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Abstract: The culinary business (Food and Beverage) is a business that puts food or beverages as 

the core of its products. Mixue is one of the franchise companies that currently, Mixue itself offers 

product ice cream combined with tea drinks. The current culinary business competition requires 

Mixue to be able to innovate business strategies to be able to present products that meet customer 

needs. SWOT analysis is a method used to identify business strategy by looking at the Company's 

internal aspects as well as the Company's external aspects. By using SWOT Analysis, it is known 

that the Mixue Business is in Quadrant I with the strategy used is aggressive growth (growth ori-

ented strategy). Through the Growth Oriented Strategy, strategies that can be carried out by the 

Company can be identified, including: 1) Conducting Market Penetration through product bundling 

of product variants currently owned by Mixue as well as new product variants that are in accord-

ance with Mixue's target market. 2) Conducting Market Development through Mixue's collabora-

tion with Schools, Universities, Airports, Stations and other public facilities that are the target mar-

ket of Mixue products. 3) Conducting Product Development through the development of Gelato 

variants and also ice cream products that do not melt easily. 4) Diversification through the develop-

ment of new products such as snacks or variants of drinking coffee that can be combined with mixue 

ice cream products. 
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1. Introduction 

The v cuvlinary induvstry buvsine vss (Food and Be vve vrage v) is a buvsine vss that place vs food or 

be vve vrage vs as the v core v of its produvcts suvch as re vstauvrants, cafe vs, fast food and othe vrs. 

(Istiqomah & Andriyanto, 2022) Indone vsia's growing e vconomy has also had a positive v im-

pact on the v Cuvlinary Buvsine vss in Indone vsia. Citing data from the v Ce vntral Statistics Age vncy 

(BPS) revle vase vd in Juvne v 2022, the vre v we vrev 11,223 cuvlinary buvsine vsse vs spre vad throuvghouvt In-

done vsia in 2020. A total of 8,042 buvsine vsse vs (71.65 pevrce vnt) of which are v in the v form of 

re vstau vrants or re vstauvrants, 269 buvsine vsse vs (2.40 pe vrcevnt) are v in the v form of cate vring, and the v 

re vmaining 2,912 buvsine vsse vs (25.95 pevrce vnt) arev incluvde vd in othe vr cate vgorie vs (Wiwik & Ning-

sih, 2023). 

One of the culinary businesses that is currently in demand by the Indonesian people 

is the Ice Cream culinary business which is currently widely known and encountered by 

the community with the Mixue Brand. Mixue is a franchise company that sells soft serve 

ice cream and tea drinks from Zhengzhou, Henan, China and was founded on June 16, 

1997. The first Mixue outlet was present in 2020 at Cihampelas Walk, Bandung City and in 

2021 the Mixue outlets increased to 7,643 outlets. However, the number of Mixue outlets 

currently only amounts to around 2,100 outlets. This shows that the culinary business com-

petition in Indonesia is currently getting tighter, with many similar companies emerging 

that sell ice cream and tea products, including We Drink, Cooler City, Ai-Cha, Momoyo 

and many others. 
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Increasingly tough business competition demands companies to be able to provide 

innovation in meeting current customer desires. Creative and significant changes, 

whether in ideas, products, processes, or methods, which aim to create new value and 

increase effectiveness or efficiency. SWOT is one method that can be used to create 

innovative business strategies. (Mauvlana & Patrikha, 2022) Strate vgy is the v long-te vrm goal 

of a company, as we vll as the v uvtilization and allocation of all re vsouvrce vs that are v e vsse vntial 

to achie vve v that goal. One v of the v me vthods that can be v uvse vd to ide vntify the v right bu vsine vss 

strate vgy is throu vgh SWOT Analysis, according to (Mau vlana & Patrikha, 2022) and 

(Prase vtya, 2023) SWOT is uvse vd to asse vss the v stre vngths and we vakne vsse vs of the v company's 

re vsou vrce vs and e vxte vrnal opportu vnitie vs and challe vnge vs face vd. 

Through the SWOT method, the advantages and disadvantages of Mixue's current 

business can be seen by looking at the potential opportunities and threats from the 

external side that can disrupt Mixue's business in the future. So through this 

identification, Mixue can identify the right strategy in facing future business competition. 

