERAN CHIEF MARKETING OFFICER (CMO) DALAM
PENGEMBANGAN USAHA MINUMAN MATCHA
FLUFF SEBAGAI BAGIAN DARI SELF-CARE

ABSTRAK

Tren gaya hidup sehat dan meningkatnya minat anak muda terhadap produk
berbasis matcha menjadi peluang untuk mengembangkan inovasi minuman yang
tidak hanya lezat, tetapi juga memiliki nilai emosional dan fungsional. Laporan ini
membahas peran Chief Marketing Officer (CMO) dalam pengembangan bisnis
FLUFF, sebuah brand minuman matcha dengan inovasi topping marshmallow yang
mengusung konsep self-care dan mindful experience bagi anak muda. Tujuan dari
kegiatan ini adalah menganalisis bagaimana strategi pemasaran, pengembangan
visual merek, serta validasi pasar berperan dalam membangun positioning FLUFF
sebagai minuman matcha yang menghadirkan pengalaman relaksasi. Metode yang
digunakan meliputi survei perilaku konsumen, empathy map, validasi masalah,
proses research and development (R&D) yang mencakup formulasi rasa, pengujian
visual produk, dan penguatan identitas merek, serta tes validasi pasar. Hasil
kegiatan menunjukkan bahwa konsumen cenderung mencari minuman matcha
dengan keseimbangan rasa, tampilan visual yang menarik, serta pengalaman
konsumsi yang menenangkan. Fluff mampu memenuhi kebutuhan tersebut melalui
konsistensi kualitas rasa, tekstur creamy, serta diferensiasi visual berupa topping
marshmallow yang menjadi ciri khas merek. Simpulan dari laporan ini menunjukkan
bahwa Fluff layak dikembangkan sebagai usaha minuman berbasis matcha dengan
nilai diferensiasi pada pengalaman emosional, konsep self-care, dan tampilan
marshmallow yang membuat menjadi menarik. Peran CMO terbukti krusial dalam
memastikan keselarasan strategi pemasaran, kekuatan identitas merek, serta
keterhubungan emosional produk dan konsumen.

Kata kunci: FLUFF, Peran CMO, Matcha, Kewirausahaan, Self-care, Anak Muda
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THE ROLE OF THE CHIEF MARKETING OFFICER
(CMO) FLUFF MATCHA BEVERAGES AS A PART OF THE
SELF-CARE LIFESTYLE

Khanaya

ABSTRACT (English)

The trend of healthy living and the growing interest of young people in matcha-
based products present an opportunity to develop beverage innovations that are
not only delicious but also carry emotional and functional value. This report
examines the role of the Chief Marketing Officer (CMO) in the business
development of FLUFF, a matcha beverage brand that incorporates marshmallow
toppings as a distinctive product feature and promotes the concepts of self-care
and mindful consumption. The purpose of this report is to analyze the strategic
role of the CMO in formulating brand positioning, developing marketing
strategies, and strengthening the visual identity of FLUFF in a competitive
beverage market. The methods employed include consumer behavior surveys,
empathy mapping, problem validation, research and development (R&D)
processes encompassing taste formulation, product visual testing, brand identity
reinforcement, and market validation testing. The findings indicate that
consumers demonstrate a preference for matcha beverages that offer a balanced
flavor profile, visually appealing presentation, and a calming consumption
experience. FLUFF successfully addresses these preferences through consistent
taste quality, a creamy texture profile, and visual differentiation derived from its
signature marshmallow topping. In conclusion, this report establishes that
FLUFF possesses strong potential to be developed as a competitive matcha-based
beverage venture, with differentiation grounded in emotional experience, self-
care positioning, and distinctive visual product elements. The role of the CMO is
demonstrated to be essential in ensuring the strategic alignment of marketing
initiatives, the strength of brand identity, and the development of emotional
connections between the product and consumers.

Keywords: Fluff, Chief Marketing Officer, Matcha, Entrepreneurship, Self-Care,
Young People
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