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FROOZ, BRAND SMOOTHIES SEHAT DENGAN HARGA 

TERJANGKAU  

 Mannuel Reinhart Potanobu 

ABSTRAK 
 

Meningkatnya minat masyarakat terhadap gaya hidup sehat menciptakan peluang 

besar bagi industri minuman berbahan buah, khususnya smoothies. Namun, 

smoothies berbahan buah asli umumnya memiliki harga yang relatif tinggi sehingga 

kurang terjangkau bagi pelajar dan mahasiswa. Frooz dikembangkan sebagai brand 

smoothies dengan harga terjangkau yang menggunakan 100% buah asli, didukung 

oleh visual branding yang kuat serta pendekatan pemasaran digital yang 

menargetkan Generasi Z. Laporan akhir ini bertujuan untuk menganalisis strategi 

pemasaran dan pengembangan bisnis Frooz menggunakan pendekatan market 

sizing (TAM–SAM–SOM), Business Model Canvas, dan kerangka Marketing Mix 

7P. Penulis berperan sebagai Chief Marketing Officer (CMO) dan terlibat langsung 

dalam perancangan strategi pemasaran digital, pengelolaan media sosial, produksi 

konten, serta evaluasi kinerja pemasaran. Selama periode operasional, Frooz 

menunjukkan kinerja usaha yang terukur. Pendapatan meningkat dari Rp 

10.023.750 pada Agustus menjadi Rp 13.840.003 pada September, kemudian 

sebesar Rp 11.765.168 pada Oktober dan Rp 9.298.747 pada November. Kinerja 

tersebut didorong oleh kombinasi strategi pemasaran digital dan offline, meliputi 

konsistensi konten di Instagram dan TikTok, kampanye user-generated content 

(UGC), program promosi dan diskon, aktivasi booth, serta kolaborasi dengan 

komunitas kampus. Strategi storytelling digital dan konsistensi visual berhasil 

meningkatkan brand awareness, sementara aktivitas offline seperti sampling dan 

voucher mendorong percobaan produk dan pembelian ulang. Hasil analisis 

menunjukkan bahwa Frooz beroperasi dalam pasar yang besar dan layak serta 

mampu bersaing melalui keterjangkauan harga, keaslian produk, dan komunikasi 

merek yang efektif. Strategi pengembangan yang diusulkan meliputi optimalisasi 

pemasaran digital, penguatan kolaborasi micro-KOL, perluasan titik distribusi, 

serta peningkatan standarisasi operasional. Laporan ini menegaskan bahwa startup 

minuman sehat dapat memanfaatkan pemasaran digital dan inovasi branding untuk 

mencapai validasi pasar dan pertumbuhan yang berkelanjutan. 

Kata kunci: smoothies, digital marketing, branding, market sizing, marketing 

strategy  
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FROOZ, HEALTHY SMOOTHIE BRAND WITH 

AFFORDABLE PRICE 

 Mannuel Reinhart Potanobu  

ABSTRACT (English) 

 

The increasing public interest in healthy lifestyles has created significant 

opportunities for the fruit-based beverage industry, particularly smoothies. 

However, smoothies made from real fruits are often priced at a premium, limiting 

accessibility for students. Frooz was developed as an affordable smoothie brand 

using 100% real fruit, supported by strong visual branding and a digital marketing 

approach targeting Generation Z. This final project aims to analyze Frooz’s 

marketing strategy and business development using the market sizing (TAM–SAM–

SOM) approach, Business Model Canvas, and Marketing Mix 7P framework. The 

author served as Chief Marketing Officer (CMO) and was directly involved in 

designing digital marketing strategies, managing social media, producing content, 

and evaluating marketing performance. During the operational period, Frooz 

demonstrated measurable business performance. Revenue increased from IDR 

10,023,750 in August to IDR 13,840,003 in September, followed by IDR 11,765,168 

in October and IDR 9,298,747 in November. This performance was driven by a 

combination of digital and offline marketing strategies, including consistent 

Instagram and TikTok content, user-generated content (UGC) campaigns, 

promotional discounts, booth activations, and collaborations with campus 

communities. Digital storytelling and visual consistency successfully increased 

brand awareness, while offline sampling and voucher programs encouraged trial 

and repeat purchases. The analysis indicates that Frooz operates within a large 

and viable market and is able to compete through price accessibility, product 

authenticity, and effective brand communication. The proposed development 

strategies include optimizing digital marketing, strengthening micro-KOL 

collaborations, expanding distribution points, and improving operational 

standardization. This report highlights how a healthy beverage startup can 

leverage digital marketing and branding innovation to achieve market validation 

and sustainable growth. 

Keywords: smoothies, digital marketing, branding, market sizing, marketing 

strategy 
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