Base vd on the v above v proble vms, the v me vthod uvse vd to de vve vlop Mixuve v's buvsine vss strate vgy 

is SWOT Analysis so that the v title v of the v revse varch take vn is "MIXU vE v'S BUvSINE vSS DEvVE vLOP-

ME vNT STRATE vGY IN SOU vTH TANGE vRANG THROU vGH SWOT ANALYSIS". 

2. Materials and Methods 

The Slovin formula is a formula used to calculate the minimum number of samples 

needed in a study, especially when the population being studied is quite large and the 

number is known. This formula is used to ensure that the samples taken can represent the 

population with a tolerable level of error. By using data on the population of South Tan-

gerang of 1,404,785 and an error of 6%, the number of samples used in the study was 272 

samples. 

n = N / (1 + N * e^2)………………………………………………………………………...(1) 

According to (Mashuvri & Nu vrjannah, 2020) SWOT is uvse vd to asse vss the v stre vngths and 

we vakne vsse vs of the v company's re vsouvrce vs and the v e vxte vrnal opportuvnitie vs and challe vnge vs 

facevd. According to (Tamara, 2023) (1) Stre vngths, are v re vsouvrce vs, skills, or othe vr stre vngths 

re vlate vd to the v company's compe vtitors and marke vt ne ve vds that can be v se vrve vd by the v company 

that is e vxpe vcte vd to bev se vrve vd. Strevngth is a spe vcial compe vtition that provide vs a compe vtitive v 

advantage v for companie vs in the v marke vt. (Nafi'ah & Suvryaningsih, 2022) (2) Wevakne vss, is a 

limitation or de vficie vncy in re vsou vrce vs, skills, and capabilitie vs that e vffe vctive vly hinde vrs the v 

company's pe vrformance v. The vse v limitations can be v in the v form of facilitie vs, financial revsou-
vrce vs, manage vme vnt capabilitie vs and marke vting skills can be v the v souvrce v of the v company's 

we vakne vsse vs. (Widyawono, 2022) (3) Opportuvnitie vs, are v important situvations that are v fa-

vorable v in the v company e vnvironme vnt. Important tre vnds arev one v of the v souvrce vs of oppor-

tuvnitie vs, suvch as te vchnological change vs and incre vasing revlationships be vtwe ve vn companie vs 

and buvye vrs or suvpplie vrs are v an ove vrvie vw of opportuvnitie vs for companie vs. (Rifai & Witri-

antino, 2022) (4) Threvats, are v important situvations that are v not be vne vficial in the v company 

e vnvironme vnt. (Harjono & Se vtiyawati, 2022) Threvats are v a major disruvptor to the v company's 

cuvrre vnt or de vsire vd position. 

(Ye vre vmia e vt al., 2023)  and (R, 2011) Thev de vte vrmination of factor valuve vs in the v cre vation 

of a SWOT matrix consists of, inte vrnal and e vxte vrnal factors. Evach crite vrion is made v a 

colu vmn in orde vr to sort ouvt the v crite vria, the vn e vach crite vrion is give vn a we vight ranging from 

0.0 (not important) to 1.0 (ve vry important), E vach crite vrion point can have v a significant e vffe-
vct on the v strate vgy to be v uvse vd.the vn calcuvlate v the v total rating of e vach crite vrion so that a scale v 

is obtaine vd, which starts from 1 (poor) to 4 (ouvtstanding) (Wilopo, 2022). Thev rating valuvev 

is base vd on the v re vality in the v fie vld that can affevct the v company's condition, the v rating of the v 
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opportuvnity factor is positive v (the v valuve v of small opportuvnitie vs is rate vd +1 and the v valuvev 

of large v opportuvnitie vs is rate vd 4), and vice v ve vrsa if the v thre vat valuve v is smalle vr, it is rate vd 4 

and the v gre vate vr thre vat valuve v is give vn a valuve v of 1), the vn muvltiply the v we vight valuve v by the v 

rating so that the v score v valuve v will be v compile vd in the v 4th colu vmn,  add uvp the v we vighting 

score v (in coluvmn 4), to obtain the v total we vighting score v, the v fuvnction of the v score v re vsuvlts 

for the v company is to de vte vrmine v the v strate vgy that will be v devve vlope vd in the v fuvtuvre v to ge vt 

optimal re vsuvlts (Sabda, Kuvrniawan, 2025) and (Nuvryakin, 2024). The determination of the 

amount of weight is based on the researcher's assumptions based on statements that are 

considered by the researcher to have a major impact on Mixue's products or businesses. 

