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ABSTRACT

Name : Sulistyono

Study Program : Master of Planning and Public Policy

Title : Confronting Strategies of NAFED and Indonesian SMEs:
Analysis Using AHP-Game Theory to Enhance Export
Performance

Base on exisling data, the share and the annual growth of SMEs in total number of
Indonesian enterprises relatively high. However, the export of Indonesian SMEs
has not contributed a significant value added 1o Indonesian economy yet, Until
now, capability to recognize exporting market, improving variety of preducts and
accessing foreign market are stll major challenges for Indonesian SMEs. The
National Agency for Export Development (NAFED) as national trade promotion
organization has already implemented vartous programs in order to assist
Indonesian SME exporters for positioning their products and services beiter, s0
that they are enabling to survive in the high competitive global markets. Thus, the
objective of this study is to make o rating priority on varicus SMEs expori
promotion programs that have been executed by NAFED and actualized by the
SMEs and o analyze various strategy combinations of NAFED and SMEs which
are able (o gnhance export performance of the Indonesian SMEs optimally, These
rating priorities and strategic balance which are commonly called as combination
of strategy developed by using Analytical Hierarchy Process (AHP) and Game
Theory Model based on NAFED, the business community (SMEs exporters) and
academician perceptions. This study concludes that the combination strategies of
SMEs and NAFED is unable to reack highest strategic balance, hence Pareto or
Nash Eguilibrium does not exist. It is cavsed by different point of view between
SMEs and NAFED’s strategy development process for each party,

Judul : Mempertemukan Strategi BPEN das UKM Indonesia:
Analisa Dengan Mempergunakan AHP-Game Theory untuk
Meningkatkan Performa Ekspor

Berdasarkan data, porsi terhadap total unit usaha dasn pertumbuhan tahunan UKM
di Indonesia cukup besar. Namun demikian sektor ini ternyata belum mampu
memberikan konstribusi yang signifikan terhadap perekonomian nasional. Samgpai
saat ini, kemampuae untuk mengenali pasar ekspor, mengembangkan produk dan
memasbki pasar asing masih menjadi tantangan utama UKM Indonesia, Badan
Pengembangan Ekspor Nasional (BPEN) sebagai lembaga promosi ekspor
nasional telah melaksanakan beragam program untuk mendukung UKM dalam hal
mernposisikan produk dan layanan jasa di pasar global yang sangat kompetitif.
Karenanya, tesis int bertujuan untuk menyusun skala prioritas pada berbagai
program pengembangan ekspor UKM vang telah dilaksanakan oleh BPEN
maupun dilakukan oleh UKM secara mandiri. Selanjutnya dilakokan analisa atas
berbagal kombinasi strategi BPEN dan UKM yang mampu meningkatkan
perfarma ekspor UKM di Indonesia secara optimal. Skala prioritas dan kombinasi
strategi tersebut dikaji dengan menggunakan AHP dan (Game Theory dengan
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berdasar pada persepsi BPEN, pelaku usaha dan akademisi. Hasil peselitian
memperlthatkan bahwa kombinasi strategi UKM dap BPEN tidak mampu mieraih
titik keseimbangan tertinggi, dan karenanya keseimbangan Pareto maupun Nagh
tidak terwujud. Ini discbabkan adanys perbedaan sudut pandang antara UJKM dan
BPEN dalam proses pengembangan strateginys masing-masing,

Keywords:
SMEs, NAFED, Trade Promotion Qrganization, Analytical Hierarchy Process,
Ganie theory
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CHAPTER 1
INTRODUCTION

Background of Research

Small and Medium-Sized Enterprises (SMEs) have long been believed to
be important in supporting econornics development within 3 country (e.g
CDASED, 1999; Mazzarol, Volery, Doss, & Thein, 1899). Therefore, in ensuring
the economic growth of a country, most attentions should be paid into SMEs
development.. The World Bank (2004} also gives three arguments as supporting
opinions that SMEs can play 2 role as the engine of sconomic growth in
developing countries. First, enhance SMEs competition and entrepreneurship and
hence have extemal benefits for economy-wide efficiency, innovation, and
ageregate productivity growth, Second, SMEs are generally more productive than
Large-scale enterprises (LEs) but failures in financial markets and other related
ingtitutions and un-conducive macroeconomic cnvironments impede SME
development. Third, SME expansion boosts employment more than LE growth
because SMEs are more labor intensive. In other words, the World Bank believes
that SMEs can improve economic growth and development in many countries.

In Indonssia, SMEs become the main actor in domestic economic
activities, especially as provider of employment opportunities. Hence, it becomes
a gencrator of primary or secondary income sources for many households.
However, compared with many countries that joined at Asig Pacific Economic
Cooperation (APEC), Indonesian SMEs have not contibuted a significant value
added to Indonesian economy yet.

Ancther important of Indonesian SMEs role i8 also recognized as an
engine for the development process and also the growth of non-oil and gas exports.
This is in lige with the evidence in many East and Southeast Asian countries like
Tatwan, Hong Kong, South Korea and Singapore, which show the most successful
cases of SME development that has directly contributed to frade and the adoption
of export-oriented strategies,
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Like in other countrics, SMFEs are the main actors m the production,
distribution and service sectors of the Indonesian economy. The proportion of
SMEs s high in sll of those sectors. If all forms of enterprises, formal and
informal, are included in all sectors, there were an estimated 40 million of SMEs
were operating in Indonesia in 2000, employing approximately 73 million people.
However, most of these enterprises are micro or cottage enterprises rather than
SMEs in the strict sense of the word and the largest percentage are in the
agricultural sector (PPTA & the Asia Foundation, 2005; p25).

Since SMEs are often ditectly exposed to ever-changing market conditions,
they are quick to react to such changes, as was the case when the économic crisis
struck Indonesia. SMEs tended 1o have 2 more flexible organisation and quicker
decision-making processes than large enterprises. SMEs can also, throupgh their
exports, play & role in improving the balance of payments (Urata, 2000: pp 3-9).
According to the Central Agency of Statistics (BPS), the proportion of SME
exporis to total non-oil and gas exports after the Asian economic crisis varied
between 4.6 1o 7.5%, although a study conducted for the ADB estimates that the
contribution of SMEs to total exports is higher, almost 11%% {Asian Development
Bank, 2004: 103

Kuncoro {(2008) also sffirmed for the importance role of SMEs in
Indonesian economics. Daring 19972006, number of company in small and
medium scale reach around 95% from total numbers of enterprises in Indonesia
and contribute to $54-57% of GDP. Although the share and the annual growth of
SMEs in total number of Indonesian enferprses relatively high, how is the role of
. SMEs m national export configuration? Kuncoro argued that LEs exactly plays an
important role in Indonesian export configuration compare to SMEs. Most of
SMEs tend to focus on domestic market,

Based on several statements as mentioned above, it can be said that the
export performance of Indonesian SMESs still impaired, especially if it’s compared
to SMEs export performance of other countries in ASEAN region like Malaysia,
Thailand, znd Singapore. Specifically, the weakness of Indonesian SMEs

exporters is unable to access global market with multifarious products. Until now,

University Of indonesia
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a capability in recognizing exporting market, improving variety of products and
accessing foreign market Is representing a general challenge of Indonesian SMEs.

In order to enhance export performance of SMEs, the Indonesian
government already released several export promotion programs conducted by
various mimstries and departments. Those programs cover both specific trade
promotion services to upgrade the capacity of potential SME exporters and also
export promotion activities (i.e. trade fairs, exhibitions, websites, etc).

National Agency for Export Development (NAFED) as a national trade
promotion organization, with the support of Indonesian Export Training Cenire
and Indonesian Trade Promotion Cenire, also actualized various programs that
represent services to assist Indonesian SME exporters 1o make their products and
services better so that they are able to survive in the highly competitive global
marksts. Nevertheless, NAFED export promotion programs looked by various
parties unable to optimally enhancing SMEs export performance. On evaluation
of SMEs trade and export promotion, Sandee and Tbrahim (2002) mentioned that
corpared 10 NAFED programs, there are effestive non-govetnraental Indonesian
intermediaries that are successfully linking and matching SME to international
markets. They offer both market information and business development seyvices
simultaneously. Other stedy conducted by The Padjadjaran University in Bandung,
West Java, has evaluated the activities of NAFED. This study found that NAFED
services are not bundied. For example, some entrepreneurs found that, through
participation in a traiming program, they received usefisl information on
identification of business opportunitics. However, the training did not include
practical guidelings on how to make use of these business opportunitics to

increase exports.

Prablom Statements

Many parties have several argue that under optimized on NAFED export
promotion programs and performance is caused by composing process that
conduct unilaterally, without involved exporter opinions. Actually, improving of
export performance s urgently wanted for wwany solid and harmonized

University Of indonesia
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coordination between the governments, in this case 1 NAFED, and private sector,
Business sctors play an important role as source of information on various
bustniess problems, and also source of information about thetr actual needs Based
on those several facts, there is an idea to analyze synchronization between export
promotion programs which have been actualized by NAFED and the expectation
of SMEs Exporter. Some question related to this mentioned are: (1) Based on
experi perspective, what is the level of varions SMEs export promotion programs
which have been conducted by NAFED and actualized by the SMEs? (2) Is the
stralegy which has been selected by each party, both NAFED and SMEs, able to
realize the best combination to enhance export pedformance of Indonesian SMEs?
Hence, it is important to formulate recommendations in optimalizing various
SMEs export promotion programs in Indonesia, especially which actualized by
NAFED.

1.3 Researeh Objective

Through this research, the author tries to analyze and search for various
strategy combinations of NAFED and SMEs that are able to enhange export
performance of Indonesian SMBs optimally. Then, based on this personal
observation, this research will offer some suggestions to strengthen activities of
NAFED. Specific objectives that will be achigved in this research are;

1. To make a rating prorities on various SMEs export promotion

prograts that have been executed by NAFED and actualized by
SMEs.

2. To find out the point of strategic balance between the two parties
{SMEs and NAFED) which each party will defend on aptimizing
the objective on achievement and their interest,

This rating priorities and strategic balance {solution) on those objective
developed by using AHP and Game Theory Model based on the
perception of NAFED, the business community (SMEs exporter) and

academician.

Undversity {Of indonesia
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b4 Seope of the Stugdy

To evaluate strategic combinations which are able to support export

performance of Indonesian SMESs, the research coverage is limited to:

1. SMEs exporter as the object of research that will be invited 1o give
contribution in term of perspective about an effective export promotion
program.

2. The definition of SMEs will be based on The Law No. 20/2008, which
defines small and medium scale enterprises as firms with net assets
{exeluding land and buildings} of more than Rp. 50 million and less
than Rp 10 billion or with buginess tumover of more than Rp. 300
million and Jess than Rp 50 billion'.

1.5 - Hypathesis

Base on the existence of SMFs as the main actors in the production,
distribution and service sectors of the Indonesian economy, many parties have an
expectation to the realization of role enhancement of SMEs in national export
configuration. Through this research, author expects to find optimal solution for e
both, NAFED and SMEs, in form of sirategic combination from each party, o
enhance export performance of Indonesian SMEs,

' This definition has becn used by Bank Indonesia, the central bank, and by the State Ministry of
Cooperatives and Small & Medium Enterprises Q4OCSME),
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1.6, Conceptual Framework

The following is the logteal siruchural flow of this research,

Background

SMEs have been ihe main aclor in ingdonesia domestic economic activities.

The annual growth of SMEs in total number of Indonesian ermterprises relatively high
Neveriheless, the contribution of SMEs to the olal of iIndonesian export value relatively low.

Many parlies contducted uncoondinated SMESs axpor promation programas.

National Agengy for Export Development {(NAFER)) as National Trade Promation QOrgenization
already actualized various programs to assist indonesian SME expuriers. Nevertheless, it can be
s@an by varicus parties that unable g enhance BMEs export parfarmance optimally,

b S

7

Factual Condition Gap Expeciation

1. Most of SMEs tend to focus 1. hereasing otal number of
on domestic market and Asyrwtianous sirategies Indonesian SMEs  which
lack  of abiliies in betwaern NAFED and SMEs have  compelently to
accessing giobal market. compete i global maket

2. NAFED programs unabls which  contribules  to
1 enhance SMEs export| indonesian  GDP  and
performance. g2 N axport value significantiy,

2. The existence of NAFED
{inciudes export promotion
programsy that are abda to
snbance the performance
of Indonesisn SMEs

exporiar,

ofp

Research Ohjective
1. To make rating prionities on various SMEs axport promotion programs that have been executed
by NAFED and S8MEs,
2. Tefind out the poiat of strategic batance between SMEs and NAFED.

vis

General Hypothesis
The Author expects to find out optimal solution for both of NAFED and SMEs, in form of strategic
sombination from each parly, © enhance export performancs of indonesian SMEs

L

3

Analysis
1. Deswariplive analysis
2. Anslylical Hierarchy Process — Game Theory

Scureer Author's estimsation
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This part consists of brief explanation regarding to research data and

analysis method that will be implemented in this study.
1.7.1 Research Data
Due to the nature of this study, there are certain needs to clearly define the

types of required data and its collecting method.

1751

1712

Types of Data

The majority data that used is primary data (combination of
qualitative and quantitative} which obtained from field
research. Moreover, secondary data in the form of existing

statistical data only used as supplement 1o strengthen analysis.

- Primary Data (Major)

Data on expert perception related to export promotion
program on Indonesian SMEs that was collected by
questionnaire

-~ Secondary Data (Supplement)

In the form of existing statistical data collected from
previous reséarch and reports.

Data collection

(1) The data on the perception of expert regarding export
promotion programs in  Indonesian SMEs will be
collected through survey using questionnaire (structured
guestion 1isty;

(2) Data on existing statistical data (secondary data) will be
taken from local statisticel reports of various govemment
institutions such as Indonesia Central Bank, Ministry of
Trade, State Minisiry of Cooperative and Small and
Medium Enterprises (Menegkop & UKM), Central
Burcau of Statistics {BPS), and from other previous
research reports;
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{3) Annual data of number of ludonesian SMEs, SMEs
export value, share of SMEs export value 1o Indonesian
total export and GDP, and other relevant data of SMEs,
within period of 19982007,

L1.2  Analysis Method

This research s thed to fuse perceptions from three groups of respondent
which considered having expert capabilitics related with the issues. Those three
groups are: functionary or government officers, entrieprenewrs and academicians,

In order to determiine policy priorities to increase export performance of
Indonesian SMEs, this study uses Analytical Hierarchy Pracess {AHP) combined
with Game Theory Method. AHP has been chosen as the method because the fact
that determination process of strategy priorities m the development of SMEs
export performance represents & complex problem which will covered several
criteria assessment and afso because of data eonstraint. Game Theory, as the
second method, has been chosen 1o harmonize with AP to respond the second
objective.

Further technical explanation about AHP and game theory will be
explained in other chapters.
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CHAPTER2
LITERATURE REVIEW ON EXPORT FPROMOTION, TPO, AHP AND
GAME THEGRY MODEL

Private sector development and investment in the sense of tapping privaie
sector efforts and investiment for promoting economic development is crucial to
spurring economic growth and reducing sbselute poverty, Combined with public
sector efforts, private investment, particularly in competitive markets, has great
poteatial to coninbute 1 growth {Werld Bank, 2005b: p273). The function of
private markets is known as the engine of economic growih, crealing productive
jobs and higher incomes. Hs common with the government playing a
complimentary roie of regulation, funding, and provision of services, private
initiative and investment can help provide the basic services and conditions that
empower the poor by improving health, edacation and infrastructure (World
Bank, 2005b: p.273).

Since the 1980s development thinking among the multilateral aid agencies,
particularly the World Bank and ihe regional development banks, including the
Asian Development Bank {ADB), has shifted from an early emphasis on the
central role of the state fo the importance of the private sector to raise economic
growth. This recopnition of the importance of private sector development was
based on the observation that market forces and competition tamed out to be more
efficient, more productive and more conducive to economic dynamism.
Privatization of state-owngd enterprises (SOEs), strengthening market forces,
increasing competition and refocusing the role of the state became the new
catchwords among the policy recommendations offered by these multilateral aid
agencies {Schulpen & Gibbon, 2002; p.1}.
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2.1. international Trade and Export Promotion Si‘i*z-i'zegy

Most of the countries in the world, both developed and developing
countries, have been mvalved i the global trading cycle. The importance of the
role of infernational trade have been mmjor ¢onsideration on the policy selting
process as an effort to grow up the economy of particular country. This is likely o
be a consensus when heing related to export promotion policy having been
developed and mplemented since 1970s. Those are in accordance with the
argument stating that export promotion policy will lcad to the condition where
resources have been allocated efficiently, the utility of bigger capacity of
production, the achievement of economic of scale, the need on the technology
development as an effort to respond competition between labor surplus countries
{Balassa, 1997:p.180),

Appleyard in the International Economic (2006} gave an illustration that
the fast economic growih in partionlar country would influence the basic of policy
setiing of that couniry, particularly in choosing trade policy whether pro-trade or
anti-trade policy. Pro-trade policy I8 the condition where the economy of
particular country tends to open up for international product and followed by the
increasing of trades volume (size of trade). In this condition, the policy setting up
to increase volume of export will lead also to the enhancing volume of import in
order to meet the domestic demand. This policy was in line with comparative
advantage and Heckser-Ohlin theories where that condition will drive the country
to produce certain product that they have enormous endowment on. Meanwhile,
anti-trade is the condition where the cconomy of particular country tends fo be
close and tum down the size of trade. In this condition, a country wiil show the
decreasing of the volume of import and also will be foliowed by the decreasing of
export due to the capacity in producing exported goods will be changed fto
produce imported goods in order to fulfill domestic demand.

Related to trade policy setting up by goveroment who desires to maximize
gain on trade then cventually expect to improve national welfare, there are two
basic strategies on trade, which are:

1. Export promotion, which is trade policy that comnscied to

liberalization and orented to enmhance competitiveness exporied

Univarsity Of indonesia
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commodity of particular country. Export promotion strategy promotes
only the industries which potential for developing and competing with
foreign rivals, Since the goal is fo frade abroad, there becomes
competition, which in turn remedies the returns to scale. The main goal
of the export promotion strategy is to prepare the “potential™ industries
for competition with the foreign rivals. So the industries af their
childhoed must be protected for a while (Balassa, 1989). Exporters,
facing the increasing competition, have to improve their technologies,
their quality continuously in order to compete with their rivals. They
have to make research and development studies (Bruton, 1998), Policy
instruments usually used in this strategy are:

- Draw Back Duty, which is the drawback of raw material import
duty if that material continues processed to produce ¢xported final
2000S.

- The reduction tax for export oriented firm.

- Subsidy and research aod development support for export
development.

«  Devaluation intended to develop competitiveness of the product.

2. Tmport substitution which is trade policy that oriented o substitute the
imported poods with locally goods in order 2o meet the internal
demand {Bruton, 1998). In implementing this policy, government
should interfere the market in order to protect domestic industry.
Policy instrument that can be applied is not only through tariffs, quotas
but alse via exchange rate, prces of the factors of production and
interest rate, In reality, piotectiﬁn policy Is hard 10 be applied. A
country planning to implement bamier on frade has to consider about
reserve impact if other country do the same action (Nenmoi and
Pietrobelli, 2007},

At 1950s until 1960s periods, many developing countrics were applying
import substitution policy by intention to replace imported manufactured goods
with focally produced goods. Therefore, they impose protection on their infant
industries. Together with that, they usually apply fixed exchange rate system so

University Of Indonesia
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imported capital goods will be cheaper and simultaneously will attract more
invesiment. That import sabstitution policy was confirmed 1o be inefficient to be
applied in developing countries. Actually, many developing countries
implementing export promotion policy had experienced faster economic growth
as approved by countries so called East Asian Miracle (Spanu, 2003),

According to the tendency about the movement of trade policy from
import substitution to export promotion, during last three decades, most countries
in the world have implementing export promotion strategy and have granting the
benefit in form of growing economic growth. This export promotion strategy
actually in ling with the Neo-Classical theory stating that economic growth can be
achieved by enlarging market of exported goods of a country.

In addition, empirical evidence supporting the statement that open
economy together with eligible international trade system will lead to faster and
more efficicnt economic growth is the study being conducted by World Bank
(1987} that comparing the performance of export promotion and import
substitution countries. The conclusion of that study is that better economic
performance was achieved by countries who implement export promotion strategy
(shown by the increasing of real GDP growth, manufacture economic growth and
the improving of efficiency presented by the low value of Incremental Quiput
Ratio — ICOR) compared with import substitution countries. Other two important
notices from the study are significant also accompanied by consideration on
fundamental factors, The dynamic of manufacturing industty of new Asian
industrial countries are due to the development of comparative advantage. That is
the first factor. The second factor is reiated with the connection between trade
policy and income per capita. At any condition, export performance should be
connected to the economic growth {Warld Bank, 1987 at Dorado, 1591}

2. National Export Promotion Strategy and the Role of Natisou] Trade
. -

Promotion Organization

I order to achieve the national development objective as declared in UUD
1945, Indonesiz’s povernment has run the process of planning and

University Of iIndonesia
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implementation of economic development that generally can be divided become
the early independence periods with the application of ‘Guided Democracy’ and
‘Guided Economy’ in the late 19505 with s emphasis on Indonestan-style
socialism’, government focus was shified to building a national Industrial
economy around state-owned capital, that is state-owned enterprises {(SOEs), the
new order period marked by the implementation of Repelita program (since
1969), and the post social and pelitic reformation period after the destruction of
new order at 1998, During those periods, there was a change on the structure of
economy from agricultural ogeated become industrial and services ornented
economy. In other word, there was a movement from primary into secondary and

tertiary sector.

2.2.1, Indonesian Export Promotion Strategy

In the garly 2008, Central Siatistical Agency (BPS) had launched the
statement rejated to Indonesia’s economic growth. The growth in 2007 was stated
around 6.3 % or almost suntlar with the prediction of the government.
Interestingly, the growth was contributed by the increasing of export beside
cousumption sector that still as the leader,

The high contribution of cxport on the economy was actuzlly normal thing
due to the growth of export recently that was very satisfying. Giving attention on
the role of export, the discussion can not be separated from export of nen-oil and
gas that was the back bone of Indonesia’s export. In the export structore, non il
and gas commodity consistently confributes more than 75 % of total of
Indonesia’s export at recent years. Therefore, povernment infensively tries to push
the development of non-oil and gas export through various policies.

Meanwhile, by looking the growth, non-oil and gas export grew
confidently over 2005-2006 periods, which were 22.5 % and 20.7 % respectively.
During thase periads, the growth of non-gil and gas export always higher than the
growth of total export As a comseguence, the contnbution of now-oil and gas
export also increases reach 77.9 % at the last of 2006, The development of non-oil
and gas export and its contnbution to total export during 2002-2006 periods as
presented at figure 1 below:

University Of Indonesia
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Figure 2.1,
Indonesian Non-Oil and Gas Export and Its Contribution to Total Export
2002 - 2006
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Bourca: SEXL Central Bank ¢f indonesia

The big contribution of non-oil and gas export info Indonesia’s economic

growth can not be separated from export promotion strategy being applied by the

government. According to foreign trade policy which have been applied, there are

four groups of countries, as follows:

1.

Strongly Outward OGriented, which is a country who implement very iow
barrier on trade and effective exchange rate for both export and import goods
generally strnilar, The potentiality of import has being balanced with incentive
for export.

Moderately Qutward Oriented, which is a country who implements the higher
level protection on imported goods compared with the incentive granting to
exporied goods. The effective exchange rate for imported goods is higher than
for exported goods.

Moderately Inward Oriented, which is a country who apply barrier on trade
such as import control and over amount of licensing, Moreover, exchange rate
is let 10 be too high {overvalued).

Strongly Inward Orieated, which is a country who apply very high effective
protection on domestic market. There is no incentive for export amd effective
exchange rate is considered to be too high (very valued).
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Indonesia, at 1963-1973 periods, included in the moderately outward

oriented group, then at 1973-1983 periods become moderately inward oriented.

World Bank concludes that countries who classify as outward oriented have beiter

performance than those classifying as inward oriented.

Pangestu (1995) classifies the direction of Indonesia’s trade policy on the

several groups as follows:

Table 2.1, Classification of the Direction of Indunesia’s Trade Pelioy

"1058-1965

ind

_. oveem e

Directed Economy Onented Trade Policy majf}r ccrztrol‘in policies
setting, applying
nasionalization,
dominated by state, kigh
control on private sector
both local and foreign

1967-1973 Import Substitulion, Investment Liberalization

Moderately OQutward and nationalization of
Oriznted. State Own Company.
19741981 More Inward Oriented. The enhancing of the roie
Otl Boom The Increasing of import of State Own Company,
Substitution. restriction on onvestment
both domestic and
foreign.

1982-1985 Strongly Inward Oriented, Remains rely on State

External Shock [ Imposition of non tariff Own Company and

barrier. market intervention.

1986-1988 The beginning of outward Import deregulation and

External Shock O orientation custom duties, widening
of investment both
domestic and foreign, the
lowering of the
dependency on State-
Own Company.

1988-current More Qutward Oriented Deregulation on
investment and financing,
the development of
infrastructure,

reformation on State.own
Lompany.

Sources: Pangestu (1995) at Mulyanto,
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2.2.2. The Role of National Trade Promotien Organization

On Nationdd Trade Promotion Organizations: Their Roles and Functions,
Giovannucei stated that because the majority of producers and potential exporters
in many developing countries have limited resources and scant knowledge of
foreign markets and their exigencies, they often need support and guidance as
they take their first steps into the arena of world trade. Trade Promotion
Organizations {TPOs) can be an excelient tool for {enhancing export performance)
developing internationzl trade and helping producers and exporfers access new
markets.

The existence of TPOs started from the laternational Trade Center (ITC)
establishing by the United Nation at 1964, ITC is under the General Agreement on
Tanffs and Trade controlling {best known today as World Trade Organization)
intent on giving supports io developing countries to build their ability to enter
international markets network and improving their exporis. i's not only focus on
act of preparing markets base information. In order to achieve the purposes ITC is
also gives some assistances in a range of development aclivities, including
training, worker development and institution building'. Base on the idea that 1TC
need o support and responded by 2 strong advice from each internal coundrigs, so
ITC though it’s important to sstablished TPQ,

Az facilifative agencies that have some functions as promofing and
stimulate trade primarily by providing information, linkages, fechnical advice,
marketing and policy advocacy?, national trade promotion organization that
generally becomes central institution for many countrics export promotion effort
have authoritics to deliver commercial intelligence, implement market research,
pwvidé service fo foreign buyers, coordinate group promotions, give advice in
shipping, transport, and packaging. It's not only that, several TPO also gives
incentives, train exporters, provide export licenses, and promote investment, All
kinds of actions coverage by National TPO is appropriate with four broad
categories of export promotion and development activities (Jaramillo, Camilo,
1998}, which follows:

VITC UNCTAD/WTC, wyw.Intrucen.ore, 2001:36
* Giovanoueci, Daniele, National Trade Promotion Organizations: they role and functions, pg. 2
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Product and market identification and development,
Trade Information services,

Specialized support services

B b e

Promoticnal activities abroad

There are kinds of formations from TPQs orgamization. It can be a one-
person office to powerful organizations with extensive network and delegation
office from a variety of countries. Therefore, there are some flexihility i form,
roles and different polictes from those countries in support their national trade
promotion organization, generally they have similar activities anld goal. As
structural, TPO can stand along as independent organization and fiee from
government interference. Although, in many countrics TPO still placed as a part
of government structure and works under confralling and accord with central
government policies, for example is the existence of National Agency For Export
Development {Indonesia}, Malaysian Trade, and Department of Export Promotion
(DEP}Y which under apiece of their Ministry of Trade.

The effectivencss of TPO could be reached if all activities focused on
market orientation and the development is base on consensus from many interest
groups like public sector and private sector assgciations, producers and exporters.
Moreover, if there are an open wide opportunity for private sector 0 give
cantributions on TPO activities.

