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Abstract: The study is based on the low performagge of the business activity of the Raja Abon
Makmur Lestari (RAML) in Pangkalpinang City. The study aims to analyse the imternal and
external factor owned by the company and to design the marketing strategy for the company.
There were 55 respondents which were 5 internal respondents and 50 external respondents. The
questionnaire was emploved to collect the data. Internal-External analysis and SWOT analysis
were used to interpret the acquired information. The study found that the position of RAML as
the small and medium-sized enterise (SME) was in the V quadrant. It meant that the SME can
be managed by implementing the hold and maintain strategy which was market penetration and
product development. The study suggests that the SME is required to wtilize some strategic
Sormudations, The results of the study will be useful as an input for the policy maker to ensuring
the sustainability of the orgamization and its product.
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1. Introduction

There are about 57.8 million of SMEs listed in Indonesia (Ministry of Cooperatives and SMEs,
2014). The number will gradually increase from time to time. SME contributes to over 57% of
GDP and its employment rate was 97% of the total of national workforce. Bangka Belitung
Archipelago Province has an economic potential in some sectors such as agriculture, fisheries,
livestock and industry. It has the opportunity on the economic growth of Indonesia.

In Bangka Belitung Archipelago Province, the stock farmers produce 582784 kg of chicken eggs
(Department of Agriculture, 2015). Pangkalpinang City has a vital part to ensuring the need of
consumers on the chicken eggs. It becomes an opportunity for SME to process the raw materials
of chicken eggs to be an innovative product (Sockartawi, 2005).

As a livestock commodity. Egg becomes the most demanding food on fulfilling the adequate
nutrition of the society (Saragih, 1998). It contains good and digestible substance. It is not only
healthy food for Kids who are required adequate protein and mineral but also encouraged as the
cure for patient to accelerate the curing process.
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The effective strategic plan should be taken into account to protect the business position among
the competitors (Afrilita, 2013: Pearce, 2008; Fauzi, 2016). The SMEs should compete with big
players in order to maintain their loyal customers in the long run (Umar, 2005). They should be
consistent on maintaining the trust of customers on service quality (Yahza, 2013).Punctuality is a
key to succeed in facing the competitiveness of the business environment (Porter, 1994),
Organizations need to provide their best services, consistent quality. well-performed outlet as
well as qualified employees supported by the sophisticated equipment so that the customers gain
trust on the services given by the SMEs,

2. Methods

The qualitative descriptive method was employed. Purposive and snowball sampling were used
to determine the respondents. The interview was conducted to the owner and the staff of RAML
to obtain the basic information about the SME. It was followed by interviewing the customers to
collect more comprehensive information about the SME. The study was conducted from August
to October 2018. 55 respondents were interviewed to collect data.

1. Mentificatiofgyf Internal and External Factors
Firstly, it identified strengths and weaknesses as the internal factors as well as opportunities and
threats as the external factors. Next, respondents’ point of view would be used to provide
suggestion pertaining to those factors. To anticipate the hidden factors. there was an empty space
in the questionnaire for the respondents to add other relevant factors.

2. Weighting Technique

The determination of weighting in the internal and external factor analysis was employed by
offering questions to the strategic expert by using the central tendencies (David, 2011). The
method was meant to facilitate the respondents in assessing each strategic factor by having mark
(V) based on the likert scale 1 - 3.
It was based on each respondent’s point of view towards the strategic factors.

Below was the list of the choice in the questionnaire:

= not important
2 = important
3 = very important

3. The Rating
Rangkuti (2016) argued that rating explained how cffective the company’s stralegy was in
responding the available strategic factor.

4. The mudtiplication of weighting and rating
The next step was that the weighting value were arranged by using rating in each factor and
weighted value in cach factor was added up 10 gain the weighted value of company (David,
2011). Total weighted value on IFE and EFE matrix would be between 1.0 (the lowest) and 4.0
(the highest) with 2.5 as average.
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The higher total weighted value on IFE and EFE matrix meant the company responded the
strengths and weakness (internal factor) or opportunity and threats (external factor) appropriately
and vice versa.

B S.imternal-Eksternal (IE) Matrix

IE Matrix was based on two key dimensions: total value of IFE weighted at x axis and total value
of EFE weighted at y axis. IE matrix could be broken into three main parts that had ditferent
strategic impacts.

Firstly, the division in cell lB Il and IV could be called as growth and developed. E\(cnsive
strategy such as market penetration, market development and product development as well as
integrative strategy such as backward strategy, forward strategy, and horizontal strategy might be
appropriate for the mentioned division.

Secondly, the division in cell I, V and VII was suitably managed by using hold and maintain
strategy. Market penetration and product development were two strategies which were generally
used for the mentioned division while the division in cell VI, VIIT and IX were best managed
using harvest and divestment strategy.