Identification of internal and external factors used in the study is based on the researcher's 

justification and that carried out by Ayu, et al. (2023) 

Table 1. Intevrnal/Evxtevrnal Factor Calcuvlation Tablev 

Internal Factors Weight Rating Weight x Rating 

Strevngth: 

1. …………… 

2. …………… 

3. …………… 

4. dst 

   

Devbilitation: 

1. …………… 

2. …………… 

3. …………… 

4. dst 

   

Total 1   

External Factors Weight Rating Weight x Rating 

Opportuvnity 

5. …………… 

6. …………… 

7. …………… 

8. dst 

   

Threvat: 

5. …………… 

6. …………… 

7. …………… 

8. dst 

   

Total 1   

According to (Kuvsbandono, 2024) and (Devsritayanti, 2022) stratevgic conside vrations 

from a combination of fouvr factors, name vly: 

a. Strate vgy SO 

This strate vgy is made v base vd on the v company's way of thinking, which is to uvse v all its 

powe vr to take v advantage v of opportuvnitie vs 

b. Strate vgy ST 

This is a strate vgy to uvse v the v powe vr that the v company has in a way that avoids thre vats 

c. Strate vgy WO 

This strate vgy is applie vd base vd on the v uvse v of e vxisting opportuvnitie vs, by ove vrcoming the v 

we vakne vsse vs that the vy have v 

d. Strate vgy WT 
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This strate vgy is base vd on de vfe vnsive v activitie vs and is aime vd at minimizing e vxisting we v-

akne vsse vs and avoiding thre vats. 

(Kinasih & S, 2023) and (Buvdiman, 2020) Basevd on the v re vsuvlts of the v calcuvlation of in-

te vrnal and e vxte vrnal factors uvsing the v IFAS and E vFAS Matrix, the v Company's position will 

be v known to ide vntify the v right strate vgy that muvst be v take vn by the v Company. (Aji Bramantyo 

e vt al., 2024) Thev strate vgy is divide vd into 4 squvare vs. 

 
         Figure 1. SWOT Analysis 

3. Results and Discussion 

Research related to SWOT Analysis of Mixue Business has been conducted by several 

previous studies including: research conducted by Ayu, et al. (2023) on Analysis of the 

Influence of Promotion and Service Quality on Repeat Purchase Decisions of Mixue in 

Surabaya and research conducted by Rizal, et al. (2023) on Implementation of SWOT 

Analysis in Marketing Strategy of Mixue Harapan Indah Bekasi Products. From both 

studies, only identification of internal strengths and weaknesses of Mixue as well as 

opportunities and threats from the external side without identifying strategies using IFAS 

and EFAS matrices. 

Some previous studies related to SWOT Analysis used to identify appropriate 

strategies include: 

No Researcher Research Journal Research Title Research Result 

1 Wiwik and 

Ningsih 

Jurnal Ilmiah Bisnis dan 

Ekonomi Asia 

DOI 

(10.32812/jibeka.v15i2.397) 

Development 

Strategy And 

Swot Analysis At 

Pt. Garuda 

Indonesia Tbk 

The results of the SO 

strategy analysis are that 

PT. Garuda Tbk must 

maximize the government's 

financial assistance 

program to restore the 

company's financial 

condition as well as to 

maintain the company's 

good name. The results of 

the ST strategy analysis are 

that PT. Garuda Indonesia 

Tbk must maintain 
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excellent facilities and 

services in order to face 

other airline competitors. 

The results of the WO 

strategy analysis are that 

with the government's 

financial assistance 

program, it can also be used 

to improve the company's 

HR competency. The 

results of the WT strategy 

analysis are that PT. 

Garuda Indonesia Tbk 

must reduce operational 

costs while maintaining 

quality in order to be able to 

compete in the aviation 

world 

2 Kusbandono Jurnal Penelitian Ilmu 

Manajemen (JPIM) 

Volume 4 No. 2, Juni 2019 

Swot Analysis As 

An Effort To 

Develop And 

Strengthen 

Business Strategy 

(Case Study At 

Ud. Gudang 

Budi, Lamongan 

District) 

The results of this study 

conclude that the strategy 

that can be used by UD. 