Concerned with their general task to facilitate and give supporis in
increasing trading, TPO usually be in claimed position to be able in giving quality
services to its clients. The services should be follows:

- Market studies

-~ Exploratory foreign study trips

- Customized trade and investment related studies

- Agcess to telecom services such as Iniernet, Web sites, e-mail, and video
or teleconferencing

~  Representation abroad

- Participation in trade shows and extubitions
Therefore, TPO needs to pay attentions to their function as facilitators or

connection, because of that the services which giving by TPO should forus on
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improving access and connections between commercial service  suppliers
domestically and overseas then effort to provides addition services. That is why
TPOs will deem competence and experience if TPOs able to give support o,
- The elimination or reduction of restrictions on exports e, guotas and
licensing
- Improved access of exporiers to imports Le, duty-free schemes
- The reduction or more transparent application of export taxes and
subsidies
- Improved access fo export oredit L.¢. pre and post shipment financing and
ingurance
- Balanced or more favorable exchange rate policies
- Improved policy, regulatory, and legal environment for both wade
fransactions and investment, ie domestic or foreign direct investment
(¥Dh
-  More efficient infrastructure that provides the iogistical capacity and
agility necessary to be competitive.
Market orientation is one of key word in their success actions to reach the
purposes which heid by TPOs. As first step from markel orientation, TPOs should
active and help producers to identify both of current and future products and
services with potenttal in international market. Cooperation should be done with
trade agency or industry, associations or others competence parties fo launch
study for potential product. That’s why TPOs needs to make some call fiequency
to all preducers, distributors, and current or potential exporiers to evaluate
products or services which will get most benefit from trade promotion. Second is
by compiling markets profiles. The compiling of markets profile could stimulate
idea development (and it is possible) to producers and potential exporters and all
at once by giving information to them about characters and their target market
conditions which hopefully have high potential to their export products. Besides,
market profiles also could be a basis for TPO's foreign promotional efforts and
that s why it should be updated periodically. Market profiles typically include

follows:

* Giovannueoi, Dacisle, Nationa! Trade Promotion Organizstions: they role and functions, p. 4
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the general background of the target market (culture, outlook, income
tevels, marketing conditions)

the types of imports favored

importing patterns, taking into account main trading partners, ten-year
trends, and annual seasonality

avaiiable distribution channels

historical price data

customs requirements and other import regulations

import tariffs,

relevant trade agresraents

useful contacts (diplomatic missions, trade bodies, chambers of commerce,
et}

e

If those new exporters could not interprete or benefit all products

information or markets which has been dome by TFOs, then TPOs could give

some summaries in kinds of form contents as suggestions, pointing out speeific

opportunities, and identifying potential lirisons. All sources from information

matters must allocable by TPOs then it could be published as market data, private
trade and market studies, other trade promotion organizations, trade associations,

chambers of commerce, diplomatic trade missions, foreign governments, and

development ard aid organizations.

The TPOs, related to enhance their purposes achievement which is helping

gxporters {0 increase international trading and opened or cultivate relationship

with foreign markets, also needs to support them in developing the necessary

skills to achieve full of gains from new opportunities in those new markets, such

skills can include:

-

-

knowledge about trade payment methods

aceess to financing and foreign direct investment
export procedurgs

commercial terms and terms of international trade
transportation logistics and procedures

quality control methods

export packaging
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- pricing strategy

- handling business expansion requirements, Le.  infrastructure,
manggement, bookkeeping, efc.

- contract negotiations

Those kinds of capabilities are absolutely well posted by exporters, and it
is strongly related to the successful of TPOs roles, In order to help improving this
international trade skills among exporters, it could be effectively if TPOs working
closely with other organizations such as business development centers, trade
associations, export councils, and business schools to deliver the services. But if
these organizations are not available, the TPOs could hold their own programs
activities such ag workshops, lectures, mentoring, and also provide literatwre as a
stopgap measure and help them by supporting and developing the provision of
such services through a specialized organization or institution, preferably in the
private sector.

The roles and function from TPOs is for supporting performance
escalations from national export and because of that it is not said as specify about
how importance their roles o increasing and developing SMEs exports
performance. Although it goes on, the most think that we should caught on the
willingness from many TPOs to ained their programs orientations concerning to
improve SMEs export. These conditions are related with actual condifions in
several countries whersas SMEs placed strategic position on their national
economic, According to Ewa Gotz-Debnicka and Baigalmaa on their study” said
that TPOs is clasped very important roles in mmproving export performance in
many post socialist countries to build market economy in 19905, Some of them
are successful in their export re-orientation and development base on synergy
between export promotion policies and export promotion programs which held by
their TPOs, and all of that are concerning to the similar objectivity which is

increasing SMEs export. Some of litcratures related to the successful economic

* Gotz-Debnicka, Bwa and Baigatman, Fac: Firding Analysis On SME3 Export pramation Policy,
Instruments and Tools of Mangokia and Countries in Transition, GTZ, 2004
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developing in Asia regions countries have shown some facts that TPOs onentation

is towards to improving their national SMEs export’,

Z.2.3, National Agency for Export Developmeant (NAFED)

In accordance with development policy which focuses on enhanging
export as pillar of economy in many countries by setting up export promotion
policy (at the beginning of 19703), Indonesian government thought that it is
necessary to establish an institution or agency who has special duty to support
local entrepreneur seeking to enter international market. Therefore, at 1971, it was
established an institution who works under supervision of Ministty of Trade so
called the Mational Institute of Export Development (Lembaga Pengembangan
Eispor Nasional - LPEN). This institution was established to analyze, provide
and disseminate information about export market, develop exporter’s capability
by providing guidance and general information on export procedure, as well as
giving fechnical assistance for exporter.

In 1975, Indonesian government designed a policy on restructuring and
reqrganization on all Ministries. LPEN also took an impact of this policy, where
the structure of LPEN had been unified with Ministry of Trade and then the name
was changed to become National Agency for Export Development (NAFED).

As disclosed in its profile,® NAFED is established to act as special service
agency of Ministry of Trade that have function as a focal poeint for Indonesian
exporters and foreign importers to source for trade related information. NAFED
objective i3 to assist and support local manufacturers in ilentifving and
penetrating overseas markets for their product, which is done by providing market
research information and relevant advice, Related 1o its function and objectives,
MAFED had formulated its vision, which is {0 manifest the competitiveness of
Indonesia’s non-oil and gas global product and intensify the role of non-oil and
gas export in order to stimulate the National Economic Growth. Moreover,
NAFED's mussions are follows:

» To increase the competitiveness of product and services export.
» To increase the exporier’s competence to penetrate the global market.

* Hassn Khan, Ashfague, Pakistan’s Export: What Needs To Be Done? Pakisten Ministry of
Financs, 2005
¢ www nafed go.id. profile
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To expand the prime quality service to the business players.

To strengthen the institutions of export development.

To increase the officers’ professionalism, tramsparency and performances
accountability.

Activities which held by NAFED in order to implement its role, which is

developing export, are:

L]

Product development;, NAFED assists the exporters adjustment fo their
products in order to be compatible 1o the market’s demand such as through
design consultation. Nevertheless, NAFED also encourages the SMEs
exporter’s participations in build up design competition in order t0 enhance
quality of the design.

Held series of seminer, workshop and trainings both in Indonesia Export
Training Center (IETC) (in Jakarta) and Regional Export Training and
Promotion Center (RETPC) {in Surabayz, Medan, Makassar and
Banjarmssin), which are intended to find out and develop exporier’s
potentiality.

On-line and Offdine Promotion; for on-line promotion, NAFED presents
Virtual Exhibition through http.//wew nafedve.com. While for off-line
promotion, NAFED conusuously held exhibition both locolly and
internationally in order to introduce Indonesian preducts 10 the polential
market. It is proactive for identifying manufacturers with suitable products for
exports as well as identifying new foreipn markets. A substantial portion of
Indonesia export growth is a result of the activities of NAFED together with
private companiss in penetrating sew and non-traditional markets,

Exporters and foreign buyers convergence

Market and buvers information services

Based on its profile, NAFEID's services consist of five elements, the detail

are as follows:

i

Export Information
» As generally NAFED information services have two kinds directed at
assisting two distinct users. The first 13 mformation to exporters about

market possibilities and penetration methods for Indonestan products.

University Of Indonesia
Confronting Strategies..., Sulistyono, FEB Ul, 2009



bt
Lk

Second information is to overseas buyers at the quality and avatability of
non-oil & gas products offered by Indonesia.

Improving competitiveness of Indonesian products in overscas markets
through market Intelligence and analysis. NAFED compiles market
intelligence and analysis from results of seminars, workshops, research,
export forums, and publications on economic and frade affairs. This
includes market profiles of countries around the world.

Export Forum;, NAFED has organized Export Forum in conjunction with
the organizing of the annual export product exhibition {Indonesian Trade
Expo}. The three-day Export Forum provides the opportunity for
Indonesian exporters to obtain information on their products in certain
countries, presented by experts and Indonesian Trade Aftaches and
Direotors of Indoresian Trade Promotion Certers.

‘Workshops and Seminars; NAFED organizes many kinds of seminars and
workshops at regional, national and international levels, to discuss market
posaibilities and entry strategies.

Developing Business Consulfation for Small and Medium Enterprises;
NAFED'S export promotion service to the Small and Medium-sized
Enterprises (SMEs) began in 2001, Under this scheme, the services
provided to the SMEs are information related to market penstration to the
point of fransaction with foreign buyers, &t 1s given by experts from
NAFED and consultants with broad experience in intemational trading and
export activities, They will guide the SMEs on matters of export financing,
export procedures, freight forwarding, faxes, export insurance, export
promotion, design, and product development, They will assist the SMEs to

be ready 1o enter exporting business.

2. Product Adaptation And Development

In oxder to improving products quality and to comply with international

market taste and demand, Indonesian products should conform to quality of
international standard. For this purpose, NAFED carries out various programs to
assist with Indonesian exporters to produce and market products that concerning

with market products, taste and demand. These programs are carried-out in many
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ways such as by training, workshops and seminars, and consultation and guidance

by domestic and overseas experts, which can be followed:

Brand Development; for this purpose, NAFED setting up brand clinic that
has function to provide their knowledge in identifying and differentiate
design, guality, model and packaging. On the other hand, NAFED carries
out promotion as a vital element of branding and manages the brand in
order to ensure that the brand is well positioned in the market and
contribute to develop the image of the country as a relinble supplier of
quality brands.

Cluster Development; Cluster dovelopment is aimed at developing
competitive advantage of export commodities comprehensively by
integrated system in one arca. This program is involving the stakeholders
that focus on improving productivity, production efficiency and human
resources. It covers upstream fo down strearm industries, raw matsrials,
supporting industries, techrology center and bank as financing institution,
related educational institutions, which are located in one area in order 10
develop intcgrated export commodities in suitable area.

In addition, to introduce Indonesian products to the global market, NAFED acts as

a promotion leader. The pilot project of the chuster development is leather cluster,

located in Yogyakarta. There are rgw matenials, finished products institution of

leather to support technology and human resources, bank 1o sapport financing and

NAFED as a promotion agency.

3. Buyer Service

Bayer Reception Desk (BRDJ; its task is to help the coming overseas
buyers to find Indonesian products they are imterested in. The BRD
arranges meeting with potential Indonestan manufacturers and exporters at
NAFED's office or at the manufactures and companies cencerned.

Mini Display; visiting buyers can also observe a great number of potential
Indonesign export products exhibited at Mini Display. If they found
certain products of their intercst, contacis with the manufactarers or
exporters can be directly made through NAFEID's assistance.
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o Inquiry Service; Overseas buyers c¢an also obtain information on
Indonesian products and the suppliers by sending inquiry through e-mail,
letter or fax, which will be forwarded to potential manufacturers or

exporters to be followed-up.

4. Export Promotion
+« Trade Fair, NAFED organizes the participation of Indonesian exporters at
international trade fairs overseas by providing assistance in handling space
reservation, stand design and construction, peblicity, travel arrangement
and meetings with potential buyers during the course of the exhibition. lts
can be as a good starting point for the participants fo introduce and R
promote their products. E
s Trade Missions; NAFED organizes selling mission 1o certain overssas R
markets the missions are consisting of selected Indonesian entrepreneurs
dealing with certain prodects or services and accompanied by munister,
senior government officials and representatives of other business sectors,
Ry sending the mission, the entreprensurs will have first hand information g
on certain market characteristics and ways toentrythemardest,. .
e Indonesian Trade Expo; since 1986 NAFED has anmually organized |
National Merchandise and Commedity Show, RESOURCE INDONESIA.
As from 2006, Resource Indonesia has been changed its mame into
Indonesian Trade Expo and a new performance has been introduced cailed
Indonssian Ivonie Pavilion, where Indonesian leading and outstanding
export products are exhibited.
» Regional Export Trade Fairs; As a large country andd rich with aahural
resources, Indonesia provinces offer 2 wide variety of products for exports
such as from sectors of fishery, agriculture, plantation, mining, industry,
handicraft and service. To introduce and proemote those products, NAFED
regularly organizes Regional Export Trade Fair in cerfain provinces such
as in Medan (North Sumatra Province), Manado (Nosth Sulawesi),
Surabaya (East Java), Bandung (West Java), Makassar (South Sulawesi)
and Yopyakarta. These events stimulate the provincss to explore and
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develop the regional economic resources, including in tourism and
investinent sectors.

¢« NAFED Virtual Exhibition which can be accessed through website:
www.nafedve com. The website provides a one-stop source of information
on certain products with pictures, price quotation and name and address of
the company concerned.

+ Muarketing Point; It have been established in several border crossing areas,
mamely m Tarakan {(East Kalimatan), Entikong (West Kalimatan) and
Skow (Papua}. It is aimed at facilitating the small and medium enterpriges
in the border crossing regions to display and promeote their products fo
traders and visitors from neighboring countries.

5. Export Training Center

In order to improving exporter's base knowledge and skilis in order 10 be
competiive in international market, NAFED established Indonesian Export
Training Center (JETC) in 1990 through cooperation and assistance from Japan
International Cooperation Agency (JICA).

2.3, AP model

Every time people are always faced by decision making problem. The fif
or not of the decision is highly depend on the effort of peaple to empower their
logic and how deep they understand on the problem. Due to the preblem in real
world is getting more complex and sophisticated, so the experts try to develop
some methods that assist and improve the precision of decision making. Those
methods are Iater well known as decision making method.

From that method, the expected result is strategic decision that able to
achieve an obijective as optimal as possible. Salusu (1998) argued that “strategic
decizion is the policy (have not be pregrammed} made by high level decision

maker that stees abowt o series of activities among various avaitable alternatives
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designing fo achieve uwltimate goal of particular organization who refates

effeciively with its environment .’

The Analytic Hierarchy Process is a model which flexible enabling to
provide an oppoertunity for both person and group in developing thoughts and
define problems by sefting their own assumption then formulates a decision.
Basically, AHP is a decision making model that was intended to cover the
limitations of previous models. AHP considers about logic private value where the
process is relied on imagination, experience, intuition, logic and knowledge in
formulating hierarchy of the problem. Thus, it can be sgid that AHP is a
comprehensive decision making mode] that considers about qualitative and
quantifative elements simultaneously. ®

The AHP method was initially introduced by Thomas 8aaty, a Professor of
Wharton School, University of Pennsylvania, at 1971 and 1975, There were four
axioms that should be considered by AHP user and the violation of cach axiom
will cause invalidity of the applied model. Those are:

a. Reciprocal Comparison, decision maker must be able 1o make comparison and
conclude its preference. Preference itself has to meet reciprocal conditions,
which is if someone prefer on A than B by X scale, so B is preferred by 1/x,
thus:

Aji= A
4if
Where, i and j are row and column respectively,

b. Homogeneity, the preference of someone must be able to be formulated in
{imited scale or in other word its elements can be compared each other, If this
axtom cannot be fulfiiled, the compared elements is not homogenous and must
be formulated a new cluster (the new group of clements). For instance, if taste
ig the criterion orange # soccer ball, but if size is the criterion orange = teomis
bali,

P 1. Salusu. “Pengambilan Kepatusan Strategit, untnk Qrgeanisasi Publik dan Orgonisasi
Nonprofit . Grasindo. Takarts, 1956, p. 118
* Bamibang S.P. Brodjonegoes, “ Analytical Hierarchy Process”. PAU EK-UL Jakarta 1992, P. §

University Of indonesia
Confronting Strategies..., Sulistyono, FEB Ul, 2009



¢,

2.

28

Independence, the preference is figured by assumption that criterion does not
influenced by available alternatives but in general by objective. It means that
the comparison among ¢lements at the certain level is depend on elements at
higher level.

Expectation, in decision mzking process, the structure of the hierarchy is
assumed to be fully complete. Expectation and perception of the people is
more emphasized than rationality.

Basically, application of AHP model is run on two stages as follows:

. Fomulating the hierarchy {Decomposition}

Through the process of decomposition, the complex and bounded problem can
be divided to be separated elements and then formulated the hierarchy. If we
want to preduce more accurate result, the process must be run &ilf the element
cannot be divided vet Pormulating the hierarchy is the process of
decomposing reality become homogenous groups then decemposes it again
become smaller elements. The advauntages of hierarchy are:

a. Figuring out system that can be used 1o describe how the change in high
level priority will affect on the lower level.

b Providing defail information on structure and function of the low level
system and piving figure on the actors and the objective of its higher jevel.
The limitation 2t certain level element at least should be presented at the
further level,

¢ Maturally, system 15 a hierarchy,

d. Stabile about which the little change has little effect too, and flexible on
which the addition in well structured hierarchy will not destruct iis
performance,

Evaluating the hierarchy

2. Evaluation
Decision makers translaie all of the available perception and information
into a pear comparison using scale as follows:

1 equal importance

by

moderate importance

A

essential/strong importance
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7 very strong importance

9 extreme ynpostance

Scale 2, 4, 6, and 8 is compromised value among those mentioved valpe,
Based on that comparison then create pairwise comparison matrix (matrix
A}

Synthetic of the resull: 1o see eigen veclor and eigen value

Eigen vector is a vector that if it is multiplied by 2 matrix, the resuit is the

vector itself multiplied by a number, where that number s cigen value.

O
AXW =3 xW -
where, A = palrwise comparison matrix
3  =Eigen Value T
W = Figen Vector
AW -3 =0
{421 =0 S

After the last priority vector has been completely caleulated, the next step
is to investigate the inconsistency level of the bierarchy in general, In
order to armive gt that stage, it must be run first the inconsistency
calculation for each pairwise comparison matrix.

The consistency of pairwise matrix is:

3 (imzzﬁes -n)

-y

‘Where, 1 is the size of the matoix

!

The consistency of hierarchy:

CR=CIJRI

Where:
CR = Ratio of Consistency
CI = Index of Congistency
RI = Random Index
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Follows are random index for the matrix with { until 1 sizes,
where the mauiz with | and 2 size has O random indexes and its
consistency s also 0
no 2 3 4 5 & 7 & 9 10
11

Rl ¢ 0 5819 112 124 132 141 145 148 1351

Actually, there 1s no standard on the acceptation or rejection of the

consistency of a matnix, instead according o some experiment and

experience, the level of consistency at lower than 10 % is acceptable level.

More than that, there should be a revision due to the too high

inconsistency tends to be a mistake,

The application of AHP can be run by expert chaice software by which
cach stages c¢an be done practically and provide accurate result. In the hurther
development, AHP has been used to solve wvarious problems such as in
determining priority, choosing various policy alternatives, cost and benefit
analysis, conflict / game theory and planning model,

24 The Combination of Game Theory Model and AP

Game theory 15 mathematic instrumant that highly related to application of
AHP method. 1t 15 also defined as decision making method where the actors are
faced each other. It means that there are two counterparts of decision maker whe
compete each other and the decision of one group will be responded by another
group through consideration on strategies and planed steps that will be done. This
theory was imitially proposed by Emile Borel, 2 mathematician from France at
1921. It then was further developed by John Von Neumann and Oscar Morgestern
as too] to formulate the economic behavior of competition.

Ma’an{ and Taenjung (2003} argued that game theory was useful to
develop decision making analytical framework at competitive situation, be sble to
describe a systematic quantitative method and allowing the involved actors to
choose rational strategies in achieving their objectives, as well as providing 4
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figure and description on the phenomenon of competition or conflict such as

vargaining and formulating coalition.

According to decision theory, it is assumed that the elements related to

decision making are gotten from 2 decision setting and summarized in standard
structure as follows:
First, it 1s assumed that the decision maker can define all alternatives of decision
or the strategies will be run.
Second, it is assumed that decision maker can define the situation or background
(state of nature) of its decision setting. This fipures various conditions enabling to
influence consequences that emerge when a decision has been stated The
important thing is that those conditions are not under control of decision maker.
Third, it 1s assumed that decision maker can forecast the consequences in term of
both cost and benefit of choosing an alternative decision during ongoing state of
nature. The consequences have to be quantified and figuring out the criterions that
usually being used by decision maker in evaluating the performance of certain
activity. The quantified consequences are formulated into payoff table or payoff
matrix where ifs row represents altemative decisions and its column figures out
state of nature, while the value of payoff is presented by elements inside the
matrix,

Based on the likelihood of the formation of state of nature which is varied,
decision making caa be classified as follows:

1. Under conditions of certaindy, this is defined as the availability of complete
certainty about ongoing phenomenon,

2. Under conditions of uncertainty, where decision maker does not have encugh
faformation about the possibility of the ﬁ}zma»tion of a particular state of
nature,

3. Under conditions of risk, in this situation, decision maker have encugh
information on state of nature so He can determune the probability of emerging
particular condition.

The combined of methodelogy of Game Theory and AHP in decision
making process as had been discussed by Prof. Thomas L. Saaty in His book * The
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Logic of Priorities: Application in Business, Energy, Health and Transportation™

is through some steps, which are;

First step, formulating objective hierarchy and strategies from both sides.
Basically, theit objective and strategy are not similar; thercfore, the interest of
cach side will maise conflict,

Second step, analyzing AHP of each interest hierarchy in partial, The result of
caloulation between pay off matrix and AHP method will show the global
priority weight of applied strategies so both have of course its own priority of
strategy that different each other,

Third step, cach strategy alternative of first group will be faced on strategy
alternative of the second group, so in each altemnative step of second group,
there are prionty strategies of first group that most effective in responding
second group strategy. Separately, the similer action is done by second group
in responding first group strategy,

Fourth step, by multiplying weight of global priority with weight of
responding counterpart strategy based on pairwise comparison matrix, will be
produced payoff matrix of first and second group/side,

Fifth step, the mixing of payoff table of both groups will creale payoff matrix
of non-zero pame theory. Thus, it can be determined the level of equilibfum
of strategy that provide maximum benefit for both. In 2 game between twa
players which is non-zero sum, it is recognized some term of equilibrium, two
among others are (Permadi, 1992, pg. 71);

3) Pareto equilibriumy happened if both of players get best of pavoff
value from all of payoff value which possible.

b} Nash equilibrivm In game theory, Nash equilibrium (named afier John
Forbes Nash, who proposed it} is g solution concept of a game
involving two or more players, in which cach player is assumed to
Imow the equilibrium strategies of the other players, and no player has
anything to gain by changing only his or her own strategy {ie, by
changing unilaterally). If each player has chosen a strategy and no
player can benefit by changing his or her strategy while the other
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players keep theirs unchanged, then the current set of strategy choices
and the corresponding payoffs constitute a Mash equilibrium.
In the same interpretation, cach player in a strategic game which to be
in Nash equilibrium must answer negatively to the question: "Base on
an understanding of opponents strategies, and treating the strategies of
the opponents 4s set in stone, can I benefit by changing my strategy?”
Nash equilibrium does not necessarily mean the best cumaulative
pavoff for all the players involved, though many players are in Nash
equilibrium if each one is choosing the best available decision which
depends on the decision of the opponents. In many cases, the parties
{all the players in a strategic games) tends to reach higher payoffs if
they could by some means sgree on strategics combination which
different from Nash equilibrium. T
From many possibility of circumstance in a strategic ganre, according
to Dutta (1999) there are six sufficient conditions to guarantee that the
Nash equilibrium is played comprises by R
a The players all will do their atmost to maximize their expested
payoff as described by the game.
b. The players are flawless in execution,
¢. The players have sufficient intelligence to deduce the solution.
d. The players know the planned equilibrium strategy of all of the
other players.
¢. The players belisve that a deviation in their own strategy will not
cause deviations by any other players,
£ There is common knowledge that all players meet these conditions,
including this one. So, not only must each player know the other
players meet the conditions, but also they must know that they all
know that they meet them, and know that they know that they
kuow that they meet them, and so on.
In combined AHP method and game theory as has been done by this study,
the background is that a strategy should be a respond on expectation of group or

people and the prionty of targeted group or people. That expectation and mterest
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of targeted group or people {in that case is SMEs) is balanced with the expectation
and inferesi of organtzation (in that case 1s NAFED) Thus, ® is necessary to

hammnonize the interest of organization and saciety.

mm e b

5. Salusu . “Pengambilan Keputosen Strategik, wntuk Orgonisasi Publik dan Organisasi
Nonprafit”, Grasinde. Jakarts,
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CHAPTER 3
SMALL AND MEBIUM ENTERPRISES (SMEs) DEVELOPMENT
AND EXPORY PROMOTION

The high concern of maoy people on the existence of Small and Medium
Enterprises (SMEs), particularly at lalest decads, is high related o the
development of social and economic problems which are considered as the ¢rucial
thing that should be solved such as the increasing of unemployment affected by
eeonomic crisis at 1997, inequality on sociz! and economic condition both intra
and inter-regional, and continuously unsolved urbanization problem.

General characteristic of SMEs such as large popelation, labor infensive,
using simple technology and supporting by private capita! is cousidered to have
potentizl problem solving on the problems as mentioned before, Especially in
Indonesia, those characienistics have. other impact such as the sbility to provide
gasy service cutput, the potentizlity to absorb more unemployed labor force, and
activating SMESs operaling in any sectors of the economy and located at both rural

and urban area.

3.1 SMEs and Natigral Economic Desclspmant,

3.1.1. Definition of Small and Medivm Eaterprises (SMEs)

During more than three decades, the development of SMEs in Indonesia i
considered fail by many parhies, One of the triggers is there is no single
comprehensive definition being a benchmark for peeple involved in SMEs in
facing and sofving their technical problems. The importance of definition about
SMEs is related to the main two objectives. ' The first objective is for
adminisirative inferest and reguiation which related 1o the necessity of a firm to
meet the obligation such as paying tax, corporate social responsibility and
fulfiling labor reguiation. The second objective is related to the process of setting
directed policy such as enhancing technical capability and supporting on the

aspect of financing.

' German Agency for Technical Cooperation, 2002 at Adiningsih, 2002
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In accordance with the development of small businesses, Indonesia’s
government has issued UU No. %1995, but the definition stated on that Act is
considered to be bias and therefore many nstitutions respond it by making their
own definition on SMEs, of course, by their own objectives as well. The
differentiation on definition and perception causes the assistance for small and
medium scale enterprise has been compartmented and just oriented on sector of
each 1astitution.

One of the weaknesses from UU No.9/1985 is its limitation on
accommeodated the existence of medinm scale enterprises. Berry and Levy (1999
p. 31} state that Large Enterprises and Micro- or very small-Scaie Enterprises
have received a large part of the incentives which the Indonesian government
provided These enterprises occupied 2 considerable share of oumtput and
waorkforce. In contrast, medium-seale viable firms have received limited atiention
and occupicd a modest share in production and employment. Hence, they are
characterized this mdustnal phenomenon in Indonesia as o “missing middie.” The
“missing middle” resulis in the underviifization of productive capability that
vigbhle SMEs potentially have. From general overview, it cassed by govermnent
tendency, which often perceived the promotion of SMEs not as an aspect of
industrial development but of social development. For that reason, medium-scale
enterprises with 100 to 300 workers have hardly been highlighted in the context of
Indonesia and most of SME definition in Indonesia tends to only cover smaller
SMEs {micre or very small enterprises) and do not nclnde larger SMEs (medium
scgle enterprises).

Thee {2006) said that not only government agencies do not have one over-
riding definition of SMEs, but most external aid ageocics, such as the Worid Bank
and the ADB, also do not have a single accented definition of SMEs. For instance,
the World Bank's Small and Mediuin Enterprise Bevelopment acknowledges
there is no single accepted definition of SMEs nor does it attempt to offer one.
Other external aid agencies having SME programs do aot have a common
definition of SMEs either. However, these agencies do define SMEs for their
specific operations in order to define the limuis of the scope of their projects and
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the eligibility crieria for atd. To this end, it usually incorporates some parts of 2
country’s definition of SMEs {Asian Development Bank, 2004: 5}.