<]
6.Strengths-Weaknesses-Opportunities-Threats (SWOT) Matrix
SWOT matrix was based on the assumption that the effective strategy would maximize the
strengths and opportunity as well as would minimize or avoid the weakness and threat The
combination of both internal and external factor in the SWOT matrix was strengths-opportunity
(S$-0) strategy, weakness-opportunity (W-O) strategy, weakness-threat (W-T) strategy and
strengths-and threat (S-T) strategy (David, 2011).

3. Results and Discussion

Internal Strategy Factor

It found that the strengths of the company were good quality service, comfortable and convenient
business environment, the sophisticated machine, and well-organized employees. While the
weaknesses of the company were unappropriated trucking system, lack of promotion, not
strategic business location and nomad-based outlets.

External Strategy Factor

Study revealed that the opportunities of the company were the transformation of consumers' life
style and the main job of the owner. While the threats were the existence of competitors and high
cost of raw materials.
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The Evaluation of Strategic Factors

a. The Evaluation of Internal Factors
Table |, The Evaluation of Internal Factors Matrix

Internal factor weighting Rating Average score
Strengths
good quality service 0.175 3 0.525
comfortable and convenient 0.102 4 0.408
business environment
the sophisticated machine 0.180 3 0.324
well-organized emplovees 0.180 4 0.720
_____ Total 0.637 1977
Weaknesses
inappropriate tracking system 0.086 1 0.086
luck of promotion 0.102 1 0.102
Not strategic business location 0.070 1 0.070
nomad-based outlets 0.105 2 0.210
0.363 0.468
Total 1000 2445

b. The Evaluation of External Factors

Table 2. The Evaluation of External Factors Matrix

External factor weighting Rating  Average score
Opportunities
the transformation of consumers’ 0.140 3 0,420
life style
Business location necarby 0.160 3 0.480
downtown
the main job of the owner 0.120 3 0.360
Instant needs of customers 0.111 2 0.222
0.531 1.482
Threats
the existence of competitors 0.179 3 0.537
high cost of raw materials 0.150 2 0.300
The effect of the fluctuate price of 0.130 - 0360
raw materials
0469 1.397
Total 1.000 2879
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Based on the above table, it showed that the company’s position was in the V quadrant. It meant
that the company was able to be managed by implementing hold and maintain strategy.
Company should do the market penetration and product development. The company’s position
was figured in figure 1:

Total average of IFE weighted
strong medium 2.0-299 weak 1,0-199
40 3o 20 o
0
| I 1 T
Total high 3, 30
average of - v v Vi
EFE medium
2.0-299 v v IX
L0199 '

Figure 1. The company’s position
¢. The Determinant alternative marketing strategy of SME “'Raja Abon Makmur Lestari”

The alternarive strategy was recommended in the marketing of the shredded egg by creating the
SWOT matrix explaining the opportunities and threats faced by the SME combined with
strengths and weaknesses of the SME. SWOT analysis was a formula of conventional strategy
based on the real condition in the business environment. Table 3 showed the SWOT matrix for
some alternative strategies.
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Table 3. SWOT Matrix

STRENGTHS (S) WEAKNESSES (W)

S| excellent quality service W1 inappropriate tracking system
S2 comfortuble und convenient W2 lack of promotion

business environment W3 not strategic business location
S3 the sophisticated machine S4 W4 nomad-based outlets
well-organized employees

OPPORTUNITIES (O) S-0 STRATEGY W-O STRATEGY

Ol the transformation of 1. Improving the excellent 1. Developing the product
consumers” life style quality service (S1,01,04) delivery by having office
02 business location nearby 2. Maintaining the vehicle such as motorbike
downtown comfortable and convenient (W1,04)

03 the main job of the business environment (52, 2. Maximizing the promotional
awner 02) activities by enhancing the
O4 the nstant needs of market network (W2, W4,
customers 02)

THREATS (T) S-TSTRATEGY W-T STRATEGY
TI  the  existence of 1. Adjusting the price of the

1. Adjusting the price of

competitors product with the cost of 3 ’
T2 high cost of raw matcnals the raw materials (83, P md",“ Wit G it 8
’ : 1o pay of customers (W1, T3)
T3 The effect of the Aluctuate T2,T3)
2. Establishing the permanent
price of raw materiuls 2. Improving the product b
outlets (W4,T1)
innovation in terms of
taste and shape (S1,T1)
4. Conclusion and Suggestion
Conclusion

The study concludes: 1) the posifibn of SME “Raja Abon Makmur Lestari” is in the V quadrant.
It means the SME should have hold and maintain strategy to implement the market penetration
and product development in facing the competitive market development in order to enhancing
the market network. ii) The formulation of marketing strategy for SME is improving the
excellent quality service. maintaining the existence of the business environment, developing the
product delivery by providing the office vehicle, maximizing the promotional activities by
enhancing the market network, adjusting the price of product with the cost of raw materials,
creating the product innovation in terms of the perception and shape, adjusting the price of
product with willingness to pay of customers, and establishing the permanent outlets.

