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PENGARUH DIMENSI SUPPLY CHAIN MANAGEMENT TERHADAP 

KEUNGGULAN BERSAING PADA UMKM COFFEE SHOP DI KOTA 

SEMARANG 

ABSTRAK 

Keunggulan bersaing saat ini memiliki peranan penting untuk keberlanjutan 

perusahaan. Persaingan adalah inti dari keberhasilan atau kegagalan perusahaan, 

dimana perusahaan harus dapat memenangkan persaingan dengan para pesaingnya agar 

dapat terus menjalankan usahanya. Coffee shop di Kota Semarang merupakan salah 

satu usaha dengan persaingan yang ketat. Oleh karena itu setiap pemilik coffee shop 

harus memutar otak untuk meningkatkan keunggulan bersaing masing-masing usaha 

sehingga tidak mengalami kebangkrutan. Keunggulan kompetitif yang berkelanjutan 

berasal dari sumber daya dan kemampuan yang dikendalikan perusahaan yang 

berharga, langka, tidak dapat ditiru secara sempurna, dan tidak dapat digantikan. 

Sumber daya ini dan kapabilitas dapat dilihat sebagai kumpulan aset berwujud dan 

tidak berwujud, termasuk keterampilan manajemen, proses dan rutinitas organisasinya, 

serta informasi dan pengetahuan yang dikendalikannya. Resource Based View (RBV) 

membantu perusahaan untuk mengembangkan kelincahan, kemampuan beradaptasi, 

dan keselarasan terkait supply chain management.  

Penelitian ini bertujuan untuk mengetahui pengaruh antara dimensi supply chain 

management yang terdiri dari strategic supplier partnership, customer relationship, 

dan information sharing terhadap keunggulan bersaing pada UMKM coffee shop di 

Kota Semarang. Tipe penelitian ini adalah eksplanatif. Pengambilan sampel 

menggunakan teknik purposive sampling sebanyak 56 responden yang merupakan 

pemilik atau headbarista UMKM coffee shop di Kota Semarang. Pengumpulan data 

menggunakan kuesioner, wawancara, dan studi pustaka. Penelitian ini menggunakan 

analisis kuantitatif dengan menggunakan uji validitas, reliabilitas, uji asumsi klasik, 

koefisien korelasi, koefisien determinasi, regresi linier sederhana dan berganda, uji t, 

dan uji F yang diolah menggunakan SPSS (Statistical Program for Social Science) 26.0 

version. 

Hasil penelitian menunjukkan adanya pengaruh positif dan signifikan variabel supply 

chain management, customer relationship dan, information sharing baik secara parsial 

maupun simultan terhadap terhadap keunggulan bersaing pada UMKM coffee shop di 

Kota Semarang. Semakin tinggi kualitas pengelolaan supply chain management, 

customer relationship dan, information sharing, maka semakin meningkatkan 

keunggulan bersaing UMKM coffee shop di Kota Semarang. 

Kata Kunci: Strategic Supplier Partnership, Customer Relationship, Information 

Sharing, Supply Chain Management, Keunggulan Bersaing 
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THE ROLE OF SUPPLY CHAIN MANAGEMENT DIMENSIONS ON 

COMPETITIVE ADVANTAGE IN MSME COFFEE SHOP IN SEMARANG 

CITY 

ABSTRACT 

Today's competitive advantage has an important role for the sustainability of the 

company. Competition is the essence of the company's success or failure, where the 

company must be able to win the competition with its competitors in order to continue 

to run its business. Coffee shop in Semarang City is one of the businesses with intense 

competition. Therefore, every coffee shop owners must rack their brain to increase the 

competitive advantage of each business so that it does not go bankrupt. Sustainable 

competitive advantage stems from resources and capabilities controlled by the 

company that are valuable, rare, cannot be perfectly imitated, and cannot be 

substituted. These resources and capabilities can be viewed as a collection of tangible 

and intangible assets, including management skills, organizational processes and 

routines, and the information and knowledge they control. Resource Based View (RBV) 

helps companies to develop agility, adaptability, and alignment regarding supply chain 

management. 

This study aims to determine the effect of the dimensions of supply chain management 

consisting of strategic supplier partnership, customer relationship, and information 

sharing on the competitive advantage of MSME coffee shops in Semarang City. This 

type of research is explanative. Sampling used a purposive sampling technique as many 

as 56 respondents who are owners or headbaristas of SMEs coffee shops in the city of 

Semarang. Collecting data using questionnaires, interviews, and literature study. This 

study uses quantitative analysis using validity, reliability, classical assumption test, 

correlation coefficient, coefficient of determination, simple and multiple linear 

regression, t test, and F test which is processed using SPSS (Statistical Program for 

Social Science) 26.0 version. 

The results showed that there was a positive and significant effect of supply chain 

management, customer relationship and information sharing variables, either partially 

or simultaneously, on the competitive advantage of MSME coffee shops in the city of 

Semarang. The higher the quality of supply chain management, customer relationship 

and information sharing, the more competitive advantage of coffee shop SMEs in the 

city of Semarang. 

Keywords: Strategic Supplier Partnership, Customer Relationship, Information 

Sharing, Supply Chain Management, Competitive Advantage 
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