There are several definitions of SMEs are provided m Indonesia,
depending on which agency provides the definition. As explained by Hayasghi
(2062), BPS {Central Burcau of Statistics) defines firms with four or less workers,
those with § to 19 workers and those with 20 to 99 workers as houschold,
sraalb-scale, and medium-scale enterprises, respectively. The Indonesian Ministry
of Industry and Ministry of Trade (MO} and MOT) defines manufacturing SMEs
on the basis of the value of their assets (excluding land and buildings). Firms with
assets of less than Rp 200 million are small-scale enterprises and those with assets
of Rp 200 ruiilion 10 Rp § billion are small- and medfum-scale enterprises. The
Indonesian Small Business Law of 1998, which aimed to foster SMEs for the
purpose of promoting a fair and equitable socicty, defines small-scale enterprises
as firms with assets (excluding land and buildings} of less than Rp 260 million or
with sales of less than Rp 1 billion. This definition has been used by Bank of
indonesia, the central bank, and by the State Minisiry of Cooperatives and Smali
& Medium Enierprises (MOCSME). As a comparison, the fable bellow shown
that most of other countries distinguish SMEs and Large Enterprises (LEs) by
using the number of workers as they main criterion.

Table 3.1, Definition of Mazufacturing SMEs in Asian and Pacific

Countries
- . L Definition of Manufacturing SMES ~
Couniry/ Organization o B R .
Japan Employment SMEs < 300
invasted Capital | SMEs <« ¥ 300 million {USE 3 million}

Kores Emploayment SMEs =300
Malaysia trvestad C‘-am%ai SMEs £ MR 2.5 million {188 8.7 million)

T Emptoyment SMEs <200
Philippines Assels SMEs < P 60 million (USS 1.5 millian)
Singapors Assels SiiEs < 8515 miliiorn (135% 8 million)
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¥

Towan Employment SMEs <200 |
lovested Capial | SMEs < NTS 60 milfien {USS 2 million}
Thailand  Bank of Thailand | Employment SMEs <« 300
MO Employment SMEs « 200
Mo Assels SMEs < 100 million baht {USE 2.7 million} e
Canada Employment SmEs <500
Bales SMEs < CONE 20 million (LSS 14 mitiion)
U8A Employment SMEs <« 500
Notes:

1} Figures in parentheses in this columin indicale the amoun: ia terms of US dolars -
converted by respective exchange rates at the end of 1959 (IME, fernational Finoncial
Sreutistics). Indonesia: USS = Rp7,685, Iapan: USS = ¥102.20, Malaysia: USS = MR3.80,
Phitippines: USE = P4031, Singapore: USS = SEL67, Taiwan USS = NIS31.40,
Thailand: 118% = 37.52 haki, and Canada: USE = CONE 44, o

2y MOI = Minisiry of Industry. PS———

Sewreuy: APEC {1994, 10-3) and ASBRI (1998 4.

As an effort to standardize the different perception on SMEs, government
eventually issued UU No. 20/2008 discussing about micro, small and medium

enterprises. Those terms are defined as follows: e

Table 3.2. Definition of SMEs in Ul Ne. 2072008 ——

Crifericé .
. \Rp}

efifition T ¥ A gt Avset .o L. .
.. (notinctude land - Business Turnov
AN e ~ . and the building) o, 000

Micro Productive  Businesses  thet | = 36.000.000

Scale owngd by  single  person
Erterprises | andfor single entity

ﬁmz’:ii Productive gronomic | 50000000 < X 300000 < Xs

Seale husinesses that independent, | S60.000.000
Enterprises | operated by single pgfscrz or 2.806.000.000
entiky WHO does  the
subsidianes, branch,
cordrolled or become direct or
irglivect part of medium or big
enerprise

Medisen Peoductive sconomic business | SG0.000.000 <X % ! 2.500.000.000 <X 5

Scale st owned by single person | 16.000.000.000 50.000,000.060
Entororigses | of entity who  doss  the
subsidiaries, hramch,
cantrolied or ecome direct or
irgdiract pant of medium or big
enterprise
Source: derived from UL Ne. 2072008 (changed by author)

< 300,000,000
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3.1.2. The Role of SMEs in Indoncesia’s Economy

Private sector development and invesiment in the sense of tapping private
sector efforts and investment for promoting economic development is crucial
spurring econonyic growth and reducing absolute poverty. Combined with public
sector efforts, private investment, particslarly in competitive markets, has great
potential to contrbute to growth (World Bank, 2005b: 273). For that reason, the
Indonesian goverament tends to direct rational development program into the
objective of increasing rule of private sectgr, especially atTirmative program to
promote the development of indigensus Indonesian entreprencurs. Harry fohnson,
professor of economics at the University of Chicago, economic nationalism in
newly independent nations emerging from colonial rule s defined as “the pational
aspiration to having property owngd and c¢ontrolied by nationals and having
economic functions performed by nattonals (Johnson, 1972 26). For this reason
since the early years of independence until the énd of New Order regime in May
1998, the development of the private sector, including the large private enterprises,
small- and medium-scale enterprises {SMizs) and foreiga-tnvested enterprisss, has
been preatly affected by extensive state intcrvention,

Tn ling with its rules as the main actor in the production, distribution and
service sectors of the Indonesian economy, the Indonesian government has for a
fong time been concerned with the development of small- and medium-scale
enterprises (SMEs). Otherwise, despite the often stated government concern about
SME development, during the New Order era SMEs were actually not considered
a vital part of the economy. Rather than viewing SMis as important economic
actors and sn important part of a wibrant economy, many Indonesian
policy-makers viewed them primarily as a sociod group, which needed assistance
based on weffare or equity considerations rather than efficiency considerations
(Hill, 1997, p. 266; PPTA & The Asia Foundation, 2005, p. 32).

SMEs is very Important secior in the economy of Indonesia because most
of the citizens of this country are less educated and lved by small business in both
traditional and modern sector (Partomo and Soedjono, 2004} Nevertheless, SiEs
took lack of concern by Indonesin’s govermment uniil economie crisis at 1997

That crisis striking almost all of Asian countries had approved about the basic
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potential of SMEs, where many big enierprises experienced bankruptcy, while

most of SMESs can survive 2nd, moreover, undergoing improvement in ferm of the

aumber of SMEs Therefore, the attention on SMEs had going increase

The strength resistance of SMEs was caused by their equity siruciure which was

more depend on self financing (73 %) and the resi from private (4 %), government

bank (11 %), and supphier (3 %) (Azis, 2001 at Adiningsih 2002). Those become
fundamentat factors so SME’s did not highly affected by economic crigis. On
other side, many big enterprises were bankrupt due {o the increasing tremewdously
of raw materinls and the incregsing of debt installment affected by the
depreciation of Rupiah. Banking secter also underwent the destrustion bearing
more severe impact on indusirial sector, particularly in term of financing, where
eventually many enterprises going bankropt because of high interest rate.

From the wider perspective, Partomo and Sogjoedono (2004 proposed
arguments about why SMEs can be survived over erisis, which were:

a. Most of SMEs produce consumption goods amd services which weore the
demand elasticity over income low, therefore the Jow avergge income of
people did not highly influence on the demand of the good. Tn the contrary, the
increasing of income alsa did not affect much on the demand.

b, Most of SMEs did not et the equity from bank. As a2 consequence, the
destruction in banking sector and the increasing of interest rate did not affect
much on SMEs sector. Due to the banking sector was in trouble, the business
activity of big enterprises was in trouble as well. Gepesally, SMEs in
Indonesia mostly use self saving as base of equity and their accessibility on
bauking tend to be jow.

¢ SMEs have limited equity and their markef tends to competitive, therefore
SMEs have tight product specialization. This gives opportunity for SMEs to
easily move from one {ield to another, there was no barrier to exit from the
market,

d. Reformation after economic crisis had alieviated market barriers, protection
on upstream indostry had been alleviated foo, and therefore SMEs have an
opportusnity o absorb more raw matenals. Those factors wili be able o reduce

cost of production and enhancing efficiency. Nevertheless, due to this
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condition was running together wath economite ensis, the impact that cao be
enjoyed did not so much,

e. Due to the existence of economic crigis, many formal businesses had reduced
their labor. Those unemployed persons then enter informal sector and work in
smazdl scale business, therefore the number of SMEs was tnereasing.

According to the data of State Ministry of Cooperative and SMFs, fiom
around 4893 millions enterprises in Indonesia at 2006, around 9998 percent
{48.92 millions) were small and medium enterprises and the rest, 1.112 percent
were big companies. Based on that data, it can be sharply seen that the position of
small and medinm entreprengur is actually very strategic in Indonesia’s economy.
The number of SMEs at 2006 had increased by 3.9 percent from that at 2005,
which was aronnd 47,1 millions SMEs consisting of 47 millions small enterprises
and 959 thousands medium enterprises.

Table 3.3. The Number of Enterprises by Scale {(business unit in .000)

g -

tsg9 | zo06 - 2000 2003 2004 2005

Enterprises 36,895.80 1 37,856,030 | 39,784.00 | 39,864.07 | 4346030 | 44,772.44 | 47,102.80 | 4892960

targe
Entraprisos

Tolai - 36,815.40 3?,833;1-:; 39,78.76 39,965.97 A3,486.80 4478414 47,0060 48,938.80

Scurce! Devived fiom MOCSME and CBS doven load of www.depkan zo id (changed by suther)

The domination of SMESs i3 not oaly in term of number, but the growth of it also
shows an mcreasing tremendously. Genesally, the growth of SMEs in average is
around 3.52 percent per year over 2000-2006 perwds. The higher growth happens
in 2006, which reached 5.19 percent. In other side, big enterprise at those peniods
grew around 4.07 percent, where the higher growth happens at 2003 by 623

pereent,
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Table 3.4. The Growth of Enterprises in Indeonesia during 2001-2606 (%)

‘SCALE.OF ENTERPRISES

2001 0,45 P 0,45 4,23 QA5
2002 4,96 504 4,96 2,67 4,86
2003 3.62 27 3,61 6,238 3,61
2004 302 6,50 3,03 2,04 308
2005 8,20 3,03 513 187 19
2006 3,86 1,32 388 5,77 388

The figure on the vatious roles of SMEs in national gconomy had been presented
by State Ministry of Cooperative and SMEs and Central Statistic Ageney trough
their formal announcement launched at the fast of first quarter 2008. That role was
taken from macro economic indicator by Iooking the contribution of S8MEs on
labor absorption, the formulation of GDP and the value of national export and
invﬁ:sm}mt,f

As mentioned at earlier part of this chapter, the capacity of SMEs 1o absorb
labor 15 potential enough though just 1o fomporary. At 2005, the fabor absorption
of SMEs was around 83 millions people or 9628 of the total. At 2006, the
performance was increasing by 2.62 percent or 2 millions people. In that year,
labor absorption of SMEs reached 96.18 of the total or around 854 millions
people, where 80.9 mullions people was absorbed by small enterprises and 4

millions by medinm enterprises,

* Formal stmtistical news, Central Staristic Agency No. 280%Th X1, 30 Mel 2008 on the
Development of SMEs Macro Indizator 2008,
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Table 3.5, Luber Ahsorption of SMEs and Large Enterprises at 2000-2006
{people)

2000 €8,791,152 3,913,262 2,695,766 75,400,182
2001 70,884,554 3802834 2,562,943 7765030
2002 73,905,002 3,902,895 3,017,995 80,825892
2003 1,947,490 3,993,863 3,145,736 85,088,089
2004 76,415,980 4,030,620 315471 83,001,371
2006 78,994,872 4,238,521 3212033 86,445,826
2006 BQ, 983,384 4,483,109 3,388,462 B3.804,555
Souwrce: Derived frora MOCSME and C8S down load at vavw depkon.go id (changed by sathor)

Some studies had confiemed that labor has positive impact on production
output and gven economic growth. Dimkpah and Bethune &t Yudhi {2007} showed
that the growth of labor affeet on economic growth, Other study conducted by
Silverstovs and Helzer at Yudhi (2007) also showed that labor has long term
impact on GDP and export,

The contribution of SMEs on GDP in t2rm of both current and coustant
prige reaches more than 50 % of national GDP. At 2005, coniribution GDP of
SMEs on national GDP in term of current price reached 1,481.06 1allions or
53.54 % of nationat GDP, which was amount 2.784,96 iriilions. On the other side,
in term of constant price reached 979.71 wrillions or equal to 55.96% of national
GDP which on that year reached 1,750.65 wrillions. During the year of 2006 and
2007, respectively, contribution of SMEs on the creation of national value added
based on cuwrent price was 1,7860.22 and 2,121.31 tnllions or reached 533.8 % and
53,60 % of national GDP. While, based on constant price at those perinds, the
contribution of SMEs on PDB reached 1.036 inllions and 1,101.64 trillions or
around 55,92 % and 46.10 % of national GDP.
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Figere 3.1, The Contribution of SMEs on GDP

2600
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=
8 1660
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W Current Prics LE 12939 . fOA55326 ! 1836 .59
O Constant Price SME|  979.79 103561 _ Hotes
Constant Price LE 77094 | 81168 ! 864.94

Source: Berived from MOCSME und UBS down load af www depkop pa id (changed by author)

In regard with national economic growth, SMEs has given significant
contribution enough. That can be seen on this figure below:

Figure 3.2. The Contribution of SMEs on National Economic Growth
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At 2008, from mational econoniic growth, which reached 5.69 %, SMEs
had contributed smount 3.33 %. The contribution litle bit declined at 2006, which
was just 3.21 % of national economic growth that alse declined by 5.51 %. At
2007, the performance was back {o increase where contribution of SMEs reaches
3.47 of national economic growth that at the time reached 0.32 %.

Meanwhile, in term of export, total export of SMEs reached Rp. 1222
trillions at 2006 and contributed for 15.7 % of nationat export or 20.12 % of total
non 0if and gas export. The share on non-oil and gas export was contributed from
small enterprises by 4.99 %% and medium entzrprises by 13.13 %. The contribution
was considered 1o increase when compare it with that a year before which was just
15.44 % of total export Rp. 11034 trillions. That performance of 2005 was
contributed by small enterprises by Rp. 28.08 tnllions or 3.92 % and medium
enferprises by Rp. 82.29 trillions or 11.51 %, while the rest was came from big

entecprises,

Figure 3.3. The Confribution of SMEs and LEs en Nen Oil and Gas Expori,
20600-2005

106%
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The arpumentation on the importance role of SMEs in economy mavhe
cannot be debated; however, there 1s another thing that cannot be seglected, which
is the productivity of SMEs that remains low, This 1s pointed out by Tambunan
{2008) who states that the big contribution of SMEs on GDP and non ol and gas
export does not caused by their productivity, but mostly due 1o the number of
them that tremendously more fhan big enterprises. As a nohice, at 2003,
productivity of one unit SMEs of 47,102,800 SMEs in total was just Rp, 31.655
millions. In other side, big enterprises that just amount 6,800 unils, their
productivity reached Rp, 190,279.41 millions. At 2606, productivity of SMEs was
Rp. 36.566 millions, while big enterprises were Rp. 215,730.56 millions. Other
study also founds that beside the low of produchvity, SMEs also bas low
competitiveness, so fakes difficulty to enhance their cutput 1a order to compefe
with both domestic competitor who produce similar product and foreign
mmpezitnr.f

3.2, Opportunity and Challenge {0 Eshance SMEs

Lxport Perlormance

The limited contribution of SMEs on Indonesia’s economy cannot be
separated from cwirent classic problems faced by this group of business, Urata and
Tambunan® argued that general problems faced by SMEs are limited equity,
production and processing, difficulty to get raw materials, limited technology and
human resources (including menagement and marketing) and pot supportive
bosiness climate, Survey of Central Statistical Agency, as presented in the Table
2.5 below, emphasizes on the problems of SMEs and giving (igure on the nature
of the problems of SMEs, which are very multidimensional.

* Trmbunan, Tulus Tahi Hamonangan {2008}, “SME Developmen in Indonesia with Reference 1o
Networking, innovativeness, Market Expongion and (Jovernment Policy”, at Hank Lim {ed),”
Asian SMEs and Globalization™, ERIA Research Proisct Report 2087 No. §, March, Basgkake
ERIA

* see Urata, Shyjire, “Policy Recommendation for SME Promotion in The Repubiic of Indonesis™,
JICA. 2004, pp 87-89 and Tamburnan, Vulus, “Perasian URM hugé Perekonomion fndouesia dou
Prospefon”, Matalah Usahawas No, 07 Th XXX, Jely 2002, P, 38,
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Table 3.6. The Number of SME based on The Kind of Business Problems
(business unit)

edium Stale

% »
6?4 435

: ___;:";erpr__iaes_'
. % s e

1] Dan*: have any Constmim 48 485 18 48 Gorsso 2521
2 Have Constiaiats . %92 087 - 80, 52:_ 4,862,468 ?{;'%é;?é
. Raw material 20,362 10801 400,818  2M.53
b. Marketing 77475 40.98 1 852,231 2865
c. Capital 71,001 3888 | 643828 3456
. Transportatordistripulion | 5027 262 ; 49918 289
e Ensrgy 40608 240 50,818 2.73
f. Wages 2335 1.22 : 14,315 0,77
Cihers 11,582 604 I 150,648 8.08

i

2 054 5&’5
421,277
629,408
714,628
54,845
58 420
16,650
162,238

Total SME

o :% .
24 ?*{'
?52&,’

20.30
30.83
34.78
287
270
0.81
7.80

g
Source: Perived from CBS (SUSK 2003} dows foad at www BPS.eo id (changed by amber)

For medium enterprises, the most problems faced by them are related with

the financing (34.56%) and marketing {30.63%). The rest are, respectively, energy,
fransportation and distribution, and wage payment problem. For small enterprises,
the sequence of the problems are marketing (40.18%), financing {39.96%) and
followed by the problems related with aw materials, transportation and

distribution, energy and the last is wage payment.

The kind of problems as explained before, are the basic circumstances that

eventually will be the causes of development of other problems influencing

strongly on the growth of SMEs (Prananingtyas, 2001), which are:
- The weaknesses on market access and enlarging market share;

- The weaknesses on equity structure and the limited access on financing

sources;

- The weaknesses on organization and management,

- Insufficiency on technology and its application.

- Insufficiency on business network and cooperation amony them.
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Adiningsih {2002} proposed that beside those problems, there another
problem faced by SMEs, which are:
» The problem on business link with company:
-~ The weak supporting industry; and
- No much SMEs applying cluster system on their business,
» The problem related with export:
- The limited information on export market that can be entered,
~  The limited institution who assist them on developing export;
- The difficulty op getting financial source for export; and
- The limsited understanding on export document, as well as the process
dealing with export documents that so bureaucratic,

From the description on the problem of SMEs above, it can be pointed out
that there are two main problems that should be prigritize to develop SMES. Those
are financing and marketing. Even though, the data of Central Statistical Agency
stated that marketing 15 the second problem mostly faced by medium enterprises,
it should be consideration also that marketing is the top of business chain
Therefore, the up and down of business is closely depend on marketing activity,
In fact, most of SMEs is remain oriented on domestic market. From the profile of
SMEs in Indonesia launched by Central Statistical Agency (20043, 97.73 % of
SMEs is domestic market oriented, while the rest, just 2.27%, is expont oriented
SMEs. This figure makes ¢lear that SMEs especially small enterprises are remain
burdencd by marketing problem and it should be considemation on SMEs
development policy sefting.

The implementation of multifateral agreement under WTO was likely to be
starting point of integration gnd regionalization of economic glabal of course give
a direct impact on world economy. The direction o trade hberalization was
getiing sharp, this will give opportunity on developing product to be sold abroad.
Nevertheless, behind the open up opportunity, the change also creates new
challenges that have to aniicipate soon. Therefore, an economic actor is pushed to
improve their capability in order to be able to compete at international market.
One of which 15 the ability to apply information technology enabling them

coordinate business activity effectively and efficiently.
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Those problems will be faced by all business without consider about the
size or scale, not only big enterprises, but also SMFEs as well, Therefore, SMFs
has to move actively. They sheuld not only focus on production aspect merely, the
performance of SMEs has to in line with the dynamic on the market If
Indonesia’s SMEs is aimed to survive at the stronger competitive era, they have to
dress up. Orientation on export market is the fact that cannot be avoided. Even for
SME who currently active in interational market, they have to keep innovate on
both product and available potential market. As consequence, the performance of
SMEs should be supported encugh by government, Indonesia’s governinent has to
be active to provide on various facilitation through the peolicy.
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CHAPTER 4
RESEARCH DESIGN

Sandee dan Ibralum (2001} on their research bhas been critised and
evaluated Indonesia’s experiences focustng on increasing exports for SMEs, are
based on two aspects, government policy through program implementation in one
hand and public iniciatives in other hand which concluded export promotion
program for SMEs until this day are not well succeed. Another result from the
rescarch said that as a nationz! TPO’s for Indonesia, NAFED roles as a center of
export promotion program is needed. Overlaping on export developing program
which held by government institutions, independent insistutions (non government)
or SMEs are alse need for gelting more atiention from all sectors.

As the author explaing in the first chapter of these thesis that the purposes
of this research is tried to observe priorities scale and choosen the most effective
strategic options for both parties, SMEs and NAFED, related with their effort to
improving of Indonesia’s SMFs export performances. Analysis are based on
observation result from primary data without tried to put aside support from
secondary data certainly in order for getting the picture of SMEs export
developing strategies which already implemented and also alternative of overal]

best policies base on preferences of both parties,

4.1 Methodology -

The author analysis the interest degree and sirategic eflectiveness from
both parties on this study using Analytical Hierarchy Process (AHP) combined
with Game Theory. As well known that Game Theory is usually used for decision
making process whose involving two decision makers which compete actively.
AHF its self better known as the powerful tools on decision making process in
order to solve muiti-objectives and multi-criteria problems, whereas gualitative
perception will be transform into quantitative score so we will get the best
dectsion, because of that whole aspects is based on the process, Game Theory i3
used to simulate interactively each possible combination of alternative decisions
selected by each of playvers and Analytical Hierarchy Process (AHP) 18 used to

determine pay-off of each combiration,
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‘Strategic Priorities Determination through AP R

The act of dotermining policy priorities for increasing SMEs export
performance done through Fhe Analitveod Higrarcly Process (AHP) by
determining some experts’ perseption by exerted several quisstonairre. AHP
analysis is based on whole perspective, both by NAFED policy strategic priority
and SMEs. According to that, this thesis will cover with twe AHP analyses one
part is from NAFED preferences and SMEs preferences in other part
Academician preferences complicity is used as balancing and amplifies for two
main preferences above,

4.2.1 Decomposition of Hierarchy

In beoad outline, AHP method application are done with two phase, first is
hierarchy decomposition and hicrarchy  evaluation ' The measure o
decomposition of hierarchy covered by thres main steps” which fundamentally are
perceivable as mode to describe a variely of reality as groups of hormogeneous
element and then fried to disentangle into small parts of element and so on, until
more information could be integrated into a structure of the problems. Because of
that reasons we can said that decomposition of hicrarchy 15 the most important
parts from decision making process through AHP method, by this hierarchy a
complex system could be reached is 2 small way, easier and perceivable,

In this research, AHP application model begin by composite three tevels of
hierarchy for each problems or objective needs for SMEs and NAFED. The
highest level denotes the overall goal or objective, the second level is the key
factorsferiterion contributing to the goal and the Jast level describes the ahernative
strategies or congidered options to achieve the goal.

As have been explained in the third chapter, there are several classical
problems faced by Indonesian SMEs related to poor contributions of this sector

into our pational economy. On behalf of that, f the points of view of problems

iPermadi, Bonbang, AHP, pe. 19

* Decomposition of hisrarchy coversd by three mais saccessive process which have swrength
selevanoe among s, that is idemitying levels and elements, cancept defnkiion and formulating
qusstonnatre,
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which have been faccd by SMEs are looking from narrower angle, al the
relevance with enhancing export performance, hence it can be compiled path of
SMEs probiems which direct to management constraint {i.¢. production
management, export management and aiso raarketing management). After getting
input from various partics, author formulating five main problems of SMEs, that
are: ability to adjusting product characier of SMfs into requitement or trend in
international market indeed below of standard, internal management which more
specific of export procedural competently is still covering by weaknesses,
minigwm efforts or actions 10 promote their producis and also getting potential
market information, and the last is under orientation to conduct market penetration
directly, Regarding of that, kinds of concrate steps to overcome those problems
has taken as alternative strategy in the hierarchy of SMESs problems and interest.
At the second level, author sets Improving Economic Gains, Improving
Product Competitiveness and Brand lmage, and Enlarging Market Access as
alternative criterions. In addition, if those criterions connected to five strategies in
the third level and goal in first level of SMEs hisrarchy, it ¢an be seen as the
existence of pyramid comrelations which the achievement of oriterions depend on
the execution of altermalive strategy, and that’s with the achievement of goal that
depends on the achievement of criterions in the second level. The placement of
Improving bieonomic Gains {profit valug) residing al the same level with
Improving Product Competitiveness and Brand Image, and Enlarging Market
Access bases on the logic frame of hierarchy as represendation of problems tee
related to the eifort of enhancing export performance. Generally, increasing profit
sets as maio goal of every individoal firm. However, If the export performance
fias been defined s the main goal, hence the increasing profit will move down
into Jevel of criferion as accordance to the concept of pyramid relation among
fevet as have been explained previously, It will be more clearly i the following

descriptions

* The implemeniation of alternative strategies in SMEs hierarchy
abie to enhance potential gainy (profif) which can be reached. In
line with prefit enhancement, hence potency of SMEs o make
capital saving will increase. Its also encourage SMEs potencial in
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improving investment which ils means enhancerment of production
capacity from both of volume and quality side. On that ground, i"s
clear that improving economic gains criterion represent one of key
factor to be able te realize the enhancement of SMEs expont

performance.

¢ The achicvement of sccond criterion, that is Improving Products
Competitiveness snd Brand Images, will be determined by
implementation of allemative strategies in SMEs hierarchy, though
the bigger portion of role is the Products Adaptation and
Development, Tmplementing Promotion for Products and Services
ang Gathering Potential Market Infonmation strategy. Related o
attainment of goal, can be shown that the enhancement of brand
image have direct contribution for eabancing export performance.

+ Tor the Enlarging Market Access, all of alternative strategies have
equal role in the atainment process of this criterion, Related to
goal enhancement, it's also clear that this criferion become
fundamental aspect in the efficacy of the enhancement of SMEs
export performance,

As the compilation process of SMEs hierarchy, the compilation process of
hievarchy from NAFED perspective also based on various basic problems that
have been faced by this instiition. Altemnative strategics selected by refer to
variety of services provided by NAFED, Determination of first stratepy,
Conducting Coordination for Developing Export Promotion Program, based upon
ascription from various parties which stated that one of NAFED main weaknesses
Is compossing program which conduct unilaterally, without involving or without
coordination with other institutions (with the similar inierest) or with SMEs. The
strategies of Developing Business Consultation and Training of Export
Management, Erhancing Effectiveness of Martket Intelligence and Analysis, and
Organizing Promotion for Indonesian Products and Services have been chosen
base on input from various parties which said that those three services can be used
by SMEs directly m order t0 solves several main problems of SMEs refated to

enhancing export performance. Nevertheless, the same as the first strategy, the
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implementation of those three strategies sull lameness. 3o Nothing seis as the last
alternative strategy base on the reality which there is still existence a confidence,
especially from internal of MAFED, that NAFED strategies have adequate to
develop Indonesian SMEs export performance,

At the second levsl, NAFED herarchy slso have three alternative
criterions, which arec Enhancing SMEs Export through Trade Promotion,
lmproving SMEs Products Competitivenegss and  Brand  Image, and
Comprehensive Potential Market Information. The same as SMEs hicrarchy, those
three levels in NAFED hierarchy shows pyramid cotrelation where efficacy of
aspect attainment in one level will be influenced by efficacy of aspects
implementation in undemeath level.

» The ¢riterion of Enhancing SMEs Export through Trade Promotion
will affected by effectiveness of strategies implementation 1 the
third level, espectally affected by Conducting Coordination for
Developing Export Promotion Program and Orgamizing Promotion
for Indonesian Products and Scorvicss (without oworrule  the
important of other strategies). Related to goal attainment, this first
criteripn also represent as fundamental factor with an important

role to play.

