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PERAN CMO DALAM PEMBANGUNAN IDENTITAS BRAND
DAN STRATEGI PROMOSI DIGITAL PADA PROYEK
MATCHADEH

(Juan Adriansah Lailun)

ABSTRAK

Kegiatan yang tercatat dalam laporan ini adalah contoh konkret dari penerapan
pembelajaran berbasis proyek. Judul "Pengembangan Inovasi Produk Minuman
Matcha Kekinian melalui Proyek MatchaDeh dalam Program Pro-step”
menyajikan konsep pembelajaran bagi para penulis. Konsep lapangan kerja
diterapkan dalam proyek pembuatan minuman. Pemilihan produk ini didorong
oleh kenyataan bahwa matcha telah menjadi tren di era modern, sejalan dengan
gaya hidup sehat. Namun, variasi es matcha yang lebih beragam sulit ditemukan,
terutama yang benar-benar menggabungkan astringency matcha, kelezatan susu,
dan tekstur creamy. Melalui proyek MatchaDeh, kami berusaha menghadirkan cita
rasa yang lebih seimbang, sesuai dengan kebutuhan pasar. Proses pengambilan
keputusan dalam pembuatan produk melibatkan analisis peluang pasar, identifikasi
kebutuhan konsumen, percobaan formulasi rasa, serta respons terhadap kendala
yang muncul, termasuk variasi rasa akibat bahan baku yang berbeda,
ketidakstabilan konsistensi antar batch produksi, dan penentuan tingkat kemanisan
yang tepat. Mengingat berbagai kendala yang muncul, kami segera merespons
dengan menggunakan FGD, eksperimen rasa berulang, dan perbandingan dengan
produk  kompetitor.  Akhirnya, berdasarkan  usulan  formula  dari
responden/konsumen, kami merumuskan formula final. Dalam konteks ini,
mengembangkan produk inovasi yang diterima oleh masyarakat berbeda dengan
ide asli memerlukan kerja keras, pemikiran kreatif, serta riset yang mendalam,
ditambah dengan tim yang solid.

Kata kunci: Pengembangan produk, Cita rasa matcha, Riset konsumen, Inovasi
minuman
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THE ROLE OF THE CMO IN BRAND IDENTITY BUILDING
AND DIGITAL PROMOTION STRATEGY FOR THE
MATCHADEH PROJECT

(Juan Adriansah Lailun)

ABSTRACT (English)

The activities recorded in this report are concrete examples of the application of
project-based learning. The title “Development of Innovative Contemporary
Matcha Beverage Products through the MatchaDeh Project in the Pro-step
Program” presents the learning concept for the authors. The concept of the
workplace was applied in the beverage manufacturing project. The selection of
this product was driven by the fact that matcha has become a trend in the modern
era, in line with a healthy lifestyle. However, it is difficult to find a more diverse
variety of matcha ice cream, especially one that truly combines the astringency of
matcha, the deliciousness of milk, and a creamy texture. Through the MatchaDeh
project, we strive to present a more balanced taste, in line with market needs. The
decision-making process in product development involved analyzing market
opportunities, identifying consumer needs, experimenting with flavor
formulations, and responding to emerging obstacles, including flavor variations
due to different raw materials, inconsistencies between production batches, and
determining the right level of sweetness. Given the various obstacles that arose,
we responded immediately by conducting focus group discussions, repeated flavor
experiments, and comparisons with competitor products. Finally, based on the
formula suggestions from respondents/consumers, we formulated the final
formula. In this context, developing innovative products that are accepted by the
public differs from the original idea and requires hard work, creative thinking, and
in-depth research, coupled with a solid team.

Keywords: Product Development, Matcha taste, Consumer research, Beverage
Innovation
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