Suggestion

1. SME “Raja Abon Makmur Lestari” should consistently improve the variant product
considering the demand of customers

2. SME “Raja Abon Makmur Lestari” is expected to improve the excellent quality service to
avoid complaining of the customers who are potentially able to prefer the competitors’
product.

31
Copynight © 2019 ACADEMIA INDUSTRY NETWORKS-All rights reserved




B):rnational Journal of Business and Econonry
¢-ISSN: 2682-8359 | Vol. I, No. 2. 26-32, 2019
http=/lmyims.mohe_gov my/index phplijhec

AtﬂDEMIA INDUSTRY NETWORKS
5. Acknowledgement

We thank to LPPM (Lembaga Penelitan dan Pengabdian Masvarakai/Institute for Research and
Community Services) of Bangka Belitung University for the financial support on the process of
fieldwork activities.

References

David, F. R. 2011. Strategic Management: Concepts and Cases. South Carolina (FR). Prentice
Hall.

Afrilita, D. 2013. Analisis Swot Dalam Menentukan Strategi Pemasaran Sepeda Motor Pada PT.
Samekarindo Indah Di Samarinda. E-Journal Adminsitrasi Bisnis.

Duwi, B, 2012, Pengaruh lokasi usaha, tata letak produk, kualitas pelayanan, kualitas produk dan
harga terhadapap kepuasan konsumen dalam meningkatkan penjualan produk. Skripsi.
Universitas Islam Negeri Sultan Syarif Kasim Riau.

Fauzi, D. 2016, Strategi Pengembangan Agribisnis Kentang Merah di Kabupaten Solok. Jurnal
Agraris. 2(1):88-96.

Gunawan, A. 2010. Manajemen Pemasaran. Yogyakarta: Unit Penerbit dan Percetakan Sekolah
Tinggi llmu Manajemen YKPN.

Pearce, J. A. Robinson. 2008. Manajemen Strategik: Formulasi, Implementasi dan Pengendalian,
Jilid 1. Edisi 10. Jakarta (ID): Bina Rupa Aksara.

Porter, M. E. 1994, Keunggulan Bersaing, Menciptakan dan Mempertahankan Kinerja Unggul.
Binarupa Aksara. Jukarta.

Rangkuti, F. 2006. Analisis SWOT Teknik Membedah Kasus Bisnis. Jakarta: PT. Gramedia
Pustaka Utama.

Saragih, B. 1998, Agribisnis Berbasis Peternakan, Kumpulan Pemikiran, Bogor (ID): Pusat Studi
Pembangunan Lembaga Penelitian Institut Pertanian Bogor.

Soekartawi, 2005. Pengantar Agroindustri. Raja Grafindo Persada. Jakarta.

Tari, M. 2015. Strategi Pengembangan Usaha Ekspor Udang Beku PT Timur Jaya Cold Unit IV
Muara Baru Jakarta Utara. Jurnal Manajemen dan Agribisnis. 10(2):109-116.

Tresnaprihandini. 2006. Formulasi Strategi Pengembangan Usaha Kerupuk Udang dan Ikan pada
Perusahaan CANDRAMAWA di Kabupaten Indramayu. Skripsi Jurusan Sosial Ekonomi
Pertanian. Fakultas Pertanian. Institut Pertanian Bogor.

Umar, H. 2005. Riset Pemasaran dan Perilaku Konsumen. Penerbit: PT Granmedia Pustaka
Utama, Jakarta.

Yahza, A. 2013, Bahan Kuliah Manajemen Agribisnis: Perbedaan manajemen agribisnis dengan
manajemen lainnya.

Yulia. 2018. Rancangan Strategic Architecture Subscktor Peternakan Dalam Pembangunan
Ekonomi Kabupaten Agam Sumatera Barat. Jurnal Aplikasi Manajemen. Ekonomi dan
Bisnis. 2(2):70-7.

s
ra

Copynght © 2019 ACADEMIA INDUSTRY NETWORKS-AIl rights reserved




A SWOT ANALYSIS ON THE IMPLEMENTATION OF THE
MARKETING STRATEGY

ORIGINALITY REPORT

14, 10, 1. 12

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS
PRIMARY SOURCES
Submitted to Institut Pertanian Bogor
Student Paper 5%
Submitted to University College Technology 20
Sarawak /0
Student Paper
Submitted to Universitas Diponegoro
Student Paper 2%
Submitted to Universitas Jenderal Soedirman
Student Paper 2%
l Submitted to Canterbury Christ Church
g Submit 1o
University
Student Paper
Id.123dok.com
ﬂ Internet Source 1%
Submitted to Postgraduate Institute of 10
Management /0

Student Paper

E id.scribd.com



Internet Source

1o

www.researchgate.net
El J < 1%

Internet Source

Lasma Alberte. "Equivalence principle on <10/
. . 0
cosmological backgrounds in scalar—tensor
theories", Classical and Quantum Gravity, 2019
Publication
Exclude quotes On Exclude matches Off

Exclude bibliography On


http://www.researchgate.net/