= The second criterion, that is Improving Products Competitiveness
and Brand Image, clearly represent as one of efficacy folcrum of
enhancing SMEs export performance. Related 1o alternative
strategies, its clear enough that this eriterion will be able to reach if

alternative sirategies i1 the third level implement effectively,

« The last criterion wiich alse represent 8s ong of NAFED main
services as Matiomal Trade Promotion Grgantzation of comrse
become standard point in the achievement of NAFED goal. To be
able to reahize this third criterion, alternative stiategies in the thitd
ievel have to implement optimatiy.
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The steuciure of AHP hierarchy as an average value 1o seleet strategie
policy priority will be defined and explained one by one through diagrams as
follows:

Figure 4.1. Hierarchy of Problans and SMEs Strategies

Goal of SMEs
(Enhancing Export Pevformance)

---;n—‘f«mww[%«aawﬁ«mm»uvg o l—.,-\.---“--w-«.-»«: e e -.r-«u...lmr—_—
i

i Improving ! f Ymproving ‘ ; Enlarging Morket §
i EconomicGains | FProducts ] ; Access
% {(ProfitValue} | | Compelitiveness [ H )
; | | andBrand Image ! i | e
Product Developing of Implementing Gathering Penetration of
Adaptation and Export ramotion for Potential Potential
Development Management Froducts and Markel Foreign Market i
Skiil Services Information
{ncloding desizn
& Packaping
Innovation)

A. Explanation of figure 4.1

The wop of level 15 an overall poaljobjective for SMEs Higrarchy:
“Enhancing Export Performance”, of course it is come from their own
perspective as individual firm (business player), in the sease coverad achievement
of export improving for volume or value side. Through set in export parformance
increasing as the main purposes, it is fnporiant (0 emerge some ways aud average
values into many strategy implementation for priority criterion or strategic m the
next level, In order to achieve the increasing of export performance for SMEs,
some of considerations need to be looked lively especially for all factors which
come up from inside of SMEs or outside factors related with the existence of TPO
{NAFED), from the top of the level it’s amendable from two additional level into
one of unity of hicrarchy, The sccond level is composed into three, gs foliows,
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fmproving ecanemic gains {(prefit velue) - Ci

As an profit orieated institution, i very perceivable that improving
economic gxins 1s one of important eriterion related with export activities,
In this average values, the increasing of export had strong correlation with
inflation if we seen it from value side. Because of that export increasing
should be seen also from volume side. Another importances for this
criterion 1s how to achieve the improving the profit values,

Improving products competitiveness and brand image - C2

One of problems shouid be looked hively for SMEs in positioned their
product in infernational market as their effort to increase their product
competitiveness. I's has strong selations with the importances of
developing and brand image stabilization. This factors is also became the
blind side of Indonesian SMEs export performance.

Ealarging market access — 3

The SMFEs prosperity in accessing international market is also onc of
problems which can not deaied, Ofientimes SMEs had already able to
produce good product which comply with the prerequirement in foreign
market, but because of markel access Hmitation apt to adopt defensive
position {waiting for foreign buyers) than tried to doing market peneiration

directly into their target marcket,

The third leved i3 consisting of strategic alternatives which comprise with

five option as follows:

I

Product adaptation and development — S1

On behaif of penetrate foreipn market, all kinds of product and services
which putting on the market should be adaptable with condition and
rmarket demand. Qualities of that product became the main aspect which
constder fo high bght. Neverthelesy, there are some others aspect that can
not dented easily, inter-alta product design, produce hability 1o comply

with a request, packaging by inovative and attractive design.
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Developing of export management skilt — 82

Export process ofientimes must exceed some sirip, long and very complex
procedure, Not only procedure from origin country but also in export
destination country, Their ability in export management, finally become
the key of succeed for SMEs on behalf of increasing their exporf
performance, and because of that it’s also become one of alternative

strategy priority,
Implementing promotion for products and services — 83

The promotion activily for product (good and services) which coming on
the market is one of alternative strategy is respecting not to dented. The
intensities of promotion activity and the exactness on chosing media will
determine the position of the product on tfarget markel. Information
technology development and muitimedia bring SMEs having many options
of ways lo promole their preduct independently.

{zathering potential market information - 54

Accuracy information on market characteristic leads SMEs ability to see
their product in destination market, or optimize exploiation about farget
market. SMEs could reach these information through frade officisl of
foreign represeniative contained in Indonesia, eg NAFED (from

governmet institution), internct media access, and 50 on.
Penetration of potential foreign market - 85

Market penetration is decipherable as SMEs effort directly o their target
market. 1t’s connoted SMEs had aleeady opened actually relationshup and
begin to doing business transaction with pariner busiaess at those warket

or target country.
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Figure 4.2, Hierarchy of Problems and NAFED Strategies

Goal of NAFED

{(Fahaneing Fyxport Porformance of SREEx)

memben o T e rare———,
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Dieveloping Expurt Lonsultation and Market Indonesian
Prasnotion Training of Exgort intelligence and Products and
Program Management Analysis Bervices

B. Explanation of figure 4.2

The top level of hierarchy is an overall goal/objective for NAFED, it

averape values: “Enhancing Export Ferformuance of SMES”, in case of this,

Indonesian SMEs is already get into export market. The act of determining for

SMEs is 1o found out option of the right alterrative strategy related with opinions

from some literatures which said that there are differences sirategies for

improving SMEs export performance (had getting nfo foreign markst or just

planning for gotting into those market). Through set in increasing SMEs export

performance as main ohbjective, then U's necessary to applied by several ways

agree with criterion priorities and strategies at the next of fevel

The second level is comprises with three things which become

considerations, as follows:

1. Enhancing SMEs export through {rade promotion — Kl

So far, the succeys and achicvement for SMEs in opened new market for

Indonesia’s products and services all

the more touch upon the

implementation of a variety of trade promotion program {trade fair, trade
mission, Regional Export Trade Expo, NAFED Virtual Exhibiion, efc)
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which had been held by NAFED. Because of thal it's percetvable that the
mereasing of SMEs export as their roles by joming on NAFED eaport

prometion getivities.
Improving SMIs products competitiveness and brand image ~ K2

The fegbleness of competitiveness amd brand image from Indonesia’s
preducts at international market is perceivable with others as one of main
constraint for improving Indonesia’s export. On that ground NAFED is
gisc disposed the achicvemsm for inoreasing SMEs products

competitivensss and brand inage as one of criterion.
Comprehensive potential market inforatation - K3

The act of preparing market information is one of TPOs main services.
Comprehensive and up date market information will applicable to many
partics, especially for private company including export SMEs, for making
some plans and  amranges  strategy  promotion of the products,
The achievement on this became one of suceess key for SMEs for

increasing expart eapacity and elarge their market intemationally.

The third Jevel s consists with altermatives strategies which composed of

five options, as {ollows:

i

Conducting Coordination for Develeping Export Premstion Pregram
-N1

Coordination for developing export promotioh program is not only
covered by internal coordination in order to dynaimic stabilization but also
coordination with all relaled sectors (others government mstitutions,
NGOs, assossiation and SMEs ¢xporters) to avoid programs overlapping
that happened before.

Developing  Business Consuliation and  Training of Export

Muavagement — N2

The capability of SMEs to penetrate and carry out international market is
necessary to be improved. It's not boundaries on bestow upon training

about export management, but alse NAFED support across through

University of indonesia
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managing consultation forum which very beneficial for SMEs 1o

exacerbate their business analyses.
Enhancing Effectiveness of Market Intelligence and Auvalysis ~ N3

Market intefligence activities has already held by NAFED, through
Indonesian Trade Promotion Centre (ITPC) supports, on behalf of
accumulated and provided market analyses which potential for Indonesian
produets and services. However there are some opinions who have said
that market information covered by NAFED is iraccurate and far from up
to date oftentimes. Because of that this stratepy necded to be Jooked lively
s0 that it could increase rmarket information qualities which serve by
NAFED.

Organizing Promotion for Indonesian Products and Services — N4

As said hefore, NAFED is actively held a vanety of activities 1o promote
Indonesia’™s products on international market. Inter-alia through organize
export products exhibition, exhibifton at others countries (as orpanizer or
just participation), virtsal exmbition and trade mission deliveries
However, not 2ll of those exhibitions \were carvied on ophinized. It's

needed o carricd some sirategy fo improve those all aciivities effectively.

Po Nothing ~ N5

This reflect on status quo and it's decipherable as one type of NAFED
stratezy which NAFED belive have no need execute changing for policy
strategy, it is average valug as one type developing program for export
which already used is encugh to shore up developing Shiks export.

Quessionairre Decomposition and Respondent Determingtion

Expert perceplions werg getiing from the guessionairre forms {which

become primary data) on problems analyses. Quessionatire buflding is adaptable

making with the structure of hierarchy ordered before. The patem of questions

composition on quessiomairre 15 by making comparison judgments between

clements pair on. Those comparisons I8 by fill oul values of scale accord with

seale for painvise comparison, that are: equal importance, maderate tmportance of

University of indonesiz
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onc over anolher, strong or essential imporlance, very strong or demonsiraled

importance and extreme tmporiancs (represent by numbers 1, 3, 5, 7 and 9).

This research is tried 10 fuse perceptions from three groups of respondem, and

each group having expert capabillities related with the issues.

Those three groups are:

I

Funglionary or government officer, is a respondent group whose has sirong
correlation {under Ministry of Trade) or under NAFED organization struciure.
The respondents whose been choosen is two persons. One is Ministry of Trade
of Indonesia Specialized Staff for Developing Trade Promotion and the other
one is from the division which related directly with policy making and
developing SMEs export promouon program {Division of Program and
Cooperation Argangement - NAFED Secretariat).

Entreprepenrs, comprised with two respondents which 15 from Himpunan
Pengusaha Muslim Indonesia (Indonesian Moslem Entreprencurs Association)
and YAGASU (Gajah Sumatera Foundation)®. Both of respondents were
chosen bacause of their existences mostly related directly with SMEs and had
has many experiences according to supporting and developing export
capability for SMEs.

Academician, on behalf of cast the balancs judgments from both parties of
tespondents, then acadernician whose has strong comprehension with NAFED
existence and actual conditicn from NAFED export promotion developing
program as the best actors program. They are whose involved in this research
are consist of fwo respondents, from MPKP- FE Ul and FE Sahid Universty
Jakarta whose sl in once as Export Import Deputy Assistant, Deputy of
Marketing and Business Networks Division, Ministry of Co-op and SMEs.

The experts comb out based on thelr conceming knowledges with the

issues, Their basis competences finally expectebly for giving more comprehensive

P YAGASU is a foeal Toundation in North Sumatera. and with supporls from NGO (Planete
Urgence, Islamic Relisf, Muslim Akd), International and nagional governmental institution
{BRR NAD-Nias, UNESCQ) has provided the local communities in coastal villages of Nosth
Sumatera with small business training, production proeess, marketing and praduet promation.

University of Indanesia

Confronting Strategies..., Sulistyono, FEB Ul, 2009



preferences, so that the final result from this research ts the wost effective policies

strategy for improving Indonesia’s SMEs export prometion periormance,

4.3  Stratezic Combination Determinatiyn through Game Theory Method

o g

As have been mentioned in early part, Game Theory is ustiafly used for
decision making process whose involving two deciston makers which compete
actively. In more specific description, the use game theory of this research is to
find the point of stralegic balance or solution between the two sides (NAFED and
SMEs) which every side will defend on optimalizing of objcctive on achisvement
and their interest.

NAFED and SMEs are having different point of view in stipulate their
goal and interest. NAFED tend to use wider mange point of view that is ephancing
SMEs export performance in national scale. Moreover, observing NAFED roles as
National Trade Promotion Organization hence various programs which already
implement have not directed to SMEs specifically,. NAFED programs also
covering export development strategies for the other stale enterprises. On the
other hand, exporter SMEs in this research sefs goals and interest base on its point
of view as single business institution. Caused by this differences point of view, it
can comprehend if time orientation of the both parties resides at different seale. 1t
also perceivable, botl parlies have different perspective selated to the effor o
enhance Indonesian SMEs expont performance,

As the first step in Game Theory analysis, alternative strategies in SMEs
and MAFED hiecrarchy will be confronting to see possibility of pay off matix

composition between the two parties.
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Figure 4.3, Confronting SMEs and NAYVED Strategies
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The understanding of this hicrarchy above 18 that each strategy of one
parly will be confronted with overall of opponent’s simtegies. it con be seen
clearly through these following hierarchies:
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CHAPTER S
RESULT AND ANALYSIS

5.1 Strategies Formulation Throught AHP i

The research datas is used the answer From expert based on quessionaire,
then the author makes some processable data for getting average values from each
comparing criterion and sirategy on the hierarchy of developing SMEs export
performance. Strategic priority from each party (SMEs or NAFED) will getting
afler AHP calculation (expert choice software outpuis), which through compiling
and comparing pairwise matrix comparison from the average valnes results abaove.

5.1.1, SMEs Strategy for Export Increasing

Primary data which zccumulated from business actor (SMEs) perspective
have been processed in order to get average value of respondent’s judgement. The
process actualized by base on the simple method that is summing up all of the
perspective score and devided by number of respoudent The avarage valaes of
respondent’s judgement (SMESs) as shown on appendix 1.

Average values and dale from respondent (AHP quessionainre) celoulated
by expert choice software program. At the first step, the author fried to comparing
the level of interest from fhree crifena at second level with respect to the poal of
problem hierarchy and strategy for SMEs. It’s come up from business actor
perspective for achieving increasing of export performance. They tend to disposed
Improving Economic Gains as the most importance criferia with nmmber of
priority foot up to 0.711. The priority value from other eriterias is connected far
enough by 0.177 for improving prodects compettiveness and 0.112 for Enlarging
Market Aceess. Figure 5.1 shows the value of preference for the critenia from the
aspect of SMEs strategies.
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Figare 5.1. Comparing SMEs criteria preferences and weights of criteria,

Pricraics with resgect o
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The next step is analyses level of SMEs interest related with each of
cntenia. If it's correlated with iraproving economic gains critenia, then SMs will
tend to choose actualisation of Products Adaptation And Development strategy
with priority foot up to 0,5186. It i3 because of indication judgment that SMEs bas
been exist at export market and already has exploitated market Quality and
product characteristic about desirabilily and market tend become more
toportance then others alternative stiategies. Strategy which placed second
priority is Developing Of Export Mmagement Skifl (with 0.175 value of
jugdment) and the last position 15 placed with Gathering Polential Morker
Information strategy {(with 0.66 value of judgment). This figure tried to shown
comparison of preference from each stratezy related with improving economic
gain - profit value.

Figure 5.2. Comparing criteria for increasing econemic gadus - profit value
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weich € vreksstony Tudamenta.

On behalf for increasing product competitivencss and brand image
strengthening, SMEs tend to chose Products Adapiation and Development as
steategy alternative selection with the highest prionty value 0.480 and Penerration
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Of Poteatial Foreign Market as the lowest strategy prionty 0.080. Strategy which

taking possession at second place is fmplementing Fromation For Products And

Services based on cogitation that ameluiration for quahty product without
followed with best effort to brand image gathering on target market, which this

gould be materialized through promotion ways will not gain an optimum resalts,

Qverall order for that strategies prority is shown with figure 5.3 as follow.

Figure 5.3, Comparing ¢riteris for improving preducts competitivensss and brand

mage
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Products Adapration And Development, Implementing Promotion For
Products Ard Services and Developing Of Export Management Skill is the third
strategy alternative with the highest priority if it be keyed to enlarging market
aceess eriteria. Priority munber of judgment for those three aliernative sirategies is
0.360, 0.215, and 0.167 respectively. Overall values for priotity number on

enlarging market access criteria is shown throngh figure 5.4 as followed:

Figure 5.4 Cumpang mtem for t.niazg;ng mm'iwt Acorss

Privrities with respeet bl
Goal: Entsancing Export Parformaescs
»Entarging Macks? Acoess
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As continuing step from choosen the most importance alternative strategy
process selection with AHP method, the auther tried to makes final synthesis with
the probiem hierarchy to choose SMEs strategy priorities fon increasing their
export.

Expert choice™ provides two ways of synthesizing the local prioritics of
the alternatives using the global prionities of their criteda; the distributive mode
and the ideal mode. In the distnbutive mode the weight of criterion reflects the
importance that the decision maker attaches 1o the dominance of cach aliermative
relative fo sil other alternative pnder the criterion. In this case, the distributive
mode would be the way o synthesize the resuft as shown in appendix 4. After
deriving the lecal prionfies for the criteria and the altematives through pairwise
comparisons, the priorities of the criteria are synthesized to calculate the overall
prioritics for the decision alternatives,

Result recapitulation from data processing output in order to select SMEs
strategy prienty for increasing SMEs export promotion performance {from the
highest to the lowest number of value) shown intable 5.2 and 5.3 as follows:

Tabel 5.1, Priority and Consistency Index of SMEs Strategies

A 1’113{12} | -I_i_icmt's-isfei'ic‘y.gnﬁi%_x': e
€1 8.1
£2 177 3.07
€3 g1z
Criteria {1
Sustegy
81 4516
82 $.475 Q.08
$3 {1.144
84 {066
83 0008
Critenia 02
Strategy -
81 480
52 0.152
S3 0.206 0.07
54 0.082
53 . 0.080
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Criteria C3

Stratepy :

81 0.360

82 Q167

83 G215 0.05
54 0140

85 0118

Source : Data processing output

Tabel 5.2, Consecutive Global Pricrities of SMEs Strafegies

"~ Cansecutive -

_ Prigrities o OWwaeRy. oo . Weightof Strafegy
1 $1 0.492
2 S2 0.170
3 S3 0.163
4 S8 0,097
5 Sd 0.077
- Total Weight ' ' 1.000
Civerzall Inconsistency Index = 0,07

Source : Data processing ouipit

From the result recapitulation {Expert Choice software output), we could
found AHP final synthesis which is called weight of SMEs judgment is based on
human intuition as an aulonomus business institution. If we see {rom priorities
weight on the second fevel {criterion} there respondent gives the highest priority
weight of judgment on Enbkancing Econonic Gains {Profit Value) criterion. That
is 2 naturs] condition bear in mind as business ingtitution, and then an advaniage
is reflecting their main orientation from fotal business activities.

¥ we see from whole aspeet on thicd level through global priority, the
highest weight of priorily is Products Adaptation And Development. Another
strategy alternative which occupy second and third place are Developing Qf
Export Marnagemernt Skill And Implementing Promotion For Products And
Services. Weight of order on this third level is reflecting that an overall 8MEs is
already entering export market, management perspective which used as references
on enterprise management Is focus on market orientation. Because of that
developing policy for producis become one of selection strategies and all action is
focus on accommodate of demand or trend which is develop at target market.
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Developing product process is not stop here as the only strategy, because a high-
grade produci will pot gain an optimum appreciation from the market if it is not
followed with several effort for steenpthening brand tmage on publict mindset. {n
this part, the role from promotion stategy of product and services become very
impoﬁanz’,

From overall result accumulation had shown the inconsistency Index
chosen by expert {respondlent) both of local and globally, It is shown for low of
number (ander 0,1} That number reflecting as whole respondent on determines
their selection has had good consistency level. According to Bambang Permadi
{1992) if the consistency number is net in good level (more than 10%
prerequirement) then it must to modify perception judgment especially on citerion

level.

5.1.2. NA¥ED Strategy Policy

The act of determining NAFED strategy prionity related with increasing
SMEs export performance in Indonesia is done with the same analyses step of
process ke SMEs strategy prionty selection. The first step is by sccumulating
average value of respondent judpment based on AHP quessionairce froms NAFED
side as shown on appendix 2.

In the same manner as already explained before, the average values data
from respondent judgment through AHP quesstiomaitre and then it processed by
Expert Choice software. Base on palrwise comparison matrix and the ceparison
from three level of importances criteron which on the second level from the
problem and NAFED strategy herarchy geen than NAFED preferences is more
toward for Improving Smes Products Competitiveness And Bramd Image criterion
by 0,438 as prority of judgment, which is unconcerned in distance as big as 0,430
with Enhancing Smes Export Through Trade Promotion choosen by respondent
as placed the second high level. The value of preference for the eriterin from the
aspect of MAFED strategies pointed out from figure 5.7 as follows:

} For most companies today, some promotion is eesential in order to create customer swareness of
a product end its characteristics (Burnett, Jhon 1, 1993},
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Figure 3.5, Comparing NAFED criteria preferences and weights of criterion

Pricrilios vaith vaspect to:
Goal: Enhancing Expart Posformance of Indonesian SMEs

Evihancing SMEs Export Thicugh Trade Promotion 43¢ T
traproving SMEs Products Competitiveness and Brand Image 432 JERA—
Comprehensive Pokentis! Market Tnformation Rccl
Inconsistency = 002

with & missing jadgmmts,

Souree - Data processing output

Furthermore the author making some evaiuation for Enhancmg SMES
export through irade promotion criterion. The result from data processing at this
criterion refiscting that respondent is sealized the fmportance of policy
synchronization among stakeholders related with improving Indonesia’s SMEs
export performance, and because of that they seem to choose Conduciing
Caordination For Develeping Export Promotion Program as alternafive strategy
with the highest priority weight is 0.388. Qthers three slternatives strategy are also
getting quite high weighted of priority is for Developing Business Consultation
And Training Of Export Management, Enhancing Effectivencss Of Market
Inteltigent Avd Analysis and Organizing Promotion For Indonesian Products And
Services. Each are getting weighted as order with 0.205, 0.171 and 0,181 value,

Figure 5.6. Comparing criteria for enhancing SMEs export through made
promation

Pedorities with respoct to:
Goad: £nhancing Expart Pesformance of Indonesia SMEs
>Enbancing SMEs Bxport Through Trade Pramsotion

Conducting Cocrdination for Developing Exgort Promabion Program A8 T
Developlng Business Consultation and Traluing of Export Management 225

frhmncing Efectiveness of Market Inteligence and Analysis 2750 N

Organizing Promotion fisr Irionssian Produdts and Sorvices 81 TN

o Nothing 254 W

Invonsistancy = §.88
with O missing fudaments,
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If we pointed out with Improving SMEs products competitiveness and
brand image criterion, there are two alternative strategies on the top position of
priority, and both of that has the same weighted with 0.269, That is Conducting
Coordination For Developing Export Promotion Program and Developing
Business Consultation And Training Of Expors Moanagement. Respondent
preferences to choose both of alternative strategy 13 based on iaternal ordering, in
NAFED management or others cffort for boosting SMEs capability on doing
some ordering inside their intern management, in this case is such as incroasing
professionalism on export administration matters. Eventhough, it is clear enough
that all respondents are not overrode others strategy imporiances. It's proven o be
the level of weighted priorities for Organizing Promotion For Imdonesion
Products And Services and Enhoncing Effeciiveness Of Market Imieliigent dAnid
Analysis which not far distances from the highest of both alternative strategy with
0.213 and 0.198. As & whole NAFED priority weighted strategies respected to
improving SMEs product competitiveness and brand image 15 shown with this
figured:

Figure 8.7. Comparing criterin for Improving SMEs products competitiveness and
brand imase

Prdor Bins with raapoct 3
Gook: Enhancing Expert Pardoomancs of Jadonesian SREs
»Emgrraviog SMEs Paducis Campetiiveieres and Brand Image

Condusting Coordination for Developing Expotrt Promotion Program ARG
Enhaneing Efactiveness of Market Inteligence and Analysks JA68
Crganizing Promotion for Indonsstan Prodicts and Services 213

Do Nething 053
Ineonsistency = G.03
with () i fudgments,

e e ae s W B L et 4P AN MRo eeheimde aa mm e o s ras e mvms s e v oee e b e o b

" Source : ata processing output

In the manner of observing the relevances with the fast criterion is comprehensive
potential market information, all respondents still disposed Conducting
Coordinaiion For Developing Export Promotion Program at the 1op of priority
with 0.372 weighted of priority. At the second level with 0208, then the
respondent had choosen Enhancing Effectiveness Of Market Intelligence And
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Analysis. At the last enterion all respondents still disposed De Mothing as the
lowest altermative strategy with 0.046 weigthed of prionty. If's mean with
impression that a variety of stategy policies is had already implemented by
NAFED for supporting cument SMEs export performance. Although it fell not
well felfifl all parties vet. Because of that the satus quo is getting the lowest
weigthed if it’s compared with others altemative stmiegy. The result from data
processing ouwtput for comprehensive potential market information criterion is
pointed out with figured as followed:

ngm? 5.8, f,‘am;sanng criferia for comprehensive potential market information

Prigrities with recspect to:

Goal: Exdunwing Expent Penforrarss of Indovetion SMEs
»larmpsrele nsive Potentisl Market Inforcoation

Conducting Coordination for Develoning Export Promation Program gy il A )
Develcging Business Consuation atwd Training of Export Managament 2z1 N
$nhancing EFectivanass of Market Intnifigence and Analysis 2=
Ovganiring Promcton for Indonesian Products and Services 231
D6 Nokhing a4 I
Inconabrteney = 8.120

with O misshng judgments,

The final synthesis with problem and option for NAFED strategy related
with Indonesia"s SMEs export performance is pointed out with appendix 6.

Final recapitulation from daia processing output in osder to choose
strategy priority for NAFED for increasing Indonesta’s SMEs export performance
and the order for result priorities is pointed out on table 4.5 and 4.6 as followed:

Tabel 5.3, P‘nﬁnty and Conzistency Index of NAFED Stratepies

5 Incnmlstency
lnde\ e

K3 0,430

K2 0.438 0.02
K3 0.133

Critedin K1

Steategy ;

N 0.388

N2 0.205
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N3 Q.17¢ {08
N4 G.1E:
N3 6054
Criteria K2
Burmtopy ©
M3 0.269
N2 0.269
N3 8158 403
N4 0.213
N3 0.051
Criterin K3
Stentegy
MNi 8372
N2 4171
B3 828G 1R 14)
f L 8.131
NS \ g.a46
Source 1 Data processing oot

Tabal 3.4, Consecutive Priorities of NAFED Strategics

T

. Steategy - - Weight of Strategy
1 N 0.323
2 N2 0.235
3 M5 0.198
4 N4 {192
5 N3 0651
TowlWeight = .. = . . L00d
Overall Incousistency Index = 0.05

Source : Data processing outpm

From the table of 5.5 we can sze at second level the tvend of preferences of
respondents at Improving SMEs Products Congpetitiveness oriterion with 0,438
weighted of value, 0°s catching up with Endhancing SMEs Export Through Trade
Prometion criterion with 0,430 weighted of value gnd the lowest prionty is
Comprehensive Polentiol Market Informotion criterion with 8,133 weighted of
value. It's shows respondent which choosen references from NAFED side s
reatised that implemented poltoy through that institution ought to give priority to
support SMEs on developing their product. The background of that thought s
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based on some awareness that one of SMEs main obstacle to entering global
market is the aspect of product qualities which usually not accord with market
expectation. Furthermore, one main key of Indonesia’s products success to
entering international market is through setting out of uniqueness and qualities
accord with standard or target market at destination country.

At the third level, as shown from table 5.6, strategy which getting the
highest weighted is Conducting Coordination for Developing Expori Promotion
Program by 0,323 values catching up with Developing Business Consultation and
Training of Export Management and Enhancing Effectiveness of Market
Intelligence and Analysis with each of priority by 0,235, and 0.198. In the manner
of selected those altematives as strategy with the highest weight, we can make
some conclusion from NAFED preferences; 1t is needed to increase synergy from
SMEs export developing program through similar programs implementation by a
variety of other institution in Indonesia. Moreover, it is realized that SMEs export
performance partnership with the largest enterprises is more benefited.

In order for boosting SMEs export performance, the other thing tangible
step which must be done by NAFED is through capability transformation on
export procedure management consistences inform SMEs by potentional market
information. This is also reflecting NAFED strategy priority where do nothing is
on the lowest position with priority weighted is far distances with other altemnative
strategy priority. The “status quo™ awareness as altemative strategies is not right
for current situation. This realized as preferences from vespondent is aimed at
human thingking that all program which implemented by NAFED are not
optimized to boosting up for SMEs export performance and because of that it
need to making some ordering at variety of policy implementing aspects. As AHP
result calculation from SMEs side, the Inconsistency Index from experi chotce
output from NAFED side is getting with low values as globally by 0.5 point.
Those number shown as overall respondents on choosing their preferences have

good consistencies.
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5.1.3. SBensitivity Analysiy

Sensitivity analysis can be defined as analysis to see influence of change
the attribeie weight to elternative composition. Being of new information or
change of condition once in a while making people altars its assessment so the
result from hierarchy as ¢ whole will also be diffecent (Survadi, 2002}, According
to this definition, there can be taken a conclusion that sensitivity analysis
represents the analysis which good for knowing influence of the parameter
changing weighted to optimal solution of decision. This will be able to be utilized
by pelicy maker in anticipating situation and change decision if it is accurately by
change of pammeter weight The condition can be expressed that sensitive
decision to change of parameter.