Gudang Budi is an 

aggressive strategy, namely 

by adding printing units so 

that it has an effect on 

reducing the queue of 

consumer graphic design 

requests, adding air 

conditioning to the graphic 

design operator area so that 

consumers feel 

comfortable, establishing 

new branches in areas with 

high populations where 

there are many agencies 

standing 

3 Endarwita Jurnal Ilmiah Edunomika 

Vol. 05, No. 01, Februari 

2021 

Strategy For 

Developing 

Linjuang Tourism 

Objects Through 

A Swot Analysis 

Approach 

Based on the research 

results, it was concluded 

that the strategy for 

developing the Linjuang 

tourist attraction includes 

completing facilities and 

markets such as toilets, 
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prayer rooms and parking 

areas as well as maintaining 

the tourist attraction area, 

then promoting tourism. 

the object through online 

and print media and 

involving the government, 

private sector and the 

community in its 

management. tourist 

attraction 

The v characte vristics of the v re vsponde vnts in this stuvdy are v divide vd into two, name vly in 

te vrms of ge vnde vr and age v of the v re vsponde vnts. Of the v 272 re vsponde vnts, it is known that most 

of the v re vsponde vnts or 60% are v fevmale v while v the v re vst or 40% arev male v. 

Table 1. Charactevristics of Revspondevnts (Gevndevr) 

Gevndevr Total Pevrsevntasev 

Man 109 40% 

Woman 163 60% 

TOTAL 272 100% 

In te vrms of age v, most re vsponde vnts we vre v age vd 18-21 yevars with a pe vrce vntage v of 69.85%, 

followe vd by re vsponde vnts age vd 22-25 yevars with a pe vrce vntage v of 26.10%. From the v 

characte vristics of the vse v re vsponde vnts, it is known that the v targe vt marke vt for Mixuve v produvcts 

is te ve vnage vrs. 

Table 2. Charactevristics of Revspondevnts (Agev) 

Agev Total Pevrsevntasev 

18-21 190 69,85% 

22-25 71 26,10% 

26-29 8 2,94% 

30-33 1 0,27% 

34-37 2 0,74% 

TOTAL 272 100% 

From the v re vsuvlts of the v ide vntification of Mixuve v's inte vrnal factors to the v stre vngths and 

we vakne vsse vs of Mixuve v produvcts, e vach factor will be v give vn an asse vssme vnt with a scale v range v 

ranging from 1 (low) to 4 (high). 

Table 3. Mixuvev Buvsinevss IFAS Matrix 

No Internal Factors Weight Rating Value 

Strength (S) 

1 Evasily find Mixuvev locations 0,15 3,60 0,54 

2 Thev intevrior of thev storev is clevan and tidy so 

that it bevcomevs an attraction for consuvmevrs 

0,05 3,35 0,17 

3 Fast and frievndly sevrvicev 0,1 3,19 0,32 

4 Quvitev a lot of mevnuv variants and varievd 0,05 3,36 0,17 
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Base vd on the v table v above v, it can be v se ve vn that the v stre vngths factors have v a score v of 1.69 

while v the v we vakne vsse vs have v a score v of 1.37, which me vans that the v Mixuve v Buvsine vss has highe vr 

stre vngths than the v we vakne vss factors in de vte vrmining its compe vtitive v strate vgy. 

Table 4. Mixuvev Buvsinevss EvFAS Matrix 

No External Factors Weight Rating Value 

Opportunit (O) 

1 Mixuvev can collaboratev or collaboratev with 

variouvs partievs 

0,2 2,99 0,60 

2 Thev trevnd of Indonevsian pevoplev who likev swevevt 

and contevmporary food/drinks 

0,3 3,30 0,99 

 Sub Total  0,5  1,59 

Threat (T) 

1 Morev compevtitivev compevtitor pricing 0,15 2,79 0,42 

2 Compevtitor Storev Intevriors that makev consuvmevrs 

morev comfortablev evnjoying produvcts on sitev 

0,1 2,68 0,27 

3 Increvasev in raw matevrial pricevs 0,15 2,72 0,41 

4 Rainy sevason that has thev potevntial to revduvcev thev 

puvrchasing powevr of cold drinks 

0,05 2,52 0,13 

5 Morev and morev attractivev variants of compevtitor 

produvcts 

0,05 2,65 0,13 

 Sub Total 0,5  1,35 

 TOTAL 1  2,94 

Base vd on the v table v above v, it can be v seve vn that the v opportu vnity factors have v a score v of 

1.59 while v the v thre vat factors have v a score v of 1.35, which me vans that the v Mixuve v Buvsine vss in 

an evffort to de vte vrmine v a compe vtitive v strate vgy has a conside vrable v opportuvnity compare vd to 

the v thre vat pose vd. 

