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ABSTRAK 

MUCHAMAD ILHAM AKBAR AL KAHFI. Strategi Pengembangan Bisnis 

CV Digdaya Group Indonesia melalui Market Penetration. Dibimbing oleh ANNY 

RATNAWATI dan FITHRIYYAH SHALIHATI. 

 

Industri konveksi di Indonesia yang berkembang menciptakan persaingan 

ketat bagi bisnis konveksi, khususnya CV Digdaya Group Indonesia (DigdayaCo). 

Penelitian ini bertujuan untuk merumuskan strategi pengembangan bisnis 

DigdayaCo melalui pembaruan Business Model Canvas (BMC) untuk 

meningkatkan daya saing dan pendapatan perusahaan. Analisis yang digunakan 

adalah Structural Equation Model (SEM) dengan metode Partial Least Square 

(PLS). Analisis SEM-PLS digunakan untuk menganalisis minat pembelian 

pelanggan potensial dan analisis deskriptif kualitatif untuk menganalisis 

pengalaman pelanggan aktual. Hasil penelitian menunjukkan bahwa pembaruan 

BMC DigdayaCo meliputi perluasan segmentasi pelanggan ke perusahaan dan 

instansi pemerintahan, peningkatan proposisi nilai dengan layanan custom design, 

serta penguatan hubungan pelanggan melalui program membership. Penelitian ini 

memberikan rekomendasi bagi DigdayaCo dalam menerapkan strategi 

pengembangan bisnis berbasis inovasi model bisnis guna memperkuat posisi 

perusahaan di pasar. 
 

Kata kunci: daya saing, kanvas model bisnis, penetrasi pasar, pengembangan bisnis 

 

ABSTRACT 

MUCHAMAD ILHAM AKBAR AL KAHFI. CV Digdaya Group 

Indonesia's Business Development Strategy through Market Penetration. 

Supervised by ANNY RATNAWATI and FITHRIYYAH SHALIHATI. 

 

The growing convection industry in Indonesia creates tight competition for 

convection businesses, especially CV Digdaya Group Indonesia (DigdayaCo). This 

research aims to formulate DigdayaCo's business development strategy through 

Business Model Canvas (BMC) update to increase the company's competitiveness 

and revenue. The analysis used is Structural Equation Model (SEM) with Partial 

Least Square (PLS) method. SEM-PLS analysis is used to analyze potential 

customers' purchase intention and qualitative descriptive analysis to analyze actual 

customer experience. The results showed that DigdayaCo's BMC updates include 

expanding customer segmentation to companies and government agencies, 

increasing value proposition with custom design services, and strengthening 

customer relationships through membership programs. This research provides 

recommendations for DigdayaCo in implementing business development strategies 

based on business model innovation to strengthen the company's position in the 

market. 

 

Keywords: business development, business model canvas, competitiveness, 

market penetration 
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