As explained by Permads {1992), sensitivity analysis from the matnx three
level is see influence of change at exogenous variable (level two} in the direction
of the condition endogen vanable (level thiee). After overall of calculation
process through model of AHP is done well by problems hierarchy and SME'’s
strategy and NAFED, the author will be getting the sensitivity apalysis from both
hierarchies. The assessment has done by respondent as well as for hisraxchy
problems SME’s or NAFED, because of many factors could be change. For
example, that caused by change of direction and condition policy of sational
economy hence each party assumed that prionity weight fo varions critenia exist in
level two have imprecise and need to be accommodated, with existence of
sensitivity analysis will be able to be estimated in the level of friction of priority
weight in strategy level of each party. This snalysis could be used to assess the
level of constant from both lierarchies.

In program of expert choice, there are § type seositivity analyses. Bt in
this rescarch arc only used 3 type sensitivity analyse; {i} performance sensitivity,
{if) dynamic sensitivity, (ili} gradient semsitivity. The reason for choosing of
performance sensitivity because of the level of understanding is relative casy,
These analyses could send all information about level of prionty for each aftribute
and also getting for behavior alternatives if it changes for each attribute. In picture
of graph, the eniterion is iHustrated as vertical bar chart with value of priority in
vertical axis in the left-side of graph with label Cat%s. The value of altemative
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pricrity for cach attribute is shown as a line across to vertical bar chart, with the
value of altemative prionty for vertics! axis in the right-side by label Alt%. The
dynamic senstivity is shown as compare of performance sensilivity analysis
heace the graph will be easy to read because of detail number is illustrated by
dynamic sensitivity. Through gradient sepsitivity, it will be takem a detail
ittustration zhowt the level of sensitivity from available alternatives based on the
atinbute. For this kind, the graph for sensiiivity analysis that vertical axis in the
left-side is the value of priority from aliernatives, in other hand horizontsl axis as
the value of priority from attrrbute that will be analyzed. Ii is also shown lines of
graph that the result is appropeiate with the result of available alternatives.

in regard to constani of wsing expert choice sofiware, the path of
sensitivity analysis is used by performance and dynamic sensitivily auslysis
{shown in figure 5.13 and 5.14),

Figure 5.9, Performance sad Dynamic Sensitivity for SMEs strategies
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: Dynamic Sensitivity for nodes below: Goal: Enhancing Export :
1 Performance
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According to figure 513 abovs, it has shown the attribute which the
highest of sensitivity weight is fmpreving Economic Gains (Profit Value) with
71.1 % value. This means that the change of weight in the attribute will give a big
influence to fiiction weight in each alictnative strategy, comparg o two other
alternative aftributes.

If looking the side of altermative strategy, the Products Adaptation And
Development will get a high impact in the change of priority weight in side of
attribute. Although each of attribuge has changed In significantly but it has a high
priority weight in compare with others alternative strategy.
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Figuee 5.10, Performance and Dynamic Sensitivity for NAFED strategies
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The level of sensitivity atiribute for NAFED preferences tends to equalize,
specifically for Inhancing SMEs Expor: Throwgh Trade Promotion and
Improving SME's Producls (ompetitiveness which has difference value of
senstiivity with range not 1o far. It means that the change of weight of attribute has
a lugh impact of friction the weight of alternative strategy. In general, altemnative
strategy has o seasitivity level which enough stable, whereas the priority of the
highest weight is Conducting Covrdination For Developing Export Promotion
Program, Developing Business Consultation dnd  Truining Of Export
Management Skilf and Enhancing Effectiveness OF Murket Intelligent And

Analysis.

Figure 5.11, Gradieat Seusitivity for SMEs below the goal
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Figure 5.12. Gradient Sensitivity for NAFED below the goal
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In this gradient sensitivity analysis the author only shows the graph for
atiribute with the value of the highest sonsitivity for cach side like fmproving
Economic CGaias in SME’s side and Enfuncing SME's Export Through Trade
Fromotion for NAFED side. The graph of gradient sensitivity SME’s shows each
of altersatives strategy which has the high level of stability whereas this
illustrated with the line of graph most likeiy horizontai. However, it can not same
with nothing or not sensitivity. It is true that altemative of strategy products
development and adaptation will be able to high priority although weight of
atiribute improving economic gains (profit value} has changed. But, if the
attribute weight has decreased to point 6, the weight of strategy implementing
promotion for products and services previously in position higher than developing
of export management skill, there will be decrease with the lower disposition. In
more extremely, if the weight of attribute decreased to point 2, it will be friction
the weaght for two other simategies {Penefration Of Potential I oreign Marker and
Gathering Potential Morket Information). The pgraph of gradient sensitivity
NAFED shows the high level of stability, The friction of priority weight will be
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happen i two strategies, that are Organizing Promoiion oy SME's Products And
Services and Enfiancing Effectiveness OQf Market Intelligence And Analysis, it only
happens if the change of weight priority in enhancing SME’s export thyough trade
promotion to above point 7.

5.2. Determination for Strategic Policy throuph Game Theory Combination

aad Analvtical Hicrarchy Process

After partially conducted analyze on sirategic priornity {from side of SME
and NAFED] by using AHP methods, henceforth s conducted Game theory
analyze and combine with application of matrix calcufation on pairwise
comparison at AHP methods. As previous selfexplanatory, AHP anoalyze is expert
appraisal oo strategic priority while the use of game theoty of this research is o
find the point of strategic balance or solution bebween the two sides which every
side will defend on optimalizing of objective an achievement and their interest,

Combination of Game Theory and AHP of this research is to see
possibility on sieategic displacement to becoming primary priority of SME and
NAFED (partially refiected to AHP analyze), that i3 the result from Game Theory
analyze on every sude strategy if given attention to other side strategy.

Basically the calculation of respondent appraisal on an average of Game
Theory is similar to respondent average methods on AHP questionnaire. The
difference lay in respondent point of view or strategic priotity determination on
both sides. For game theory questionnaire, respondent 15 not being asked o
compare strategic priorily bierarchy ¢n criteria or goal from both sides but the
appmisal 1s done by comparing or giving prionity scale of interest from svery side
strategy and pay attention of opponent strategies.

The component for appraisal of respand andfor strategy of SME on every
strategy in NAFED hierarchy is Product adaptation and development {81},
Developing of expor! management skill (52), Implementing promotion for
preducts and services (83), Gathering potenticl market informustion (54} and
Penetration of potenticl foreign market (S35 While NAFED respond andfor
strategy on ¢very strategy in SME hicrarchy Is Comducting Coordination for
Developing Export Promotion Program (N1), Developing Business Consultation
ond Training of Export Managemem (N2}, Enhancing Effeciiveness of Market
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Intetligence and Anglysis (N3), Organizing Promotion for Indonesian Products
and Servives (N4 and Do Nothing (N3}, Average calculation of respondent
appraisal result for all of component of respond andfor strategy can be seen on
aprandix 7.

MNext, the average data of respondent appraisal resull on gusstionnaire
above is processing using expent choice software®. The recapitulation of data
processing result used to evaluate priority strategy of one side to receive
opponent’s strategy (between both sides, SME and NAFED) is shown on Table
5.8 as follows;

Tabel 8.5,  Calculation of Weight Priority to reccive apponent’s strategy
(hetween SME and N

Indicators of I Iedicators of L 4]
Pxio:iﬁes Privgities
R T T R RS R R e e T R
1. | Respons to N1z Mpnmmﬁi
51 0.298 Ni 0.204
82 0.259 N3 0344
83 0.230 867 N3 8183 0.08
84 6120 fu 2! 0.131
L8 9993 [ LS I AL T
ST et A : S Vo KRR ER el SR
2. ; Responsto N2y Respons to §2
51 0.285 wi
S2 £.367 N2
83 0.136 1009 N3
84 0152 2]

N )

._.L}“SA

A | Responsta Wi

51 0.31%
82 0,130
53 8,208
84 0.19%
S5 o100 |
T Totel T L0007 B G Aot
4, | Respans to N4 Respons to 84 ;
s1 {318 Ni £.258

% s course of priority extrapofation in the game theory method, utiizstion of expent choice
soBware remaing to be emsbled, However, child of goal node ftled in with one of the panty
strategies, while part of atiemative Slled with other party strategies.
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Weight Weight
Indicators of 1 indicators of Cl
Priorities Priorities
82 8182 N2 0.208
83 0.301 0.10 N3 8312 § 010
34 0.118 N4 §.145
85 e 0.075 .85 1. 8047 _
JRREERET: ¢ CRSRE BN K0 30 HIRCEE DICIERE: O < EANRINI S5 Eus R HELIS
8. | Respons Respons to 55
st 0.449 8,353
0.137 $.225
{2163 ¢89 0,267 a3
8,107 0,152
DR B 21115t RIOELD]

Source : Author's calculzied data using expert choice

Next step is to find out the aptimal solution such as finding every strategic
combination between both sides. In game theory methods, that step is sctualized
by firstly to determine the pay off value from both sides. The value between SME
and NAFED is acquired by calculating the weight of local priorityr from the result
of Game Theory questionnaire calculafion above with the weight of global
priority from strategy of partial AHP analize which has been caloulating before
{on part of 5.1.1 and 5.1.2). So, the pay off value for SME can be scen on table

5.9 a3 foilows’
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Tabel 5.6. Payoff Value for SME

0156

g6

G.221

82

(Export
Management
Skii)

0.044

{.062

0.0

8431

0.627

83
(Promotion R
Products and
Services)

0.637

0.0z2

0.034

(L0449

0.027

S4
(Petential
Market
Information}

0.003

0012

C.015

0.00%

0.008

S5
{Peactration of
potential
Foreign Marker}

0.000

0.006

U010

0,007

0.012

Saurce Result of cateulated data

In conclusion from table 5.9 that the benefited stategy for SME is on the
mghest pay off value, on first row and fiftk column (0.221) for strategy on
Product adaptation and development (51), to receive the fifth stmtegy from
NAFED, that 15 do sothing (N5). On the other side, the value of the lowest pay
off (0.006) is for stzategy of Penetration of potential forcigs market (85), and is
achievable id NAFED use Developing Business Consultation and Training of
Export Management (N2} strategy. Next, the matrix of NAFED pay off value

can be seen on table 5. 10 as follows;

Confronting Strategies..., Sulistyono, FEB Ul, 2009

University of indonesia



87

Tabel 8.7. Payoff Value for NAFED

§1 82 83 54 b
{Produtts {Export {(Fromotion {Popatial {Penetration
Adpptation Management | for Products Market of potental
" and Skill) and Services) | Information) Foreign
development} ] ' - Market)
8088 ’ : 0.114
4.081 2077 $.045 0.048 0.053
0.036 .026 4.041 2,062 0.041
$.025 0023 0.033 0.028 {031
8802 8.003 0.003 0B.062 0.003
caleulated data

From table 5.10 can be concluded that the most benefited pay off for
NAFED s on sirategy Condueting Coordination for Peveloping Export
Promotion Frogram (N1) which can get value 6f 0.120 if SME doing strategy of
Developing of export management skill (82) or Fmplementing promotion for
products and services (83). The lowest pay off value {(0.602) is for Do nothing
(IN5) strategy, in this case 1o receive SME that has selected Product adaptation
and development (81) strategy and Gathering potential market infaormation
(S4).

Next is the pay off value from both sides will be compared to find the best
point of balance between SME and NAFED strategy. Pay off that will become
optimal solution for both sides can be seen on table as folfows:
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Tabel 5.8. Payoff Matrix for SMEs - NAFED

o *
BHETIERE i it apan i) X Rpabipeeriims ot oty

81 .
(Products :
Adaptation aud 8«14?’_;0.095 0340 0081 | 0157 Q036 | 0158 0025 | 0.321 0002
development) ;
82

(Exgort
M
Skill}

S3
{Promotion for
Prodhucts and
Services)

[

00677 {0031 CDR2810.081 00230027 0.003

0.046 1 0.034 0041 | 0.048 0.038 | 0.027 0.003

sS4

@otensial ; 0.009 0083|0012 0048 | 0015 0082 | 0.009 0028 | 0.00B 0.002
Information) '
T
(Penetration of
potential | 0009 0,414 | D006 0053 | 0010 0041 |0.007 00310012 0.003

Foreign ‘ :
Market) .
Source : Result of Game Theory analysis T

From table 5.11 above can be scen that it is impossible to reach Pareto and
Nash equilibrinns’. If SMEs is decided to use S1 strategy (since this strategy has
the highast pay off for SMEs to reach that is 0,221 hence rationally NAFED will
chosen N1 strategy {(where NAYED will get highes! payoff value that is 0.095
from all possibility of value in line S1). On this equilibrium point (581-N1), payoft
value of SMEs will reach 0.147. From the opposite view, if NAFED already
decide to do NI strategy (wich possibility to pet the highest pay off value that is
0.120} so SME has two strategic aliernative that can be able to use that is 82 and
S3 strategy. Rationally, if NAFED has determined N1 strategy to reach this
highest value 30 SME will choose (0 use 82 strategy, thus can be abie to reach the

‘Ina game between two plavers which is noa-zero sum, it is vevognized some term of squilibrium,
two among others are (Permadi, Bambang, pg. 713!
3. Pareto equilitwitn: happened if both of players get best of payoft value from sl of payoff
vatue which possible,
2, Nash equilibrium: happened if there i3 no possibility 10 esch plaver to increase their
payeif vafue by implementing unilateral movement (changing strategry), under a strategy
which bave been specified by its apponent.
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higher pay off value (0.044) than that of choose §3 which only give pay off value
as big as 0.037. However, if SMEs had 2 mind to get maximum pay off valug that
exist in column of N1, SMEs tend to shift its strategy toward S1 and its mean that
the combination of N1-81 strategy will reach again as an equilibrium point.

Sirategy combination as have been presented at table 5.11 represents the
calculation result of pame theory method which not only consider the perspective
of both competing partics, SMEs and NAFED, but also including the perception
of academicians to strengthen final judgement. Furthermore, the author excludes
the perception of academicians and repeaied the game theory pay-off calculation
process between SMEs and NAFED, Strategy combination which only accounted
the perception of both competing parties is shown on Table 5.12 as follows:

Tabel 5.9, Payoff Matrix for SMEs — NAVED {exclude the perception of
scgdemician)

Y2 ()

Si

Adaptation and
devefopment)

(Products | 143 - 0128 | 0.126  0.086 | 0.116 / 0.022 | 0.134 0018 | 0,196 0.008

S2

(Export
Menapement
Skilh

0.074 { 0.064 . 0.020 1 5.063 0023 ] 0051 0003

83

Products and
Services)

(Promotion o1 | n3g 0439 | 0.025 0.050 | 0.030  0.028 | 0.082 . 0.033 | 0.018 0.003

S4

Market
Information)

(otential | 5010 0126 | 0.012 0059|0018 0034 0011 0023 | 0011 0.003

85
{Penetmation of

Foreign
Macket)

potential 0.007 0127 ; 0008 0048 | Q008 003510009 0027 6006 (003

Sewrce | Result of Game Theory analysis

From the table above it can be seen that by excluding the perception of
academician, the Pareto and Nash equilibrium still can not be reached. The
existing pattern of this pay off is almost similar with table 5.11. The highest vaine
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of SMES reached at the Products Adaptation and Development strategy when
NAFED actually Do Nothing. On the contrary, the highest pay off of NAFED
reached at the Conducting Coordination for Developing Export Promotion
Program strategy when SMEs use Developing of cxport mamagement skill
strategy.

Base on Permadi (1992), in a research which uses game theory method,
Pareto or Nash egulibrium not necessarily to be reached. However, it is require to
refer back the background of this condition. From the overview of NAFED and
SMEs hierarchy in contects of enhancing SMEs export performance, it indicates

that there is no coordination between both parties in term of composing strategies.
Thus, they stand ground in each strategy which has been selected. The
determinant factor of this condition can be clearer if it observes SWOT matrix of
NAFED as the following table:

Tabel £.12. SWOT Matrix of NAFED _ : f
INTERNAL ENVIRONTAMENT IDENTIFHOATION f
!
]

STRENGHTS WEAKNESSES

. Laws and regulations which supporting the | 1. Lack of coordination between central and 5

performance of NAFED such as Ministerdal
Deoree, facilitation of fiscal free policy, ete.

. Representatives office & domeslic and
foreign {Paiil and TTPC)

foral governmert, or belween ceniral
goverment and business associations, in
order o develop national  export
performarnce programs.

Several forms of nternational calendar of { 2. Hrand development for best brand,
event which held in Indonesia and abroad. esgwa}ly for texzmmg products, have
0 mnzl N
. The odstence of MoU as epoperation gl R
agreement with other country, international | 3. Products development that based on
TPOs and Ioeal governanece {province). “cluster” has not conducted yet.
4. Limited human resources to conduct

OPPORTUNITIES

EXTERNAL ENVIRONB ENT IDENTIFICATION

markel analysis {products and market
analyst}.

THREATS

. Global market for gpotential Indonesian
products and services has already opened.

. Market share for Indonesian export products
that has been penetrated are relatively small

The existence of various regulations that
implemented in target market (countries}
of Indonesian export products (non trade
bariers].

i ¢, Lack of the vses of modem technology

and have oppo ty to be expanded. by Indonesian SMEs 30 they unable to
. The pumber of requets for trade relation enhance value added.
from other country incresse (especially for 3. Hight cosl economy.

Indonesian best producis).
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i

4. The increasing of business enthustasm in

4. Lack ol the entreprencurs awareness in

looking for the opportunity of new market. diversify its products and enhance brand

image.

export  parformance  are  still
harmenious.

% Coordination and cooperation arnong
institutions engage with enhancing SMEs

not

Source: Derived from Renstra 2084.2609 of NAFED Secretarial (changed by author)

Consider to SWOT matrix of NAFED above, can be scen that the one of
various weaknesess of this institution is lack of coordination among central and
lacal govenmment, and also with industrial and trade association, in the progress of
developing national export. If 1t is looking fo the threat agpect, we can find a
similar point, that is coordination m interinstitutinal relattonship that have
relevancies with enhancing export performance of Indonesian SMEs, ix
inharmonious. Buoth of aspeets depend on the same point of problems, wich is lack
of coordination in develuping of expont promotion program, sectorally or
regionally, Those aspects bocome basic of NAFED perspective in order to
developt thetr vision, mission and programs. Hence, we can understand that 1 be
able to aoticipate this weaknesses and threat point, NAFED choose the
cwordination among regional and sectoral as their regulation base. Later, 1t clearly
defined in the priority of strategic option from hierarchy of NAFED,

From the cz:mtrary; SMEs tend to overview from the narrow perspective,
which is from they own perspective as 2 single business institution. They set the
omset enhancement which direct 1o the increasing of profit as thev basis of
strategy, It is important to remind that SMEs becoming object of on this research
is the SMEs which already exist in export markel, and they know that market
share for thetr export products have polency fo expand. The imporiance specific
gonstraint must be faced in order o expand their market share is adjusting their
product character with market expectation, Hence, if 5 rational if they try to meet
market demand and the strategy products adaptation and development commited
to implement.

Base on the condition as menfion above, can be seen that the difference
point of view from both parties 15 in the process of strategy development. This
factor also becomes a direct cause of the combination strategies of SMEs and
NAFED that unable to reach highest payoff value.
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CHAPTER S

CONCLUSION AND RECOMMENDATION

6.1. - Conclesions

Based on the result and analysis for improving performance of Indonesian
SMEs export, a number of conclusions can be drawn from the studies, which are

summarized as follows:

1} Rating Priorities on SMEs Hierarchy

» Hased on SMEs pempective anglysis, telated to improve expost
performance, they fend fo choose nuproving economic gans as the most
irnportance critena (local oz global). It stands the reason views of thetr
position as business institution, hence the increasing of profit represent a3
the main orientation from overall executed activity (according with their
altemative strategy).

v Observed at the rating prionty of iis five applied aliemative strtegies,
SMEs tend to choose Products Adapiation and Development as strategy
alternative selection with the highest priority value. This decision 15 the
logic consequences of their existence that already eatering export market
and have specific market segment. On this condition, the management
perspective which used as references is fulfiliment of vision, mission and
sirategy 1o direct the market orienfption. Therefore, the adjustment of
product’s character to the trend and market demand is » must However,
the provess of product development does not stop here as the only strategy,
because of high-grade pradact will not gain an optimum appreciation ftom
the market if it is not followed by several efforts for strengthening brand
image on public mindset. In this part, the existence of other strategics is
needed as supporting strategy so the effort fo enhance SNEs export

performance will reach effectively.
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Rating Priorities on NAFED Hierarchy

s Base on NAFED perception, in the attainment effort of the main goal that
is enhoncing export performance of fndonesian SMEs, the fiont criteria
and bence gets hiphest poorty is Improving SMEs Products
Competitiveness and Brand Image. It indicates that the responder, which
in this case represents perspective from NAFED side, fully realize that
overall NAFED policy shall be basz en the orieniation tu assist the
improvement of SMEs products. This idea comes from the awaréness that
one of main constraiots of SMEs 16 eater global market is the aspect of
products quality which ofientimes does not complisnce o market
expectation.

« TFor il sltemative strategics, from overall weight of local and global
priority, NAFED tend 1o choose Conducting Coordination for Developing
Export Promotion Program as the main alfernative strategy. It shows
responder consciousness to the importance of policy synchronization
between various parties which related 1o the development of SMEs export
performance in Indonesia. It also mdicates validity of indication which
have been stated by many parties about the overlapping of the
development program of SMEs export and NAFED realize the importance
of synergy enhancement of s SMEs export promotion programs with
similar programs which executed by various institutes in Indonesia.

« The conscentive of NAFED strategy priority also shows that Do Nothing
is alwoys on the lowest position with prionity weighted is far distances
with other alternative strategy priotity. 1t realizes that “siatus quo™ is not
an appropriate alternative strategy at this moment. It con comprehend also
as opinion of responder which direct into idea that various SMEs export
promotion programs which implemented by NAFED are not optimized to

' As have been explained in chapter 4, Do Nothing reflect on stams quo and it's decipherable as
ane type of NAFED strategy which NAFED belizve have no need execute changing for pelicy
strategy, it i3 average valwe ax one type developing program for export winch already used is
enough 10 shore up developing SMEs export.
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boost up for SMEs export performance and because of that it needs to
make some improvements at varicty of policy implementing aspects.

3) From the result of game theory analysis, there is ro sirssing point hence
Pareto or Nash Equilibsium does not exist The highest payofl of SMEs is
Product Adaptation and Development, which is bappened when NAFED
applied suategy of Do Nothing. On the contrary, the highest payoff of
NAFED is Conducting Coordimation for Developing Export Prometion
Program, which is reached when match two altermative strategies of SMEs
{Developing of Export Management Skill and Implementing Promotion for
Products and Services). The result of repeating the game theoty pay-off
calculation process shows that by excluding the perception of academician the
Pareto and Nash equilibrium still can not be reached.

Iecommoendution

Based on dhis research and some litesaturss, there are several

recommendations which could give critical point for stakeholdexs concerned in
SMEs gxport promotion program, as follows:

a, Policy Reconunendstion

The author has suggestions on beball to compromise in form of
combination strategy between Protduct Adapiation and Development (St-
SMEs) and Conducting Coordination for Developing Export Prometion
Program (N1-NAFED;} which remain fo the best choice for both of parties
to link their point of views. Through this combination, although they can
siot reach their optimal payoff value, they can obizin sirategic unifications
which are 2ble 1o form a synergy so that can support attainment of the
objective, either from SMEs or NAFED stde, in an optimal way.

« For the overdapping current problem on SMEs export development

programs as mentioned by many perties, the amhor fully concurs
regarding with Sandee and Buddy (2002) said that it requires an instituiion
which has authority to coordinate, so entirely programs infer institutions
will be doing well in accordance and synergy of each other.

University Of lndonesia
Confronting Strategies..., Sulistyono, FEB Ul, 2009



a5

Based on actual and recent conditions, NAFED and many institutions
(govermment and non-govermment) related to the development of SMEs
export performance have o more concemn on the actualization of
assooiated programs directed to the development of SMES’ products.
Recently the supports given are more focused on the production capacity
improvements, conversely, the supporis should be delivered to the product
quality side, including the product design quality,

The existent promotion for SMEs products which partially administered
by many insttuiions {especially NAFED) and SMEs, have to be welt
coordinated. Therefore, the promotion concept should be integrated and
focused on the establishing brand image of Indonesian SMEs producis in
global market.

b. Recommendation on Foture Study

The result of Game Theory analyvsis is reflecting different point of view of
SMEs and HAFED in the process of compesing strategies, This factor also
becomes a duect cause of asynchronous of SMEs and NAFED strategies
hence the combination unable to reach highest payoff value, To solve this
problem, 2 solution that has to be taken is repeating the process of Game
Theory until synchronous point of view of NAFED and SMEs can be
obtained and both of parties could get & compromise o harmonize their
vision.

Tn this research, the author Hmited o two perspectives. Nevertheless,
observing the actual condition where many siakeholders have their own
interest for the SMEs development, thus it requires more comprehensive
study and invokes more perspectives.