5 Affordablev pricevs 0,15 3,31 0,50 

 Sub Total  0,5  1,69 

Weakness (W) 

1 Icev Crevam mevlts evasily so it shouvld bev 

evnjoyevd immevdiatevly 

0,2 2,82 0,56 

2 Mixuvev doevs not providev snack or brevad 

variants 

0,1 2,60 0,26 

3 Doevsn't havev a lot of sevating to evnjoy Muvxiev 

produvcts on-sitev 

0,05 2,66 0,13 

4 Quvitev evxpevnsivev Franchisev fevevs 0,15 2,78 0,42 

 Sub Total 0,5  1,37 

 TOTAL 1  3,06 
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         Figure 2. Mixuvev Buvsinevss SWOT Matrix 

Table 5. SWOT Stratevgy Analysis 

 Strength (S) 

1. Evasily find Mixuvev locations 

2. Thev intevrior of thev storev is clevan and tidy 

so that it bevcomevs an attraction for 

consuvmevrs 

3. Fast and frievndly sevrvicev 

4. Quvitev a lot of mevnuv variants and varievd 

5. Affordablev pricevs 

Weakness (W) 

1. Icev Crevam mevlts evasily so it shouvld 

bev evnjoyevd immevdiatevly 

2. Mixuve v doevs not providev snack or 

brevad variants 

3. Doevsn't havev a lot of sevating to 

evnjoy Muvxiev produvcts on-sitev 

4. Quvitev evxpevnsivev Franchisev fevevs 

Opportunity (O) 

1. Mixuvev can collaboratev 

or collaboratev with 

variouvs partievs 

2. Thev trevnd of 

Indonevsian pevoplev 

who likev swevevt and 

contevmporary 

food/drinks 

a. Mixuvev can carry ouvt Market Development 

throuvgh collaboration with schools, 

uvnivevrsitievs, airports, stations and othevr 

puvblic facilitievs that arev thev targevt markevt 

of Mixuvev produvcts. 

a. Mixuve v can carry  ouvt Market 

Penetration throuvgh produvct 

buvndling against its cuvrrevnt 

produvct variants. 

b. Mixuve v can do Product Development 

on icev crevam produvcts so that thevy 

can last a long timev so that thevy do 

not mevlt evasily 

c. Mixuve v can carry ouvt Diversification 

and Market Penetartion throuvgh thev 

devvevlopmevnt of snack or snack 

produvcts that cuvstomevrs can evnjoy 

whevn consuvming Mixuvev icev crevam 

combinevd with produvct buvndlevs 

(Icev Crevam and Snacks) so that it 

bevcomevs an attraction for 

cuvstomevrs 

d. Mixuve v can carry ouvt Product 

Development throuvgh thev 



Law and Economics, 2025, Vol. 19, No. 02 133 of 11 
 

 

devvevlopmevnt of Gevlato produvcts 

that arev not evasily mevltevd 

Threat (T) 

1. Morev compevtitivev 

compevtitor pricing 

2. Compevtitor Storev 

Intevriors that makev 

consuvmevrs morev 

comfortablev evnjoying 

produvcts on sitev 

3. Increvasev in raw 

matevrial pricevs 

4. Rainy sevason that has 

thev potevntial to revduvcev 

thev puvrchasing powevr 

of cold drinks 

5. Morev and morev 

attractivev variants of 

compevtitor produvcts 

a. Mixuvev can carry  ouvt Market Penetration 

throuvgh produvct buvndling 

b. Mixuvev can carry ouvt Diversification and 

Market Penetartion throuvgh thev 

devvevlopmevnt of coffevev drink variants 

(hot/cold) that can bev evnjoyevd duvring thev 

rainy or hot sevason. As wevll as buvndling 

produvcts for coffevev and icev crevam drink 

variants. 