This research is discussing SMEs export generally; therefore i would be
better {f there wers some studies conceming SMEs export development
based on cluster or products classification. Base of thought that there is 2
dissimilarity of product chamcter which wosld cail for dJifference

approach.
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Last byt not least, government instintions who have their own interest of
the improvement SMEs export performance oblige to do lots of studies
having the dispossl method whick capable accommodating parties
perspectives, for example the AHP method and Game theory, hence in
taking a decision which can be applied not only based on the government
perception but also invelvisg other related parties.
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Appendix - { - Average Value for SMEs Perspective

Average values of Respondent’s Judgments (SMEs} related with AHP
Questionnsire

e
2 { Improving Produsts Competiiveness and Bramd Image 4 500

Frplementing promction for
Development {including poducs prdocts aed services 4300 R
| design aod peckaging) :
3} Products adaptation and v$ Gathering potenaisl market R
Breveloptaent (achifing products nformuation 5.000
| design and packaging}
4 | Procducts adeptstion and vs  Penetrstion of potential foreizn
Bevelopment (nchiding prostucts market 3.633

1 | Products adaptabion amd vs  Developing of expart sansgement
Development {fucindmy prodiis skili 4.000
5 desion and packaging)
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Prodiscts adaptation and
Development {imelading products
design and packaging}

Products adaptationand
Development (including products
design and packaging)

Products adepiation and
Prevelopment (inciuding products
design and packaging}
Developing of export menagement
skiil

Peveloping of export managesent
skili

Dreveioping of export mansgement
siakl

Implementing promaotion for
products and services
Implementing promotion for
prosiucts and services

Gatharing poteacial market
nformation

¥3

e

Eoplementing promotion i
producis and services
Gathering potencind macket
infrmation

Peretration of potential forsign
markes

Enplementing prowotion for
products and services
infosmation

Pevetration of potential foreign
market

Gathering petencial morket

i ]

Fenetration of potential forergn
sreatket

Penetration of potenial foreizn
narket

3.500

4,000

3.000

1,086

24619

1.167

4333

3,133

1.600

& | Beveloping of export munagement vy Gethermng potencial market .
skill irformation 1385
7 | Developing of export managsoen, vy Penetation of potential foreion
skili market LI
8 | hmplemending promotion for vs  Gatheong polencial machket
products and services mftrmstion 2619
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(1) {3)
9 | Implementing promobon for vs  Penetration of potential foreign .
products and services market 2133
10 | Gathering potencial market vs Penetrstion of potential foreien
i on rearket 1196
Somree: results of AP questionnaize by experts
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Appendix — 2 — Averape Value for NAFED Peyspeciive

104

Average valuex of Respondent’s Judgments (NAFED) related with AHP
Questionnaire

Enbancing SMES export theongh trade promation .
2 | Improvisg SMES wrodocts competitiveness and brand image 2800
{-omprehensive poteatial market infirmation
1 | Conducting Cooedimation for vs Developing Business Consuliation
Bleveloping Bxport Peomotion and Training of Export 3000
2 | ConducBag Coordinabion for vy Enhancing Effectivencss of
Peveloping Export Promotion Markes Intelligense and Analysis 2.500
Progmm
3 | Condueting Coordination for vs  Organizing Promotion foc
Peveloping Export Promotion Indoneshm Products and Services 2586
Program
4 | Conducting Coordinations fiur vs Do Nothing
Preveloping Export Fromotion 3390
Program
5§ Developing Business Corsultation  vs Enhamcing Effectiveness of
and Training of Export = Market Intelligene and Analysis 1.833
Management
6 | Developing Business Consultation v Organizing Fromotion for
and Training of Fxpost Indonesian Products and Services 1300
Mansgement
7 | Developing Bustness Consultztion  vs ¥ Nothing
and Training of Export 4,000
Mansgement
8 | Enhancing Flfectiveness of Vi Organmring Promotion for
Market Intelligence and Anglysis Indonestan Products and Services L300
¢ | enhancing Effectveness of VS Do Rofinng
Market Inteiligence and Analysis 4.300
10 [ Organizing Promxtion foc Vs Do Nothing
Indonesian Products and Sesvices 6.500
University Of indonesia
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Conducting Coordination for

Developing Export Promotion
Pro

gram
Conducting Coordination for
Developing Expott Promation
Program

Conducting Coordination for
Developing Export Fromotion
Program

| Conducting Coordination for

Developing Export Promotion

Program
Developing Business Consultation

and Training of Export Management
Developimg Business Censultation
snd Traiing of Export Managoment
Developtig Busmess Consultation
and Traming of Export Management
Eohancing Pffertivensss of Markes
Tuteligence and Analysis

Enhancing BEffectiveness of Market
Inteiligence snd Analysis

Organizing Promotion for Indonesian
Products and Services

vs  Developing Business Consultation

s Training of Export
Mansgement

vs Bnhancing Effectiveness of
Market Intelligence and Analysis

vs  Organizing Promotion for
Indonesisn Products aod Services

¥s Do Nothing

vs  Enhaneing Effectivensss of
Market Inteliigenee and Anslysis

vs  Organizing Promotion for
Indonesian Products and Services

v Do Nothing

vy Organizing Promoton for
Indonesian Products and Services

vs D30 Nothing

s Do Nothing

105

1.686

1.300

1800

4.500

1833

1.300

4.500

1.000

3.000

6.500

1 | Comducting Cotrdination for +5  Developing Business Conssliation
Beveloping Export Promotion and Trairing of Expost 4,500
Program Management
2 1 Conducting Coordination for vs Enhancmg Bffectiveness of
Developing Export Promotion Market Intelligence und Analysis 1.578
gram
3 | Conducting Coordmmtion for vs  (hganzmg Promotion for
Developing Export Prometion fndonesian PFroducts ang Services 1.800
Program
4 | Conducting Coordination for vs Do Nothing
Developing Export Promotion 4300
Program
5 | Beveloping Business Consultation vs Enbancing Effectiveness of
and Training of Export Management Market Intelligence snd Analysis L167
& | Developing Business Comsuliation vs  Organizng Promotion fiw
and Training of Export Management Indonesian Products and Services 1.300
7 {1 Developing Business Consultation vs Do Nothing
and Training of Export Management 4.000
University Of bdonesia
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{1y ) @)
8 [ Enharcing Effectiveness of Market  vs  Orpanizing Promotion for
Intelligence and Analysis Indonasian Products snd Services 4.500
9 { Enhancing Effectiveness of Market  vs Do Nothing T
Inteligence and Analysis 6.000
10 | Organizing Pramotion for Indonesian  vs Do Nothing
Products and Services 4.000

Source : expert questionnpire sesult

Univergity Of Indanesia
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Appendix — 3 - Pairwise Comparivon Matrix for SMs Perspective

Pairwise Matrix Comparison for comparing SMES criteria preferences and
wesghts af mterla RS

s L A

- ﬁség@ug Products cﬁéipetftiwenms a:w Btaad fmage

; ﬁnla” Macket Access
Pairwise Matrix Comparison for comparing criteria for increasing economic A
gams - prafit value :
e e - e
Py ' Froduct Ad nevewpzugsanphmnﬁ¥asﬂsems HPenetration |
mﬁgmﬁma ami Bwelopm 8.0 3633 LT

50 f0,

ggphmnang Fromotion for Produ
(ﬁtﬁarmg Patentisl !&r‘k&t Inforzm

- [T - L T P

Pairwise Matrix Comparisen for comparing criteria for improving products —
competitiveness and brand image

e mda MM ¥ o r

EFEY I Wl SR

i b e T ar -y

#,5 3.8

{8s

Z2618 1.487
4333 2132

e v

Pairwise Matrix Compurison for comparing criferia for enlarging market

acoess
B T e I e TR G s ‘i
Product Ad: ﬁmhp’m &n;ahmenhz Gathering T Penctvation,

2588 1.4 31
10486 1.346 4.1
2819 2133
1.1

University Of Indonasia
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Appendix — 4  Finul Synthesis for SMEs Perspective
Synthesis with respect to SMEs goal
Sy nthesis with respect to:

Gooal Enbwnsing Export Pafamenes
Crweral Inconsistoncy = 07

¥raduct Adaptation ond Development A5 S
Davaloping of Sxport Menagemont $kii 12
mpmonting Prometon for Produsts s Services L6 TR
Asthering Potondal Markst bformation Kidgm
Panstration of Potndal Forsign Morket 7
Source | Dats processing output

Syunthesis with respect to Each SMEs Criterion

O

Synthesis with respect t¢: Improving Economic Gains - Profit Val...
{Goal: Endenclng Export Pa > Bnproving Fooromic Gaine )
Overal lnconsiseney = 08

Prouct Adaptation and Development N B SIS
Devaloph of Exper t Management Skl A75 T

implemanfng Promslion for Products ar Services 44

Gatherlng Polendal Market nforsation 55 N

Pertelration of Potenal Forekyn Market e S

AT b e A A TR 4 RN n

T L T SO S S e ) - . T T S Y N

Synthesis with respect to: Improving Products Competitiveness ...
{Goat: Enbanging Export Fa®» improving Prodicts Compat)
Overal iconsistanty = 07

Product Adaptation ans Development an T, e

Developing of Expert Management Skig 122 .
raplementing Promotonisr Produsts and Setvices s e ™
Gatharing Potential Market nformation ;-
Parelationof Potenbal Foreign Matket 080

soerom S ao mey wweakEme 67

Synthesis with respect fo! Enlarging Market Access
{GoAl; Erhaving Export Pa & ENiigiog Maricet Access {3
Ovoral inconssteney = 85

Product Adupiadon and Developrent B e —————
Devalaping of Export Manngement Skill LE7
Iapkereating Promotian for Progests and Servises 245 [
Chalbrering Potentdal Moy kel dermeton RELy
————

Fenaration of Poteniy! Forelgn Morser Sits

Scurge: Data processing output

Uriversity Of indonesia
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Appendix ~ 3 - Pairwise Comparison Matrix for NAFED Perspective

Pairwise Matrix Comparison for comparing NAFED criferia preferences and
weights of criterion

- Enhanclog | Improving { Compreh

ot :t;i‘bmugh Frode Pramation
ipreany SMES Brodists Competitiveness and Brand ma

Conapiehensive Potential Masket lnformation

Pairwise Matrix comparison for comparing criteria for enbancing SMEs
export through trade promotion

im&mg‘ﬁnmmgjggammg!noﬁouﬂngl E

3.0 25 2.586 2

1.3 49; |

i

e weian 2 Mw»mmw-:h.. .

. ang cwrdinat}an for Deve
| | BeeiEping Business Consultatior
| |Edfidhcing Etfactiveness of Marks
; |Organizing Promotion for thdonesi
bo Nnﬁiiﬁg

13 &5
i 6.5

Patrwise Matrix Comparison for compariog criteria for lmproving SMEs
pm:iucts com petztwesums gutd brami zmage

e s bR Mim ae LAl mme mwmbibe em AWy et ey

onducting! Developing Enhanciag | Organizing o Nothing
1.088 13 18 35
% 1,833 1.3 45
1.0

Wdug Effectiveness of Markes
E Biganwing Promation for indones
% Ho ﬂnﬁziag

LT "

“

Pairwise Mafrix Cﬂmpafisa::z for comparing criteria for comprehensive

patenna! market mfomaaon

o e e 4 5 Sk ik ok —i e - .

‘Developing En&mﬁng;ﬂrgan&mg%ﬁa ﬂotfungl
46 1578 1.4 450 |

ﬁw@ﬁm%orw nation fm’ oeve

© {Ueiloping Business Consultatior 1.187 1.3 4.0;
Eabidnctig Effectiveness of Marke 45 &0-3 :
Orfianizing Promotion for ldones a6 :

Do Nothing

University Of indonesia
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Appendix - 6 — Final Synthesis for NAFEDT Perspective

Synthesis with respect to NAFED goal

Synthesis with respect to:
Gaak Eohancing Export Performance of indonestan SMEs .
: Oweral incansisieny = 05 :
Lordusting Coordination for Developing ExportP..
f Developlayg Business Consalfatlon and Traimz ot
; inhancing Elfecilventss of Market inteliigence an..
! Grganizing Promotion tor ndoneslan Products an.. :
i Do mmng
Sowoe i}az& pmcasmg mt;ztit
Synthesis with respect to Each NAFED Criteria
i Synthesis with respect to: Enhancing SMEs Export Through Tra...
| {Goak: Bnhancing Expoit Fe > Batancing SMES Expert Thr) j
Crearal inconsisiensy = 08
: :
i H
! Conducting Coordingtiontoar Developing Bxportf.. 368 R
. Devoloping Business Consuttation aml Traiing of . 205 m !
i Entoscing EHectivenass of Market Intelligence zn.. 1771 [NNEENSIER SRR :
I Organizing Promotion for lndonesian Products ... 1831 JIREIREERREEENE
Do Na!t’éng Lhd n
i S ... . AR e
Synthems with mspect ta' improwng S?&Es Prcdm Compet;twm ;
; {Goal: Enhancing ExportPe » nproving SMEs Praducts 0 ,
; Craprsl Meonsistency = .03 ;
; ]
: Condueting Coordinalion for Develoging ExporiP., 269
: Deveisping Business Oonsultation and Trahing of,, 258 R ;
i  Enhancing Eficctivaness of Market infelfigence an.. 198 W :
Grgamzing Promoiion for Indonesizn Produets an.. 213 PR B f
| DoNaking @51 M ]
POV . -2 O
Syntheszs with mapect to: Camprehensm Potential Market Infor... '
g {Goat: Enhancing Export Pz > Comprahensive Poinial B :
Ovaral ncongistensy = .10 '
f Conucting Coprdnaton for Developing ExpostP.. 372
. Devefoping Business Consultation and Training of. 171 |
; Ebancing Effectiveness of Matket Intelligence an.. 287 ¥
: Qrgarizng Promotion for lndonesian Products an. 131 SR {
! Do Nething 0% S :
: . M e ke a s - . P C e e e . :
Source : Diata processing autput

University Of indonesia
Confronting Strategies..., Sulistyono, FEB Ul, 2009



Appendix -~ 7 — Average calenloiion of respondent appraisal

11

Average ealeulation of respondent appraisal on Game Theory Questioansire

Confronting Strategies..., Sulistyono, FEB Ul, 2009

Comparison Vilue Comparison Value
1 | Strategy respons redated with W Strategy réspons related with St
S1:.82 L 800 Ni @ N2 1333
Bi 83 2086 Nt @ N3 2.288
5184 1.878 Ni : N& 1600
81 : 85 2078 Ml N5 4.500
§2: 83 1433 N2: M) 3.560.
82 54 3,333 Kz : N4 3.060
§2 .88 2,100 Nz : NS S0
XIS 1833 N3 N4 2.300
§3 : 8§35 3560 NI N3 §.500
854 : 85 ; 1.800 Né N5 4000
2 | Strateay respoes selated with N2 Sirstegy respons related with §2
$1: %2 1167 NNz 2333
5i: 83 3.333 NI - W3 3.0
51 &8 1133 W Nd 2300
81 : 85 3333 Hf : N5 4.000
$r: 83 3500 Nz : N3 4600
2.3 4 500 KNz - N4 4066
82 : 85 3,560 N2 M5 3.500
83084 1108 N3 N4 1360
§3 .88 4004 N} . N5 4.000
84 . 83 350 ¢ WA NS 3.500
3} Strateny sespong related with N3 Stravegry respons related with 83
$1: 82 2800 NI oooNZ 3333
S1: 82 2,660 NI N2 1833
51 84 1,167 Nt . N4 1.833
81 B3 1433 Wi : NS 4.500
52 : 83 1.333 N N3 13353
82: 8 1.i67 N2 : M4 1500
$2 - 85 1833 N2 . N5 3500
53 84 1.500 Ni: N4 1.833
83 : 83 3333 N3LNS 4000
S4 : 85 2833 Né RS 3500
2 | Swategy respons related with N4 Strategy respons related with 54
51 .82 3.000 Nl - N2 2300
S$1: 83 1.333 Ni M3 1.333
S$1: &4 1433 Ni N4 1.133
2155 3800 NI NS 4,500
82:8 1335 N2 D N3 1.333
82 84 1333 N2 N4 1.300
University QF Indonagia



Comparizon Value Comparison ¥Yalpe
52 8% 1,833 N2 ;NS 4.000
3084 5.500 N3 @ N4 5.000
83 .85 5.000 N3 NS &K%
84 ;RS 1.433 Nt 1 N3 3.5360
5 | Stratewy respors telated with N5 Strategy respons wisted with 8§
8182 5500 NI N2 1,586
St : 83 2418 NI N3 2333
510 84 4500 Ni : N4 2333
51 : 8% LG Ni : N3 4,500
$: - 83 (419 N2 : N3 1.333
§2: %4 1.833 N2z N4 1.333
§2 . 85 1.433 NZ * N5 4.000 P
83 .84 2133 M3 - M4 1833 '
83 8% 1.633 N3 NS 4 50
54 88 1567 M4 - NS 4.504

Seurce : Recapitulstion of questionsirre average dala

Univarsity Of Indonesia
Confronting Strategies..., Sulistyono, FEB Ul, 2009



ACPENDIX

Appondix - 8 - Quessionaive Jor SMLEs Perspeciive

Survey
Peningkatan Kinerja Ekspor
Usaha Keetl Menengah di Indonesia

Contuet peeson:

Sulistyona

Telp02l) THIXXXX
Hp. 681715 x XXX

E-miail - lee tiongrmmail com

tee on(2(cvahois.com

Confronting Strategies..., Sulistyono, FEB Ul, 2009
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(mrsne for appeimdiy - 5} b4

Moknn diisi nrengenai dats pribadi responden berikut it .

£, MNam Responden

2. Alamm Bunub

Jakaria Koda pos:

3. Telpon/Fax ; ,

4. Usia Respondan : nhun

5. Pendidiken torakhir
a. SIVSLTP i b SLTA 3 e. DUD2D3 [
d. 81 i e. 82 [ e 83 ]
f. Ininnyn {sebutkan)

6. Pekerisan
a PNSENE £ b. Karyawan Swasta [} ¢. Wirsswasta 1
4. Burulvtani ] ¢. Ibu Rumeh Tangge [} ¢ Mahasiswa/Pelajar [}
f. Pensiwmann L] £ Lainnva {sebuatkan)

Confronting Strategies..., Sulistyono, FEB Ul, 2009
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(oninne for appradiv - 8)

Kuesipguwy Unruk DKM

“Peninplkatan Kineria Ekspor UKM Tadonesia®

Dari Sepi Kepentingan dan Stratezi KM

L Latar Belakang dan Tujusn Pepelitinn

Sawr dagnwarss yang lain, pada saat indonesia digoneang krisis perekonomian, banyak psaha begar
yang terpursk dan mengalami kebangkrutan, Sungguh diluse perkirnan, disengah situasi krisis tersebut terpyata
Usoho Mikre Kecil dant Menengah (UMEM} mampu wmiuk tetap berdin don terbukti tangguh berwhars (Juroal
KUKM edisi April 2007} Prestasi ini mendapmikan apresiasi dari banysk pihak, hingga Presiden Soesilo
Bambiusg Yedlioyono dalwn satu pernyataannys menyebutkan, "Bisa dibilang UMKM saat jtu menjadi sate-
satunys sekior ying mampu memutar toda perekenomian Indonesin. Posalmyn, saam fs gektor niil besar
mengalemi kempndegan binppa kebangkrutan, Hal yang sama lerjadi poda sektor perbanken, properti,
perdagangan dan kelompok usaba besar lainnya”.

Hal di atas menjadi salah ot bukti babwa pentingnya perangn UKM dalsm perekonamian Indonesia
sebagoimana selal disebutkan dibeberapa peraturan dae perundang-undangan adelah benar adanys, UU No. 9
thun 1995 menyebutkan posisi usabm kecil sebagai bogisn iptegral dunia usaba yong meropakan kegiaton
ckonomi rakymt mempubyat  kedudukan, potenst dan peran yang ststegis didalam strukiur perckenomsian
nasional. Posist dan peran UKM tersebu ditegaskan pula melalui beberapa peraturan yang inin, yotln PP No, 44
tahun 1997 entang Kemitraan, PP Ne. 32 hun 1998 tentang Pembinsan dan Peagembangan Usaba kecil,
Inpres No. [0 tabun 1999 {entang Pemberdavaan Usaho Menengah dan Kepres No. 127 whos 200! temang
Bidang/leniz Uzaha yang dicadangkan untuk Useha Kecll dan Sidangilenis Usaha vang dicadangkan untok
Usala Menengab atau Besar Dengan Syarat Kemiteagn, UU No. 20 faben 2008 sebhagnl peagganii UL No. ¢
tahun 1995 kembnl monyatakan dengan felas akan posis! dan peran URKM, dismang discbutkan babws sesuat
denpan amanmt Ketetapan Mujelis Permusysrowaton Rakyat Republik Indonesizs Nomor XVIIMPR-RY/1598
tentang Politik Ekonomi duism rangka Demokeasi Ekonomi, iisaha Mikro, Kecil, dan Menengah peric
diberdayakan sebagat bagian integral ekonoini mkyat yang mempunyai kedudukan, peran, dan polensi sirategis
untuk mewujudkan swrukiur perekonomian nasional yang makin selmbang, berkembanig, don berkesditan. Dan
karennnya, pemberdaysan UMKM pertu diselengparakan secars meayeluiuh, optimsl, dae berkesinambungan
melalui peagembangan iklim ysag kondusif, gemberian kesempatan berusaba, dukungas. pedindungan, dan
peagembonga: usaha selvas-linsniya, sehingga mampu meningkatkan kedudukan, peran, den potensi Ussho
Mikro, Keoil, dan Menengah dalam wsesujudkan pertembuhan ekonossl, pemenluan dun peningkatan
pendapatas rakyat, pencipisan lapangan kerjo, dan pengentazan kessiskinan,

Sepanjong renlang whua $997-2006, jumial usaha skala keeit dan menengah mesespai schitar 99%
darl kescluralin jwnlalr usalta di Indonesia dan memberikan konstribust sebesar 54-57% dari 1otal Produk
Domestik Brato. Namun meskipun jumiah dra pertumbehen whunan UKM cukup aggl, pevin UKM terbadap
konfigurasi ehspor nasional masily boenda juud dibawal usaha skais besar. Ini dikarenukan kebanyakan 3K
masth cendersng mwengonrap passr domestik don fugs karenn magih misnva beberaps kendaly vang harus

difiadupi oleh VKM wuntk mampu mesembus pasar internusional, Sampai syt sekarang, kamamposn untuk

Confronting Strategies..., Sulistyono, FEB Ul, 2009



{Crantinue for appeadiv. 8}

mengenali psar potensial, peningkaton mgam den kualiias preduk sena keterhitason akses ke pusar globul

merupakan Wramsgan wsum bagi UKM Imdonesi.

L. Petunjuk Umuem Pengising Kucsioner

HED

Skala Persepsi
-y Definisi .
Nifni Skata {berdasarkan tdnpkat kepeniingan) Penjelasan
. Dug  sirategi  yang  memiliki  ringkst
! Kedua elemen suma pentingnya kepentingay yang san terhadap sulu juivan
T Strategifhegiatan yang satu memiliki gagko
3 Eli};‘?zgg:j;gggi:ﬁ zzzshiaiun - kepentingan vang sedikil lebil: tinggl dayi
pening ceip P 4 stratepi/kegiatan yang lain
. : 2 Stratepifkeginton yang satu memiliki sagkat
Elemesn yang satu lebih penting dasi 2 o A
5 pada clemen lninnya kepeﬁizggan iebil tinggi dani stemegikepinian
yang fain
e . : : Sirarepiskeziaton vong satn semiliki fingkat
7 Satue gergligies tebih penting dari kepeatingan yany javh lebib tinggi dari
pada eleren lainnys - :
steategi/kegiatan vang lain
Saty elemen jelus sangat penting Steategifkegiatan yang saty memilila #@nakat
g Esecazs matlak) dari pads elemen kepentingan yang metiek lebilt tingzi dani
tainnya strategikegintan yang lain

Contoh pengisian bila dipilih nilai 5 di sebelah kird

Lebih penting meningkatkan nilal keuntungan
‘......_

S Lebik penting meningkatkin dava suing
penting produk den memperkokoh brand hnape
s
3 5 7 9

PN
o | 7 s ) 3
-

Bila dipitih 5 di kivi {dilingkard) antinya meningkatkan nilai keuntongan 5 kali icbih pemting dan pady

meningkatkan dayva saing produk dan memperkokoh brasd image

i, Kuesioper Bagiann 1 - Tujusa dan Strafegi UKM

Tegaan Uoon TN
(Meningkstian Kinerja Ekspor}

——

T

Meninghatnya Nilat Meninghkutny: Duwa Momperlaas
Keuantongon Sning Produk dan Pangsy Pasar
Memperkoloh

Brand haage

Petonjuk Pengisian:
Lingkerilah yebgal anpka sajr dibawah ind yang mescerminkan kepentngannya

Confronting Strategies..., Sulistyono, FEB Ul, 2009
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(Continue for appessdic 8} | 17

Unitek Tajuan Umuam DKM meningkntkan kinerfa Ekspor. make lagkanioh sebued angba saja dibswsb
It yang mencermdnkan dngkin kepontingantya

Lebih perding meninghatkan nilat keuntungan | Sanwm Lebil penting meningkatkan daya saing
penting pracduk dan memperkokoh brand image

e
-

L ]

Lebih ponting meningkatkan nébal kevniungan | Sama Lebih penting memperiuas pangsn pagar

peuting
9 7 3 3 3 g ; 9
Lebih penting meninghatkan dagmaing Sama Lebih penting memperluas pangsa pasar o
produk dan memperkokoh brand image | penting
9 7 & 3 3 % " 5 -

Tujunn Umum UKM
{Meningkatkan Kinerja Ekspor)

///\

Meninglhatanya
Nilai
Keuntungan

Melakwkon Meningknifan Mdlaikan Mengusrrputian Muemaseki Pasar
Bengombangan Eemampaan Promosi Infoymasi Pasar Asing yang
Frodik Mangjemen FrodukfJasa yang Potensis Putenginl
(leromsek disain Ekspar
produk dan
parkazing}

Berduswrkan bagos bieakd di alps, bandingkaslah lingkat kepentingan duri masiag-ressing tujone atau alternatif

strategt yang dilsksanakan oleh UKM dakn spoyn meningkatkan kineria ekspornya deagan menuliskan aital

sesual rnking yang ads poada panduan skals persepsi.
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{Continue for appendiy - 8)

Perhandigan tingkat kepeptingan anlar ateenati

t, Untok Tejvsr Umuin KM mesinghatkan Kiseria Ekspor Knsuseys Untuk Meningkainya Nilai
Kewntungan DKM, alieemtifl mana yang lebih penting Beros dicapai oleh UKMY {lingkailab b

T
Lebah penting melakukan pengombangan Sama Lebih pesting meningkatkas kemampuan
produk {(termasuk disain prodek dan peniing mauvajemen ekspor i
prckaging)
9 7 5 3 3 5 7 g

2, Untuk Tujuap Umum UKM meningkathan kineria Ekspor khususnys Untuk Megiaghatnys Nilat
Keuntungan UKM, allemnatif mana vang lebih pestiag harus dicapat oleh UKM? (lingkarilah J.

Lebih penting mekakukan pengembangen Sama i ebih penting melakukan promosi e
produk (termasuk digain produk dan penting produk/jasa ;
packoging)
9 7 3 3 K hi i 4

3, Untsk Tajuan Umum UKM meningkatikan kinerjs Ekspor khususnya Uniuk Meningkatnya Nilad .
Keuntungan UKM, nitematif mana vang lebif: penting harus dicagai oleh UKM? {fingkarilah ). i

Lebih penting melakukan pengembangan Sama Lebibh penting mengumpulken informasi pasar
praduk Oermasuk dissin produk dan pesting yang potensial -
packaping}
i 7 5 3 3 3 ? G

4, Untuk Twpesn Umum UKM mesipgkathan kinerja Ekspor khwsuspys Untuk Meningkatnya Nilai
Kenntungan UKM, slternatif mana yang lehih penting harug dicapai oleh UKM? {lingkarilah }.

Lebil penting melokukan pengembangan Sanw Lebil penting memasuki pasar asing vang
produk {(termasuk disain produk den perting potensial
packaging)
g 7 X 3 3 3 7 ¢

L

Untak Tejumn Umom UKM meningkatkan Kinecja Ekspor khususnya Umnsk Mesingkatnys Niiai
Keuninagan LIKM, alternaif eans vang lebil penting harus dicapal oleh UKM? (lingkasilah ).

Lebih penting meningkatkan kemampuoan Rama | Lebih peating melakukan promeosi produkfiasa
manajemen ekspor penting

k4

ol
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Continue for appemdiv. 8}

6. Unwk Tujssa Umnw UKM meainghatkan kiserga Ekspor kissusayn Untuk Meaingkatnyn Nifsd

Keuntunguo VKM, allernatil masu yang febib penting harns dicopul oleh UKM? (linghaeith 3.

Lebih penting meningkatkan kemampuoan
mnajemnen ekspor

g 7 5 3

Smina
penting

Lebih pering mengumpulkan informasi pagar
yung potensial

-----

h

3 3 ? 9

7. Untuk Tujuss Umum UKM meninghatkan kineri
Kenatungnn UKM, alicroatil mana yang lebih penting

harus dicapai olel UKM? (lingkarilah ),

8 Ekzpor khususnya Uniok Moeningkatnys Nilai

Lebik penting meningkatkan kemampuan
isanajemen ekepor

T

9 ? § 3

Samn
penting

Lebth penting mempsuki pasar szing yang
potengial

h 4

3 3 ¥ 9

8. Untek Tujusn Umsm UKM meningkathon kinerja Ekspor khususnys Untuk Meningkatnys Nilai
Kesntungan UKM, aliemati{ mana yang lebih peating

hasus dicapat oleh VKM ? (dingkarilah ).

Lebih penting sueinkuban pronsest produk/jasa

9 7 N, 3

Samsz
penling

Lebill penting mengwmpulkan informasi pasar
yasg potensial

3 b 7 4

9. Ustsk Tyjuan Umuom UKM meninglkatian Kiterja Ekspor khususnya Untok Meningkatnyz Nifsi

Keunfungan UKM, alternatf mans yang lebih penting harus dicapat olel UKM? {lingkarilah ).

Lebifi penting melakukan promosi produk/fiasa

3

Surma
peating

Lebih penting memasuki pasar asing yvang
potensial

w

10, Untuk Tojuas Umum UKM meningkatkan Kinerjs Ekspor khosusaya Untuk Mepingkatnya Nilai

Keuntungan UKM, allematil tana yang lebih penting inrus dicapai oleh UKM? (Ningkaritah ).

Lebih pentiog mengumpulkan informasi pagar
yaag polensial
9 7 5 3

Sama
pesting

Lebik penting memasuki pasar asing yang
potensia

M
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Tajusa Lonwn URSE
dTeninghatian Kinerja fksport

/w

Meningkatnyn Daya

Satng Produk dan
Maemperkokeh Brand
Image

Melakukan Meningkatkan Mclakuiian Mengumpatkan Memasaki Pasur
Pengombangan Kessamuian Promosé informasi Tasar Asing vang
Produk Manajemen Ekspor Presdulfdasa yang Patensial Pokensial
frermastd disain
produk dan
packaging}

Berdasarkan bapan hirarki 8 atas, bandingkanish tingkat kepentingaa dart masing-rsasing wipuen atou siternatif

strategi yang dilaksanakan oleh UKM dalam upaye meningkatkan kineriz eksporaya dengan menudiskan wilai
sesust yapking yong ada pade panduzn skals persepsi. o oo

Perbandineon tinghat kepentiagan antar sfteraatif
1. Untuk Tujusn Umum UKM meningkatkan Kiserja Ekspor khususaya Untuk Mestagkatnya Daya
Saing Prodek das Memperkokoh Brand Image, shernatif mona yang lebily ponting hares divapai oleh

UKM? (lingkariiah L

Lebih pemting melakukos pengembangan Sarnn Lebih penting meningkatkan kenmmpuan }.___..‘*-
produk {ermasuk disnin produk dan penting manajemen ckspor .
packaging) SR
9 1 3 3 3 3 7 9

2. Umtek Tujuan Umust UKM meningkatkan kinerja Ekspor khusosnys Untuk Meningkatnya Doya A
Saing Produk dan Memperkokoh Brand Image, allernati!l mmna vang lebih penting harus dicapai oleh
UKM? (lingkarital },

Lebih penting melakukan pengembangsn Sama | Lebib penting melekukan promosi produkiiasa
produk {termasuk disain produk dan petiling
packaging)
9 7 5 3 3 5 ? 9

3. Untuk Tujoan Umem UKM menbnghatkan kfueris Ekspor kKhususays Lntuk Mentaghatsya Dava
Saing Produk don Memperkokoh Broaad Imnge, aiteruastif nana yang febil: penting haros dicapsi oleh

UK M? {lingkarilah 3

Eebih penting melakakan pengessumgan Samn Lebil pertisg swagumpolkan informast nasar
praduk {termasuk disain produk dan penting yang potansiul
packaging]
« -
g 7 5 3 K 5 7 9
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LIKM? (lisighariinh b

121]

Utk Tejuun Umum UKS meninghatkay Kiserfs Ekspor khososnyy Univk Mesingkainys Taya
Siuing Prodak das Mewperkokolt Brand Tmage. shormmil’ mosa yang lebih penting harus dicapat ofels

Lebib penling mekikokan pengembangan S febil penting weasuki pasar asing yang
sroduk {termasuk disain prodok dan peing putensial
packaging)
b 7 b 3 3 k3 7 i

5. Unfak Tojuan Umem UKM meningkatkan kinerjn Eksper khususoya Untuk Meaingkatnya Daya
Saing Preduk dan Memperkokah Brond Image, alternatif mabe yang tebih penting haros dicapai sleh

LIKM? {lingkariiah ).

Lebih poting meningkatkan kemainpuan
manajemen ekspor

-

g 7 3 3

Suma | Lebih penting melakukan promosi produlifjasa

penting

b

3 5 ? g

6. Untak Tejuan Umuem UKM meningkatkas Kinerjs Ekspor khwsusnya Untuk Meningkotnys Daya

Saing Produk dan Memperkokolt Brand Image. alternatf munn yang lebih penting barus dicapai oleh

UKM? (lingkarthah ).
{.ebily penting meningkatkan kemangpuan Sama ] Lebih peming mengurspulkan informasi pasar
manajesien ekapor penting yang potensial
% 7 5 3 3 5 7 9

Uniek Tujwan Umam UKM meniagkatkan Kinerja Ekspor kwsusnys Untuk Meninghatnys Dayn

7)
Saing Prodek dan Memperkokoh Brand ¥muge, ahernatif mana yeng lebih penting haous dicapai oleh
UKM? {lingkarilah ).
Lebih pepting sneningkatkan kemampusn Samsa Lebih penting momasoki pasar ssing yang
manaigmnen ekspor nenting potensin
9 7 5 3 3 5 7 9

§  Uptek Tujunn Umum UKM meningkatkan Kinerjz Eksper Khususnya Untek Meningkainys Daya
Saing Produk dun Memperkokoh Brand Image. allernatif mans yang lebils penting harus dicapa: oleh

UKM? (hingkarilah ),

A

Lebih penting melakukan promesi produkfiaga

Sama
peting

Lebib penting mengumpulkan inforomsi pasar
yang polensial
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9. Uatak Tujuan Limum UKM mesingkatken Kioeefa ERspor khusossys Untuk Meningkataya Dayi
Saing Pegdak dan Memperkskoh Brand Image, alternmil mana yony kbl penting haras diznpai oleb
UKM? {lingkariialy ).

Lebih genting melnkukan promosi prodofsiasa | Sanma Lebih penting msomasuka pasar asing yang
pentng pozensial
3 7 5 3 3 5 7 4

18, Untek Tojuan Umam UKM mesingkatkan kineris Bkspor Khususnys Untek Meningkatnys Daya
Saing Produk dan Memporkokoh Brand Image, altematif masa vang lebih peating harus dicapal oleh
VKM? (Tingkarilah ).

Lebib penting sengumpulkan informasi posar | Sama Lebih penting memasuki pasar asing yung
yang potensial penting patensial
9 7 3 3 3 ) 7 9

Tujuan Ummn UKM
{Moninskatken Kinerja Eksporl

i LR

Memperiuas
Pangsa Pasar
Melakakan Meningkatkan Metakukan Mengumpulkan Memasuki Paser
Pengombangan Remanpaan Progaost Informasi Banar Asing yang
Produk Morajemen Pronlukfiiasa yang Poteasial Potensial
{termasuk disain Ehspor
prodok dan
puckaging]

Berdazarkan bagan hiraeki di atax, bandingkanloh tingkat kepestingan deri masing-masing tsjuan stay altersatit
strategl vanp dilaksanakan olel UKRM dulams upaya meningiatkar kinega ekspomys dengab menuliskas ailai

sesuai ranking yaag ada pada panduar skala persepsi.

Pecbandingan tingkat kepestingan antar ahernatil
1. Untuk Tujenn Umum UKM meninghatkan kinerju Ekspor khususnya Untuk Memperisas Pangsa

Pasar, alternmaif mans vang lebih pentiag harus dicagai ofelr UKM? {inpkarilal 1

L2bih peating melakukon peagembengan Sama Lebils penting meningkatkan kenmsmptmn
produk (termaguk disalo produk tlin penting manyenen ekspor
paekaping)
< -~
g b 3 3 3 ] 7 ]
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2. Unisk Tujusn Umuam UKM meningkatkan Kinerin Ekspor kiwsssgnya Uniuk Memperfons Paogsa
Pasar, alternatf mana yang Iebik penting harus dicapat aleh UKM?Y (lingkarilah 3
Lebih penting melakukan pengenbangan S | Lebdd pestag melakukan promasi produkiias
praduk (lermusuk disain produk daa penting
packaging)
9 7 35 k! 3 5 7 g
3. Uatuk Tujuan Umam UKM mepingkatksn Kinerja Ekspar khusussya Untuk Mewmperiuas Panpsa
Pasar, alternatif imana yang lebih penting harus dicanai oleh UKM? tingkarilsh ).
Lebih pesting melakukan pengembasrgan Sama { Lebil penting mengumpuikas informast pasar
sroduk (ermasuk disain produk dan penting yaisg potensial
puckaging}
9 7 5 K 3 5 ? 9

4. Untsk Tojuar Umum UKM meningkatkan kinerin Ekspor khususaya Untuk Memperluas Pangsa

Pasar, ahicrnalif moans yang lebih penting harus dicapai olely UKM? {ingkariizh ).

Lebik penting melakukan pengembangan Sama Lebih penting memasuki pasar asing yang
sroduk (ermasik disain produk das penring potensis!
packaging)
9 3 S 3 3 5 7 g

3. Uatuk Tejwan Umpm UKM wmoninghatkan Kinerja Ekspor khususaya Ustuk Memperinag Panpsa

Pasar, alternstil mana yang lebih penling harus dicapgi nleh UEKM? Ginpkarilak 3.

Lebih pemting meningkatkan kemampuan Samu | Lehibk peming melokokan promesi produkfiasa
marziemen ¢kepor penting
9 7? 5 3 1 5 H g

6. Untuk Tujusn Umem UKM meningkatkaw Kinerjs Ekspor khususnya Uniuk Memperiuns Pamgsa

Pasar, alieroatil masa vang Jebih penting harus dicapai olel LIKM7 {Hapkarilah ).

£ chih penting meningkatkas kemampoan
munajewen skspor

e

Sama
perting

Lebih penting meszumputhan inferaesi pasar
vang potensia

-
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7. Ustuk Tojusn Umam UKM menisgkatkan kinerin Ehkspor khusesoys Unigk Memperfuss Pangsa
Pasar, alernatiliponss yeng lebih penting hares dicapad oleh UKMY (lingkariiok 4.

Lebih penting meniagkatkan kemampaan Somm Lebih pentiog memasuki pasar asing yang
nuesmen ekspor penling potensiol
b 7 3 3 3 5 ? g

8. Uutuk Tujuse Umum UKM meningkatkan kineria Ekspor khususeyns Untuk BMemgperiuas Pangsa
Pasar, allernaiif mana vong lebih penting harus dicapat oleh UKM? (lingkarilah ).

Lebih penting melakukan promosi produk/jass | Sama | Lebih penting mengumpulkan informasi pasar
peRiing yang potensial
b 7 5 3 K 5 7 9

9. Untek Tgjuar Umem UKM meningkatkan kineria Ekspor khususnya Untuk Memperiuns Pangsa
Pasar, shternatif muna yeng lebih penting harus dimpai oleh UKM? {ingkariiah ),

Lebih perting melakukan promosi produk/iasa | Sama Lebih penting menaasuki pasar asing yang
penting potensiad

9 7 3 3 3 3 7 o s ——

16, Untuk Tujunn Umawm UKM meningkatkan kinerjs Ekspor khisusnya Untuk Memperivas Pangsa
Pasar, aiternatif mana yang lebih penting hanss dicapal oleh UKM? (Hingkarilah ).

Lebih peoting mengumpudkan feformast pager | Sama Lebib penting seemesuki pasar asing vang
yang potensial penting potensial
g ? 5 3 3 5 7 g

IV. Kuesloner Bagian 2 - Strategi UKM delam menghadapi steatepi BPEN

Badan Pengembangan Ekspor Nasional (BPEN), sebagai Trwde Promotion Orgapizaton (TPO) di
Indonesiz, vang didukung oleh Pusin Peiatithan Ekspor Indonesiz (PPED) dan Indonesian Trede promotion
Cemire (ITPCY, telah herusaha mewyiudkan program-program yang benmjuan untik mesbantuy UKM ekspor
datam mengembanghan produk din jasanya sehinggn mempi bertahan ditengah kaneah persaingan pasar dunia,
Sayongrys, program peagembangan ekspor yung diselenggarakan oleh BPEN difibat oleh banyak piliak sidak
mampu meningkatkan kinerja ekspoy VKM secars optimal.

Berdasar pads beberaps fokin di 2135, penelitian ind skun memberikan penekanan terhadap berbagni
nermasaizhan das strategi dalany upava meningkatkan kinega ekspor UKM di Indonesia, buik vang erwajnd

melalui program-program BPEN maupon yang dilsksanakan oleh UKM #u seadirt. Aspek yasg ditinjan dan
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kugsioner ini adalth penilaian expert dadam posist schagal baglan dovt dunky esalg/UKM {bukan pemerintalr}
wrkail dengan mijuae ersebut di atns,

Bagun berikul merupakan benivk hinirki dari permastlulan dan stzategi UKM dalam upays
meningkatkan kineega ckspornya, Level alws merupakan alternatif-aliemat! strolegt veng dipilih oleh UKM
uriuk dapat mencappi kriterla sfaupupn twjuan uisemaays {goadd Hierki inl jugs sekalipus menggambidkan
bahwa swategi yang dilakukan olek UKM tersebut akun menghadapi, mteu mungkin jugn berbenweran, dengan
straiogi-strategi BPEN yang juga berkeinginan untuk mencapal tujuan siamanys {fevel bawah).

Strateei UKM suiuh Megmolaitiian Kiperie Elsporayy

Melokshan Meainghatkan Melakukan Promaosi Mengumnpulkan Moemasuki Pagar
Pengembangan Kemampuan Broduk/Jazz informast Fasar Aning vang Poteasial
Pestuk Manajemen Bispor yang Palatindal
{termusuk disain
aroduk dae
packaging}

| Bz off pame theory
ot
1384 ofrn RORN

Melaksanakan Menyclenggarakan Meningkathan Menyelcapgarakan Tidak Metakokan
Koordinngt antuk Kansultazi Bisnis Elekttvitas Kegiatan Peomosi Produk dan Apagun
Penyusanan dan Pclaithan Marke Intelligenge Jusz Indonvsia
Program Manaiemen Ekspor {Analica Pusar)
Pengembangan
Ekspar

Setiap poin permasslahan yang ada pada kuesioner di bagian ini, skan dilenghapl dengan hirarki yang
memberikan gambaran babwa datam melaksanakan setiap alternatif steatepginys, UKM skan menghadapt sirstegi
BPEN. Karenanys, penentuan tingkat kepentingan dari masing-masing strategi UKM Bams telap meliha
keterkaitannya dengan sirategi yang diaplikasikan oleh BPEN.

Pleagisdapl kevdaly/ peliang Sirategi BPEN

RPEN Melaksanakan Keordinasi nntuk
Fenyususan Program Pesgembangan

Ekspor
Smtegi UKM Strategi VKM Simleg UK Strategi DEM Strylegh RS
Melabukan Meningkatkan HMetakukan Mesgumpulkas Memasuli
Pengombangan Kernampran Promaost Informasi Posar Pasar Asing
Prosiuk Manajomen Prodekfiasn Patersial yang Potensial
{zermasuk disein Ekspor
prestuk dan
packaging)

Strafeal {1V

Confronting Strategies..., Sulistyono, FEB Ul, 2009



126
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o oUnisk memageap stotegt BPER - "Melaksinakan Koordinasi sutak Penyusunan  Progeam
Pengembangan Ehkspor™, strstegt mans yang lebib pentingfetohdl uniuk  dilsksanskan oledy UEMY
{Hugkariishi

Seratept UKL Lebih pensing melzkukan St Strateni UKM: Lebily praving mieningkathan
peagembanpn produk Heemasuk disain peniing kemampuin inanaiessen ekspor
produk dan packuging)
g 7 3 3 3 3 ? 9
2. Ustuk menauggopl strstegi BPEN -— "Mgloksanakan Koordinasi untuk Penyusunae Program

Pengembangan Eksper™, stmicgl mana yang febih pentingfefekif untuk dilaksanskan oleh UKM?

{Hingkarifah).

Stratemi LK M Lebib penting melnkukan Sarmn Stratept DKM Lebib penting melakukan
pengembangan produk {lermasuk disain penting pronnosi produlifjasa
produk den packaging}
g 7 5 3 3 5 7 9
3. Untk memmggop strategt BPEN - "Melaksanakan Koordinasi unink Penvasunan Program

Pengembnrogan Ekspor”, sirateg! muna yang lebih pentingfefekiifl wmiuk dilaksanshan oleh URM?

{Hagkarilah}.

Stratest UK M: Lebih penting melakukan Sama | Steatgpi LEM: Lebih penting menpumpnikan
penpembansgen praduk (lermasok disain penting informasi pasar yang potensis!
produk dan packaging)
g ? 5 3 3 5 7 &
4. Untek mennogeapt strategi BPEN . "Melaksanskan Koeordinzst anluk Penyusunan Program

Pengembrngar Ekspor™, strategi mane yang lebilt penting/efektif untwak dilaksanakan olch UKM?

{lingkarituh),

Stratepi UKM: Lebih penting melakukean Yama | Skralepi LIKM: Lebih penting memasuki pasar
pengembangas produk {lermasuk disgin penting asing vang potensiol
produk dun packaging)
g 7 5 3 3 3 7 g
3. Unetok menanggapi sumegi BPEN — “Melaksanakan Koordinasi seiuk Penyuwsvnan Program

Peagembangan Ekspar”, simtegi mana yang jebib pemtingfeleklil unuek dilaksanakan olels UKMY

(lingkariiah).

A

Surateni LKA Lebih penting wieningkathao S Srratent UK Lebih penling melakukan
kepmmipuan yanaienen okspor penting promesi produlfiass

+
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&, Untsk menangeap swategl BPENM -« "Melaksanukan Koordisasi wotak Poyssanan Progeam
Pengembangus ERksper™, sioglet e vang lebih pertisgfefekil wuek disksnoken oleh SXM7

{lingkayilaby,
Stratepi UKM: Labih penting meninghmkan Sis Stepzeg: KM Lebil peoting mieagsimpuikan
kemampuan mangfemen ekspor peaging infarmast prsar yang potensial
9 7 3 3 3 3 7 .

7. Untuk menanpgapt strategt BPEN - "Melaksanakan Koordinasi untuk Penyvusunan Program
Pengembangaa E&kspor”, strafegi mana yang iebib pentingfelektif uniuk dilzksanakan ofel YKM?

(lingkarilah).
Stertegi LUKM: Lebik penting meningkatkan Sama

Strateri UKM: Lebik penting memasuki pasar

kesmampuss manajemen ekspor

T

5

3

periting

asing yang poiensisl

L 3

3

5

7

9

2 7

8. Untwk menanggapi stategs BIEN .. "Melaksanakan Koardinesi wntuk Penyusunan Pragrom
Pengembangan Ekspor™, sirategi smana yang lebih pentingfefektil untuk diloksanakan oleh 1JKM?

{lingkarilah}.

Stratepi UXM: Lebih penting melakukan Sama Strutest LHCM: Lebih penting mengumpulkan
promosi produk/jase penting informasi pasac yang potensiat | —
9 7 E 3 3 3 ? 9

9. Untwk mesanggapi stratepi BPEN - "Melaksavakan Keordinasi untak Penyusenan Program
Pengembangan Ekspor”, stralegt mana yang lebih penting/elektif untuk dilaksapakan olch UKM?

{lingkarilah}.

Stratget UKM: Lebih peating miclakukan Samz ¢ Strateei UK. Lebil pemting mepamsukd pasar
prowusi produk/iasa pening asing yang potensial
b H 5 3 3 5 7 g
I3, Untuk menongeapl strategi BPEN - "Mslaksasakon Kosrdinasi untek Pesyosuoan Propram

Pengembengan Ekspor™. strategi mana yong lebih pentingfefektf untuk diluksanakan oleh LKM?
{lingharilah}.

Strateqi UKM: Lebih penting mengumputkan | 3anm | Stutesi UKM: Lebik penting memasiki pasme
informasi pasar yang poiensial penling ssing yasg polensial
4 7 5 3 3 5 1 9
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Minghidap: honsbabn (b e S H0E N

BPEN Menyelenggarakan Konsuliasi
Bisnis dan Pelatihan Manajemien

Ekspor

T

Steatepi LKA Siratepi UKM Sirntepd DKM Semtogk DKM 1gi
Mofakukan Meningkalkan Helakukan Meagumpulkan Momusuki
Fengombangan Kemampuan Promaosi Informus! Pasar Pusar Azing
Praduk Manajeman Penduk/fJssn Friansial yang Potensial
{termasuk disain Ekspor
aroduk dan
packaging}

Slratigl VAL

1. Umek menanggap strategl BPEN - "Menyelenggavekan Konsaltasi Bisnis daa Pelatihan Masajemen
Ekspar”, steategi mana yang lebib penting/efekiif untuk dilaksanakan oleh UKM? {lingkarilah).

Soratepi UEM: Lebth penting melakskan Saina Stratee] UKM: Lebih sonting meningkatkan
peagembaingon produk {termasuk disain penting kemampuan munsismen skspor
produk dan paskaging
g 7 5 3 3 3 7 5

2. Untuk menenggapi strategi BPEN — "Menyelenggarakan Konsulinsi Bisnis dan Pelatihan Manajemen
Ehspor®, sirategi mang yang lebih pentingfefektif untuk dilaksanakan oleh URM? (lingkariluh]).

Stratepi UKM: Lebih penting mefakukan Sanm Stratesi UKM: Lebih penting melakukan
pengembangan produk (ermasuk disain penting promost produk/jssa
produk dan packaging)
9 7 35 3 3 5 7 9

3. Untuk menanggapi strategi BPEN — "Menyelenpgarakan Konsaltusl Bisnis dan Felatthas Manajenien
Ekspor?, strategh mana yang lebils penting/efekiif untuk diluksanakan olel UKM? (lingkasiliah).

Strategi UKM: Lebih peating melakukan Sama Suatest UKM: Lebik ponting mengumpuikan

pengembangan produk {termasuk disain penting informast pasar yang poicasial
produk dan packaging)
2 7 5 3 3 3 7 g

4, Untuk swonanggaps sieategt BPEN - "Menyelenggarakan Konsultasi Bisnis dan Pelatihan Manajemen
Efispos™, strategt muna yaog febil: penting/efektif untuk dilaksanmkan ofely UKM? (fingkariloh).

Staeeni UK M: Lebih penting melakokan Swma | Suatemt UKM: Lebih penting memasoki pasar

pengembaogan produk {ermosuk disain peniing asing yang potensial
praziok dan packaging)
9 7 5 3 3 5 ? 9
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5. Uik mensnggem strategi BEEN « "Meayclenggarakan Konsnitasi Bisnis dan Podatibas Manajemen

Ekspor", stratesi mana yang iebils pentiing/efeknl unnk diliksanukan oleh UKM7? (linghariluh,

Strategs LK M- Lobil: penting meningkathan
kemompunnt monijemes ckspor

Sama
penting

9 7 ) 3

Strateir] HIKM: Lebih penting melokukan
premosi produkiias

k| 3 1 2

6. Untuk menanggapt steategi BPEN < "Menyelenggarakan Konsuliasi Bisnis dan Pelatiban Maagjemen

ERspor™, strategi mana yoag lebih peptingfefeksif wmuk dilaksanakan eleh UKM? {lingkarilah).

Straterd UK M: Lebils peoting meninghatkan
kemampans spasgjemen ekspor

A

Sama
penting

b 1 3 3

Suatesi UKM: Lebil penting mesgeompatkan
informasi pasar yang potensisl

W

3 3 ? %

7. Untok menanggapi stetegt BPEN «. "Menvelenggarakan Konsultast Bisnis dan Pelatihan Manajemen

Ekspor™, strategi mana yang lebsh peating/efektif untok dilokganakan cieh UKM? (lingkariiah).

Stratest UKM: [ebib penting meningkatkas
kemampuan manajemzn ckspor

A

Sama
penling

Sirptegi LIKM: Lebik penting memasuki pussr
asiig yang polensial

-

9 7 5 3 3 5 7 9
8. Untuk menanggapi sirategi BPEN -~ “Menyelenggarakan Konsultasi Bisnis daa Pelatihan Manajemen
Ekspor™, strategi mana yapg lebibh pentingfefekif untuk dilaksannkan oleh UKM? tlingkorilah).
Syrategi LI M: Lebih penting melakukan Samn | Stratepi UKM: Lebih penting meagumpulkan
jrromosi produk/iasa penting informas: pasar yang potensial
% 7 3 3 3 3 ? 9
9.  Untwk mensngaapi steatept BPEN - "Menyelenggarakan Konsaiiasi Bisnis dan Pelatihan Manajemen

Ekspor®, strategi mana yang lebils peating/e

Pektif unisk dilaksanakan olek UKMY (lingkariiah}.

Suratesi LIKM: Lebih penting melakukan
promosi produk/ass

L.

Sama
penting

Sirategi LIKM: Lebils pemting memaguki pasar
asing yang potensial

-
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{Continue fore appendiv

14 Umuk mensnggopi sitategi BPEN - "Menyelenggarakan Konsullasi Bisaés dan Pelatihan Manajemen
Euspor™. stralegi suuw yang jebih pentingle fokif untuk ditaksanakan olch UKM? (lingkariiak).

Stratend Lk M Lebih penting mengampulkan Sama Strategs LI A §ebib penting memasuki pasar
inlermasi pasar yang poensial pesling asing yang potensial
g 7 5 3 3 3 7 g

Menplunipt kenda b/ pefuang Strated BPEX

BPEN Mendnghkatkan Efcktivitas
Kepgiatan Market Intelligence {Analisa

Yosar)
WMelakukan Meningkatkan Melakukan Mengumpt liat Memasuki
Pengambangan Kemampuan Promusi $eformasi Pasar Pasar Axing e e
Produk Mansjemen Produkiasa Potenzial yung Potonsial
{toreasuk dissin Fhkspor
produk dan
packaging)

Strategt LHCM

. Untuk menangeapi sissiegl BPEN —- "Meningkatken Efoktifitas Kcgintan Marke! Intefligence (analisa
pasar}”, sirategi mana yang lebih penting/sfektf untuk dilaksanskan oleh UKM? {lingharilah),

Siratepi 1JKM: Lebil penting miiakukan Sama Suategi UKN: Lebib penting meningkatkan —
pengembangan praduk (fermasuk disain penting kemampuan mangizmen ckspor !
produk don packaging) 2
8 7 3 3 3 & 7 9

2. Untuk menanggep! steategi BPEN - "Meningkatkan Efektifitas Kegiatan Market lotelligesce {anatisa
pasar)”, strategi mana yeng febih penting/efekiif untuk dilaksanakan oleh UKM? {lingkaritah),

Stratepi UKM: Lebih penting melakokan Sama Sirntesi UKM: Lebih penling melskuken
pengembangan produk {termasuk disaia penting promest produkfiasa
produk dan packaging}
g 7 § 3 3 5 3 9

3. Untok menanggapi sirategi BPEN - “Meningkatkan Efektifitas Kegintan Markel hricHigence (analisa
pasary”, sirategi mana yvang iehih penting/efekGf univk dilaksanukan olely UKM? ¢lingharilah),

Sreatep] LM Lebih peting miclakuken Sama Stratewt UKM: Lebih penting mengumpulkan
pengembangan pragiuk {termasuk disain penting informasi pager yvang polensial
produk dan packaging)
g ? 5 3 3 ] 7 9
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e

4. Unstek menanggap: sestegl BPEN - "Megingkathan Efekiifiias Kegintan Market latclligence {anulisa
prasary”, strategl muni yung Rbib pentingrefehut vntuk dilskssnakan oleh UKMY? {lingkarilab).

sategn UK S Leath penting melukukan
pengembangan produk {ermusul disuia
produk dan packaging)

-

Y i 5 3

Smina
penting

Straeei UK M: Lebih penting menasuki pasar
asing yang notensial

b

3 5 1 @

5. Untuk senangpapi strategi BPEN - “Moeningkatkan Efcktifitas Kegiatan Market Intelligence (ansalisa
pasary” stratexl mana yang febih peminglefokiif untok dilaksanakan olsh UKM? (Jlingkariiab).

Strategi UK M: Lebils pesting meningkatkan
kemampunn manaicmen ekspor

T

9 7 3 K

Samsz Stratepi UKM: Lebih penting meiskukan
penting promosi produkjasa
3 5 7 9

6.  Uniuk mepangpapi strategt BPEN -« "Meningkatkan Efcklifitas Kegiztan Market Intefligence (anal

pasar)”, strategi mana yang lebih posting/eleldi§ untek dilaksanakan eleh UKM? (lingkariiah).

isg

Swratepi UKM: Lebih peating meningkaikan
kenmmputn manajemear ekspor

A

Sama
peating

Steategi LIKM: Lebih penting mengampuikan
informasi pasar ysag potensial

e

9 7 5 3

3 3 7 9

7. Untuk menanggzapi sirategi BPEN -— "Meni

ngkatkan Efektifitas Kegintan Market Intelligence (anal

pasar)”, sirategi mana yang lebil peating/efekiif univk ditaksanakan oleh UKM? (lingkarilab}.

ish

Shatewi UEM: Lebih nenting meningkaikan
kemmpuan mangjermen ekspor

E

Sﬁma
penting

0 7 3 3

Strpter DKM Lebih penting memmsuki pasar
asing yang polensis

»

3 b 7 g

§. Unuk memangpapi strategi BPEN -~ "Meninghatkas Efekiifitas Kegiatas Market Intefligence (analisa

pagne)”, slralegl inana vaog lebih pentag/efekitif untuk diaksanakan oleds UKM? {lingharilah).

Stratem LM Lebih penting melakukan
promosi produk/jssa

Sanm
penting

Steatgp: LIKM: Lebih pating meagompulkan
inforimasi pasar yang petensial

b

Confronting Strategies..., Sulistyono, FEB Ul, 2009



{Corstinue for appesdiv - 8) 132

8. Untuk memageapd stralegl BPEN - "Mruiagkatkan Elekiifitas Kegiatan Murket intelligence (anaiiss
pasary®, stealegi mn vang lebsh pentingfefektif umak dilaksanakan ssiel UKM? tlingkariish},

Suaeel UKM: Lebib penting melokukan Sama | Steatep] UKM: Lebil penting memusuki pasae
promosi produkdings penting Asing yang potensial
- -
g 7 3 3 3 5 H 2

10, Untuk menanggept strategi BPEN - "Maeningksikan Efektifitas Kegintan Market Inisfiigence (anafisa
pasar)”, strategi mana yang lebih penting/efekiif uniuk dilaksanakan ofeh UKM? {lingkariiab).