a. Mixuve v can carry ouvt Diversification 

and Market Penetartion throuvgh thev 

devvevlopmevnt of snack or snack 

produvcts that cuvstomevrs can evnjoy 

whevn consuvming Mixuvev icev crevam 

combinevd with produvct buvndlevs 

(Icev Crevam and Snacks) so that it 

bevcomevs an attraction for 

cuvstomevrs 

b. Mixuve v can carry ouvt Diversification 

and Market Penetartion throuvgh thev 

devvevlopmevnt of coffevev drink 

variants (hot/cold) that can bev 

evnjoyevd duvring thev rainy or hot 

sevason. As wevll as buvndling 

produvcts for coffevev and icev crevam 

drink variants 

c. Mixuve v can do Product Development 

throuvgh thev devvevlopmevnt of Gevlato 

produvcts 

Base vd on the v table v above v, it can be v known se vve vral buvsine vss de vve vlopme vnt strate vgie vs 

that can be v carrie vd ouvt by the v Company by conside vring the v Inte vrnal Advantage vs and 

We vakne vsse vs of the v Produvct as we vll as the v Pote vntial and Thre vats from the v ouvtside v that may 

be v facevd by the v Mixuve v Buvsine vss. 

Table 6. Growth Stratevgy Mixuvev 

Growth Strategy SWOT Strategy 

Markevt 

Pevnevtration 

W-O 

S-T 

W-T 

1. Mixuvev can carry  ouvt Market Penetration throuvgh produvct buvndling against its 

cuvrrevnt produvct variants. 

2. Mixuvev can carry ouvt Diversification and Market Penetration throuvgh thev 

devvevlopmevnt of snack or snack produvcts that cuvstomevrs can evnjoy whevn 

consuvming Mixuvev icev crevam combinevd with buvncling produvcts (Icev Crevam and 

Snacks) so that it bevcomevs an attraction for cuvstomevrs 

3. Mixuvev can carry  ouvt Diversification and Market Penetration throuvgh thev 

devvevlopmevnt of coffevev drink variants (hot/cold) that can bev evnjoyevd duvring thev 

rainy or hot sevason. As wevll as buvndling produvcts for coffevev and icev crevam drink 

variants 

Markevt 

Devvevlopmevnt  

S-O 

W-O 

1. Mixuvev can carry ouvt Market Development throuvgh collaboration with schools, 

uvnivevrsitievs, airports, stations and othevr puvblic facilitievs that arev thev targevt 

markevt of Mixuvev produvcts 

Produvct 

Devvevlopmevnt  

W-O 

W-T 

1. Mixuvev can carry ouvt Product Development throuvgh thev devvevlopmevnt of Gevlato 

produvcts that arev not evasily mevltevd 
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2. Mixuvev can do Product Development on icev crevam produvcts so that thevy can last 

a long timev so that thevy do not mevlt evasily 

Divevrsification  W-O 

S-T 

W-T 

1. Mixuvev can carry ouvt Diversification and Market Penetration throuvgh thev 

devvevlopmevnt of snack or snack produvcts that cuvstomevrs can evnjoy whevn 

consuvming Mixuvev icev crevam combinevd with buvncling produvcts (Icev Crevam and 

Snacks) so that it bevcomevs an attraction for cuvstomevrs 

2. Mixuvev can carry  ouvt Diversification and Market Penetration throuvgh thev 

devvevlopmevnt of coffevev drink variants (hot/cold) that can bev evnjoyevd duvring thev 

rainy or hot sevason. As wevll as buvndling produvcts for coffevev and icev crevam drink 

variants 

4. Conclusions 

From the v re vsuvlts of the v analysis throuvgh the v IFAS and E vFAS Matrix, it is known that 

Mixu ve v has be vtte vr advantage vs inte vrnally so that it is able v to ge vt marke vt opportuvnitie vs for the v 

ice v crevam buvsine vss in Souvth Tange vrang. From the v re vsuvlts of the v IFAS and EvFAS Matrix 

analysis, it is known that the v right buvsine vss de vve vlopme vnt strate vgy for the v Company is 

Growth Strate vgy throuvgh Marke vt Pe vne vtration, Marke vt De vve vlopme vnt, Produvct De vve vlop-

me vnt and Dive vrsification. The v ide vntification of strate vgie vs produvce vd throuvgh the v SWOT 

Analysis is e vxpe vcte vd to be v able v to incre vase v the v Company's growth throuvgh the v de vve vlop-

me vnt of ne vw produvcts and marke vt de vve vlopme vnt that doe vs not only targe vt the v school chil-

dre vn se vgme vnt. This study only identifies strategies to see the strengths and weaknesses of 

Mixue's internal side without looking at the strengths and weaknesses of competitors. 

Therefore, further research is needed regarding the identification of competitors' strengths 

and weaknesses so that the right business strategy is obtained by looking at competitors' 

capabilities. 
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