Syrategi UKM: Lebih penting mengumputkan { Sama | Stwatesi UKM: Lebih pasting memasuki prsar
informasi pasar yang potensial penting asing yang polensial
2 7 3 3 3 3 3 &

Slenghadap! kendald peluang Stratesi BREN

BPEN Menyvelonggarakan Promosi
Produk dan Jasa Indonesia

Strateri Sirptey! DKM $trateyi UKM Stetent UKM Strategi UKM

Melakuban Meningkatikan Melakukan Mengampaikan Momaauki
Pongembangan Kemnmpuan Promost Informasi Pasar Pugar Asing

Produk Marajemen Produk/daza Potensisl wng Potensial
Ciermasuk disain Ekspor
produk dan
packaging}

1. Untuk menanggapt strategi BPEN —- "Menyelenggarakan Promost Prodak dan Jasa Indonesia®,

Stratept UKM

steatepi mona yang febih penting/efek i untuk dilaksanakan oleh UKM? (lingkasiiah),

Strames LM Lebih posting mefabukon

perding

Sams Stratepi LEM: Lebih pesting meningkatkan

kermampuan mangjemen ckspor

»

pengeinbangan prodok (iermasuk disain
produk dan packaging}
9 Fi 5 3

3 5 K 9

2. Untuk menanggapi sirategi BPEN — "Menyclenggarakan Promesi Praduk dan Jasa Indencsin”®,
strategi mana yany lebih pemting/efekGf untuk dilaksanakan olel UKM? (lingkarilah).

Stratest KM Lebib penting swlukukan

gromaost produkijasa

o

Stratezi KM Lebib penting melakokan Sampa
pengembungan praduk (lermasuk disain penting
produk das puckaging}
b 7 3 3
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e

T

3. Untuk menangeapt sieategi BPEN - “Meavelonggarakss Promosi Produk dan Joasa Indosesia®,
strategi mana vang febih penting/eteknl untuk diteksamakan olch UKM? (lingkaritahy,

Siraresi UKM: Lebil: geating melakakan
pengedangan produk {woanisuk disain
produk dan packaging}

o
9 7 5 3

S
peating

Sremeai UKM. Lebih panting mengompulkan
fformusi posar yang pensial

k! 3 7 9

4. Unek menanggapi strategi BPEN - “Menyelenggaraskan Promosi Preduk dan Jasa Isdonesin™,
steategt mona yang lebih pentinglefektf vk difaksanakan oleh UKM? (lingkarilab).

Stratepi UKM: Lebil penting melzkukan
pengembangan produk {feemasuk disain

produk dun packaging}

F

9 7 5 3

Samg
penting

Sirateni UKM: Lebih penling memasuk! pasar
asing yang poteasial

W

3 5 7 9

(9]

strategi mana yang lebib pentingfefeliil untuk dileksanakan oieh UKM? (lingkaniak}.

Siratepi UEM: Lebih peating meningkatkan
kemampuan manajemen ekspor

E

9 ? 5 3

Sama

peniing

Simepit UKM: Lebih penting mcinkekan
promogi produk/iosa

-

3 5 7 9

6. uUnhk menanggaps strotegl BPEN - “Menyelenggarakan fromosi Produk dan Jasa loedosesis™
strategi mana yang lebih penting/elektf ntuk dilaksana

kan sleh UKM? {lingkaritai}.

Sumeri UKM: Lebik penling meningkaikan
kemampuan manziemen gkspor

F..

Sona
penting

9 H 3 3

Suatent UKM: Lebib penting menpgumpuikan
informasi pasar yang potensial

v

3 3 7 9

Untok menangpapi Stralegl BPEN . “Menyclenggarakas Promosi Produk dan Jasa Indonesis™,

v.

7. Untuk menanpgapi suategi BPEN . "Menyelengzarakas Promosi Produk dam Jasa indonesia®™,
strateg mana yang lebih penting/efekul unik ditaksanakan olch UKMY {lingkarilah}.

Suateed UKM: Lebih pensing meningkatkan
kerampuan pasajemen ekspor

e

Suma
penling

Stntegl UEM: Lebih peting memasoki pasar
asing yang potensial

-
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8. Untek menzagpapi sutegt BEEN . “"Mueayvelenggarakan Promesi Produk das Jasi Indonesin®™,
stealepi mans yang lebih peningfefekif untuk dilgksanakan oleh VIKM? (ingkacilah),

Simtegi UKM: Lebih penting melakukarn Sama Swrategt UKM: Lebih perting suongumipolkan
promosi produkiiasa penting inforwiasi pasar yang potensinl
9 7 3 3 3 5 7 9

9. Usntvk menanpggepi sirategi BPEN — "Menyelenggarakan Promosi Predek dan Jasy Indoucsin®,
strategt mana yang ichib perting/efektif untok dilaksanakan oleh UKM? (lingkariish}.

Siratepi UKM: Lebih penting melakukan Sama 1§ Stratepi UKM: Lebih ponting mensasyki pasar
pronst procuk/asa penting asing yang potensiol
2 ) 3 3 3 5 7 g

18, Untck menasggapi strtegi BPEN ... "Menyeicnggarakan Promosi Produk dan Jasa Indonesia™,
strategi munz yang febil penting/efokaf untuk dilaksanakan oleh UKM? {lingkarilah),

Strateg! UEM: Lebih penting mengumpulkan Sama | Siratesi UKM: Lebik penting memasuki pasar
informasi pasar yanp potensial penting asing yang poiensial
Y 7 s 1 3 & 7 9

Menghadani kendaby/ peluang Strategt BPEN

BIEN Tidak Melakukan Apspun

il

tra Steateel UEM Strutopl HEM Strateei KM Strateg: UKM
Mefakukan Meningkatkan Metakukan Mengumpuikar Mernasuki
Pemgemborgan Kemampoan Bromost Informasi Pasor Pasar Asing
Produk Maaujeren Froduk/Jasa Patunsiol yang Poiensial
{tevermsuk dishin Skepor
produkdan
packaging}

Seyvaieal KM

1. Univk mesenggapl stritegl BPEN w “Tidak Melaknkan Apapun™, strategd josna yoag lebih
pemiinglefekef untuk dilaksanakan sleh UKM? (lingkaritah}

Sumiegi KM Lebil sonting melakukan Sama Stratepi UKM: Lebih panting meningkatkan
pengembangan prodok (lecnmsuk disain peating kamampaan mangjemen ekspor
produk dan packaging)
9 7 3 3 3 5 7 9
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g

Umak  menongeapi stemtegt BPEN - “Tidak Mcelakekas  Apapun™, strategt eiana yang  febih
gentingfeieki! untak dilnksanakan oleh UKM? (hagkaribh),

Stateai UK M: Lebih penting melokukan Sanwi Stratowi LIKM: Lebih penting melakukan
pergembangan produk (termasek dissin pentig promosi produkiiasa

produk daa pockaging) e

h 4

rs

9

7

3

3

3

5

7

9

1. Untzk menanpgapi strategi BPEN - "Tidak Melakekan Apapun”, stmiegi mana yang lebih

penting/afektif untuk dilaksanskan oleh UKM? (ingkarilah).

Strntepi UKM: Lebib penting mebskokan

pengembangan preduk (ormasuk disain
produk den packaging)
g 7 5 3

Savma
penting

Stenteni UKM: Lebih penting mengumpulkan
informasi passr yang potensigi

W

3 3 H 9

4. Unuk menanggepi siratepgi BPEN - "Tidak Melakokan Apapes™, steatepi mans yaap lebih

peating/efokii{ untuk dHaksanakan oleb UKMY (lingkaeilal},

suratept VKM Lebih penting meiakukan

pengembangan produk {termasuk disaia
produk dasa packugiog)

4

9 7 3 3

Sama
peniing

Strates LJEM: Lebih penting memaguki pagar
asing yang potensial

+

3 E 7 Ed

5. Untuk menanggapi sitrategi BPEN - "Tidak Melakukan Apapun™, strategl mima yang lebih

penting/efekuf untuk dilaksanakan oleh KM? (Bnghariah),

Stratest UKM: Lebih penting moeningkatkan
kemampuan manajemen ekspor

.

9

7

5

3

Same
penting

Sizmeri UKM: Lebiit penting melakokan
promosi produifjass :

3

3

7

g

[PE—

6. Untuk menanggapi sirategi BPEN - "Tidak Medskukan Apapun”, stretegl swng yang Jebih

pentingfefekif anduk dilaksanakan oleh UKM? (ingkariial).

Strateg UKNM: Lebils peating meningkatkan
keasunpuan manaiemen ekspor

Sama
pesiing

Suniend UK M: Lebih penting mengumipuikan
informast pusar yang potensial

b
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0 Untuk memanggapi stmegi BPRN « “Tidak Melakukan Apapon™. swwtegl s yong iehih
pentingfe fekefuniuk difeksanakan ofch DRMY thiopkarilahy,

Stratesi LIKM: Lebih penting meningkatkan
kemampuan manajemen ekspor

A

Samm
penting

Strateri UK M { chib penting memasubi pusae

sxing vangs potonsiaf

3 8 7 b

8. Untok mennopgapt strategi BPEN - TTidak Melskukan Apapun”. strategi mana yang lebih
pentinglefekif untuk dilsksansbon oleh UKM? {lingkariiah),

Steaten: UK M- Lobih penting melakukag
promos: produkiass

E

5 5 3

f

Sama
penting

Sieateei UKM: Lebily penting mengumpulkan
tnformast pussr yang potensial

w

9. Untek menanggapi strategik BPEN — ®Tidak Melakukan Apapun”, straregi mama yang lebih

pentingfefakif ynivk dilaksanakan oleh UKM? (lingkariiah).

Strategi UKM: Lebib penting melakukon
promosi produkfjasa

F 8

Sama
penting

Strategi UKM: Lebih penting memasuki pasar
asing yang potensinl

»

3 3 7 9

10, Untuk  menanggapi  strategt BPEN . "Tidak Melskekan Apapun™ stmtegi mana yang lebih

penting/efekiif untuk dilaksanakan oleh UKM? (lingkariiab).

Strategd UK M: Lebih porting mengumpuikan
infermast pasar vang potensead

E

Sama
peniing

Strateai UKdi: Lebih poaring memasuki posar
asing yang potensial

b
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V.,  Kuesiener Bagian 3 - Pertanyaan Umum

i. Kondist perusabaan anda saat sekarang
« Nitai penjualan rata-rata pertabun { Rp.
« Nilai ekspoy rata-rata pertahun @ Rp,

2. Kenegara manakah tujuan ekspor perusahaan anda :

3. Faktor apa sajakah yang menghambat peagemibangan skspor perusshasn anda?

4. Faktor apa sajakah yang mendukung pengembimngan ekspor perusabann anda?

»

8. Untuk dapat meningkalkan vohume skspor perusahaan ands, stralegi alau cara apa sajakah yang pernah
anda laksonakan?

6. Dalam upaya meningkatkan volume ckspor perusabaas snda terscbut, pihak-pihak atau lembagas
pemerinish mana sajakah vang telah memberikan dukungan secars intensif? Dalam bentuk apakah
dukangan tersebut diberikan?

7. Dalam upaya meningkatkes volume ekepor perusahasn anda, apskah BPEN telah memberikan
dukungan yang sesual dengsn harapan anda?

- Jikalau sudab, dukuagan dalam bentuk spakah yang Anda rasakan sangat nembanta?

-« Jikakat leluen, dukbngon dalam bentuk apakab ysng anda barapkan dard keberadson BPEN?

Yerimea hasih atas partisipasi Anda
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Appendix - 9 — Quessionaive for NAFED Perspective

Survey
Peningkatan Kinerja Ekspor
Usaha Kecil Menengah di Indonesia

Caniag] porson:

Sulisivens

Telpg021) - THIXXXX
Hp. BRIZIAXXXX

E-mil | tee liongzgimsil.com

e onb 2@ yalvo com
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Data Réspo nden

139

Mohon ditsi mengenud data pribudi responden barikut ini :

i, Naoma Responden

2. Atamal Rumah

Jakana Kode pos:
3. Telpor/Fux .
4. lisia Respondon tahun
5. Pendidikan tergkhir -
a. SD/SLTP Ll b.SLTA [ e. DUVDY [
d. Si M e 52 [] e, §3 {7
f. isinnya {sebhutkan}
6. Peketjaan -
a. PNS/TNT 1T b, Karyawan Swasta A c. Wimswasta i1
d. Buruhtani [} e. Tbu Rumah Tangga [ . Mahasiswa/Peliiar [}

£ Pensiupan  [] 2. Lainnya (sebutkan}
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Keesioney Untuk BPEN

Dari Segi Kepentingan dan Strategj BPEN

L. Latar Befakanp dae Tujuas Penelitian

Dokungan ekspor terhadan perekonomian Indonesia beberapa tahun terakhir ini terus mengaiami
peningkatan, Menyoroti peran ckspor, naka pembahasan tidak skan iepas dan ckspor nom migas yang
merupakan Gdang punggung ¢kspor Indonesiy, Dalam struktwr ekspor, komoditi son migas secam konsisten
menyumbang lebik dari 75% terhadap total ekspor Indonesia dalam beberapa tohun terskhir. Karenonva,
pemeriniah seeara intensif terug berupaya uniuk mendorong pengembangan ekspor non migas melatsi berbagai
kebijakimmya. Araea faip melalyl keberadaan dae peran Bedon Pengembangan Ekspor Masions! {BPEN).

Seperti disebutkan dalam profilnys, BPEN yang berdirl pade fabun 1971 dengon nonm Lembags
Pengembangan Ekspor Nasional (LPEN) inl diampkan mampe memberikan dukungan dalem memposisikan
produk dan jass nasiomsi sehinggs mampu bertahan di tengah kompetisi pasar global. Berdasar pada Kepuatusan
Meoteri Perindusirion  dan Pardagangan No, 29MPP/SK/2/1996, BPEN memiliki tugss pokek untuk
metaksanakan koordinasi dan pembinaan ditidang pengembangan ekspor nasional, Lebib ianjut dijelaskan pus
Bahwa visi BPEN pdulah mewujudkan daya saing global produk noremipas Isdonesia dan meninpghatkan peran
ekspor non-miges untuk memacy perembehan ckonomi nasional. Melihat tugas dan fungsinya tersebut, dapat
dikntakan bahwa BPEN, sebapai organisasi yong juga dikemal dengan jstilal Trade Promotion Organization
(TPG}, memiliki peran straregis delam memberikan daya dukung ferbadap peningkaton kinerja ekspor nasional.

Kembali dikaitkan dengan dukungen ekspor terhadap perckosomdan Indonesia, berbagai kajian
menysbutkan bahwa terdapal kethmpangan datam konfigurast ekspor nasional, yaite peran UKM sebami sekeay
yang memegong porsi sckitar 99% dart tolal uvssha di Indonesia ternyata masih belum mampu memberikea nilai
konstribyst vang sipnifikan. Hal inf tentusya’ patut seenjadi perhatiag BPEN se¢bagal lembapn yang berada &i
garda depan pengembangan ekspor Indonesta,

i Petuniak Umum Pengisian Kuesioner
Skata Persepsi
Nilai Skala Defirisi Penjelasan

{herdasarkan tingkat kepentingan}

Dus  strategt  yang  memiliki  lingkat
kepeniingan yang sami terhadap satu fujuan
Sirntegifkegiatan yang saty memdiiki tngkat

] Kedua elemen sama pentingnya

Elemen yang satu sedikit febih

3 . ; . kepeniingan yang sedikit lebik tinggi dasi
penting daripada clemen yang lainnya strategikegtatan yang in
. . . Strategi‘keginian yang satu memitiki tingkat
3 E;Z?ﬁ? ya;f;ﬁ:? 11[“}' penting dani kepentingan lelsis tinggi dari sirategikoginian
J i 4 yang lain
e . . Strategi/kematon yang satn mesuliki tingka
7 Satu ciemen jelas lebih ponting dari kepentingan  yang jaafs lebit tieggi dun

pada cleinco linnyz sitepifkepiatan yang lain
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St elemien jelas sangat penting
fsecans mnthak) dari padn elemen
fainaya

Suategi/kegistan yung satu memiliki tagkm
kepentiogan yang mutiak lebilh tinpgl dad
stealepi/kgmiatan yang lain

Cantols pengisian bt dipitik pilai 2 di sebelab kiri

Lebih penting meningkatkan ekspor UKM Suniz
melaiui promost dagang penling

(s

Lebih peraing meningkatkan dava sning dan
hrand bnnge produk UKM
]
3 5 7 9

S

Bila dipitih S di &iri (difinghkari) aninyn meningkatkan ekspor UKM melatui promosi dagaog § kali lebih
penting dari pada meningkatkan daya saing dun brand image produk DKM,

.  Kuesioner Bagias 1 - Tujean dan Strategt BPEN

Tajsun Umam BPEN
(Meningkatiaan Kinerja Ekspor UKM Indonesia}

/\

Meningkatnys Meningkstovn Days Tersgdinfiyn
Ekspor UEM Haing don Brand foformast Pasar
Metalud Promost Image Produk UER Potensial yang
Bagang Homprehenst
Paetuniuk Pengisian

LUingkarilah sebunfi ongha sajr dibawah i yang mencerminkan kepentingannya
Untuk Tujuas Umum BPEN meninghkatkan kinerja Ekspor UKM Isdonesia, maks fingkarilsh sebunl

augha safe dibawah int yang mencerminkan tingkat kepentingannys

Lebik penting meningkatkan skspor UKM Rama
melalui promosi dagang penting

ol
e

1.ebih pontisg meningkatkan daya suing
produk dan brand Emage sroduk LK

e
»

f ebib penting meningkatkan ekspor UK Sama
netalui promesi dagang pertisg

-

-

Lebih penting menyediskan informas pasar
potensiol yong komprehensif

&
ol
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Lebil penling meningkatkan days satog
produk dan brand image prodok UKM

il

b

Saing
penting

Lelsls penting meayedinkan inltoremsi posar

potenstal yang kainprehensif

Al
L

Tujuvan Uy BPEN

{(Meninekatkan Kineria Eksnor UKW Indonesind

——

\

Meningkatnys Elkspor
UEM Melalui Promosi -

Dagang

e

Melzksanakan Menyelenggarshan Maringkatkan Menyelonggamkn Tilak Molakakan
Eoordingst univk Korseitasi 8isnis Frektivitas n Apapun
Penyusunan dan Pefatihan Kegintats Market Promosi Posluk
Frogram Mapnjemon Entullipeice dun Jasa
Penpembangan Exspor {Analisa Pasar} Indonesia
Flreve

Berdasarkan bagan hivarki di atas, bendingkanizh tingkat kepentingan deri masing-masing tajuan atau
alternatif strategl yang diloksanakan oieh BPEN dalam upaya meningkatkan kinesja ekspor URM di Indongsia

dengan menuiiskan nilal seseal ranking yvang ade pada pandupn skaln persepst,

Perbandingan tinghst kepentingan antar alternptif

f. Untek Tujuee Umum BPEN meningkatkan kinerjo Ekspor UKSM Indosesia kbususnya Untuk
Maningkainyas Ekspor UKM Melatul promesi Dagang, alternasf mana yang lebih penting heres dicopai

oleh BPEN? {tingkariiah ),

Lebih penting melsksanakan koordipast
penyusunan program pengembangan ekspor

)

9 7 3 3

Sama
penting

Lebih penting menyelenggarakan kansaliasi
hisais dan pelatihan manajemen ekepor

h

3 3 7 g

Untuk Tejuan Umom BPEN mepingkatkasn Rinerja Ekspor UKM Indonesia khususayn Uniuk

Meningkatnys Ekspor UKM Melalsi pramosi Dagang, alternalif mana yang lebih penting harus dicapai

olel BPEN? (lingkarilah .,

Lebih penting meloksanakan keordinasi
peayusunan propram pengembangan skspor

A

Samg
penting

[ ebih penting meningkatkon efektifilas
kegistan market intelligence (analisa pasar)

h 4
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3.

143

Umduk Tujuan Umam BPEN moeniagkatkas Rinerja Elsper UKM hdonests khusesnya Uniok

deningkatnya Ekspar UKM Melalui promosi Dagang, alieenalif naae yang kebih penting hares dicapaé

oleh BPENY {lingkaritnh 5

Lebih penting melaksanakan koosdinasi
genyustaan progoun penpcnbangan ekspor

-
!
H

Samz
penting

Lebil penting menyelengparakan promaos
produk dhan Jasa indonexia

~

3 5 7 g

4, Untuk Tejuan Umuin BPEN meningkatkzs kineris Ekspor UKM Indonesia khusssnva Untak
Meningkatnya Ekspar UKW Melalai promosi Dagang, sitiernatf mann yang ebil penting huras dicapai

oleh BPEN? (finghkarilab 1

Lebils penting meloksanakan koordinasi
penyustinan program pengembangan ekspor

My

Sama
penting

9 ? 5 3

Lebih penting tidak naclakekas spopsm

w

3

Umtuk Tajuan Umuin BPEN meninghkatkan Kinerjp Ekspor UKM ludonesés khususnya Uniuk

Meningkatnys Ekspor UKM Mehlyi promosi Bagang, alternatii mann vang lebih penting havug dicapai

aleh BPENT? {iingharilah 1.

Lebilh penting menyelenggarakan konsultasi
bisnis dan pelaiiban manajemen ekspor

ES

Sama
penting

b 7 3 3

Lehih peniing ineningkatkan efoktifias
kegistan mavkst intelligence (analisa pasar)

L d

3 5 7 2

6. Untuk Tujuan Umum BPEN mesingkatkas kineria Ekspor UKM Indonesia khususoya Ustuk
Meninphkataya Ekspor UKNM Melaini promosi Dagang, allernatif mano yang Jebih penting harus dicagat

olelr BFEN? {lingkarifah 3,

Lebih penting menyelenggarukon konsultast Samu Lebih penting menyelenpgarskan prosiost
bisniz dan pelatihan msnaiemen ekspor penting preduk dan jasa Indonesia
2 7 5 3 3 5 ? 9

7. Unink Tujuar Umwn BPEN meningkathan kinerjn Efspor UKM Indosesia Kbususnya Untuk
Meningkatnya Ekspor UKM Melalui promesi Dagang, allernati mang vasg lebil pesting harus dicapal

alets BPEN? {iinghariiah )

Lebih peating menyelkengearakan konsultesi
bissiis dan pelstilun mangjemen ekspor

S

Sanw
penling

Lebib penting tidak muelakukoy apagsm

e 4
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8. Untuk Tujuas Umuame BPEN meningkatkan kineris Shsper UKB {ndomesia khususnya Ustsk
Meningkataya Ekspor UKM Moelntei promosi Dagung, slicroedif mana yong lebil penting horus dicapai
okeh BPENY {ingkaritah 3,

Lebih penting meningkatkon efektifitas Bamw Lebib penting wenyelengparakas promosi
kematas parket daelligence {analisa pasar) penting produk dan juza ndonesia
g H 5 3 3 5 7 g

9. Untuk Tujuan Umum BPEN meningkatkan Kineriz Ekspor UKM Indonesia khususaya Untuk
Meniaphkainya Ekspor UKM Melalui promosi Bagnag, aheenatif rana yang lebih penting hares deapai
oleh BPEN? (lingkarilab 3.

Lebi: ponting meninghkatkan efekiifitas Sonis L.ehib penting tidak mehkukan apapun
kegintan market inteitipense (analiga pasar) pentinig
9 7 5 3 3 5 7 g '

10, Untuk Tujoas Umusms BPEN meningkatkan kinerja Ekspor UKM Indonesia kbususnys Untuk
Moeningkatonys Ekspor UKM Melalul promosi Dagang, alternatif mans yang lebih penting basus dicopai
cleh BPEN? (lingkarilah ).

Lebih penting menyelengrarakan promosi Kama lebik penting tidak melskukan apapun
produk dan jasa Indonesia peating -
9 7 5 3 3 5 7 9

Tujuan Lhinum BPEN
{Menngkatkan Kinevia Ekspor UKM Indoncsia)

M\\

Meningkataya Daya Saing
dan Brand Image Produk
UKM
Melaksagakan Menyelsaaparshan Meninghutkan Metyelenggaraiian Tilak Melshukan
Koordimast untuk Komsuiiosi Bisnis Efektivitas Prominst Produk Apapun
Peryusunan dun Peiztiban Kegintor Morkel dun Jaca Indonesia
Progmm Manaiceun Bkspor friclliponce
Pongembasgan {Anfiza Pasard
Fluryer

Berdasarkan bagan hirarki di ates, bandingkaniobh singkat kepentingan dacd masing-masing wjuan atay
alternaiif sirategl vang dilaksznakan oleh BPEN dalam spaya menisgRatken kinega ekspor UEM di lndonesia

dengan menuliskan pilal sasuni ranking yaog ada pada panduan skala persepsi,
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Perbasdinpan singhal keneatingan aniay sitermauf

1.

Untuk Tajwan Leae BPEN meaingkatkan Kiverja Eksper UKHM Indonesia kinsusnve Untek
Meningkataya Days Saing dan Brand Image Pradub UKM, alteroplil mam yiig Iebih pessing haeus
dicapai aleh BPEN? (lingharilah i

Lebih penting melaksanukan keordinas Sama Lebih pealing sxenvelenggmakan konsaitasi

penyusunan progras peoyembangun ekypror

.

i

7

3

3

panting

bisnis dan petaifhan munajemen ckapor

w

3

3

'?

9

2.

Upiek Tojuaas Umuse BPEN aeningkatkan kiserja Ekspor UKM ladenesia khususoye Untuk
Meningkatnya Baya Saing dan Brard Tmgge Prodak UKM. sllernatif mano yang lebih penting harus

dicapal alel BPENY {Hagkarilub b

Lebih peming melaksanakan koordinas
penyusunan program pengembungan ekspoy

ot
»

g

7

5

3

Sama
penting

Lebih penting meningkatkan efektifisay
Regiatan market intgliipence {analiss posar}

S
F-

3

5

7

9

3. Untuk Tuejuar Umum BPEN mesiopkatkan kinerls ERspor UKM Indonesis kinsuseya Lsmk
Meningkatnya Daya Saing dan Brand Ilmage Produk VKM, abiernatif iiana yong lebih penting harws

dicapai clelt BPEN? {lingkarilah 1.

Lebils penting malaksanakan koordinasi Samz Leiib penting menyelenggarakan promost ’— i
PENYUSANSA Progrum pengembangan ekspor | punting produk tan jass Indongsia
S 7 5 3 3 5 7 g

Untak Tujran Umum BPEN meningkathap kinorja Ekspor KM Indenesia kbasustys Unuk
Meningkainya Baya Saing don Braad lmage Prodek UKM, allernmif many yang lebih penting horus

sbicapai pleh BPEN? {Hogkariish ),

Lubih penting melaksanukan koordinasi
penyusunan progem pengembangan ckspor

r

9

7

3

3

Sama
peniing

Eebih peating tdak melakulan apapun

v

3

5

7

9

A

Uotuk Fojuan Umoem BPEN aieningkatkan Kiserjas Ekspor UKM Indonesias khususnva Lintek
Meningkatnya Dayn Saing dan Brand image Produk UKM, aliernatil mang yang lebih penting harus

dicapat aleh BPEN? (lingkarilah 1.

Lebih peating menyelengpacabiun konsubasi
bistig dan pelatiiien manajemen ekspor

Samz
peting

Lebil peniing meninghatkan efokiilitas
kegialan markel muelligence {uwaliss pasar)

W
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HE Q)

6. Ustuk Tuiman Upium BPEN mesisgkatksn kinerja Ekspor UKM Indodesia khususnys Unud
Meninpkatnya Daye Saing das Brand baage Prodak VKM, allermaif mang yang {ebih penting haruy

ditapai ofeh BPER? clingkardah ).

Lebih penting mesyelenggreakan kensuins
biguis don peimiban nuisajemen ekspey

b4 ? 5 3

Samy
penting

Lebik penting menyelenggarakan pramosi
produk dos Jasa Indonesio

R

3 5 ? b

7. Untuk Tejuan Umum BPEN meninpkatkan kinerja Eksper UKM Indonesiz khusssaya Uniek
Meningkatays Days Saing don Brand fmage Produk UKH, aliernniif mana yang lebil penting harus

dicaput oleh BPEN? (lingkariiah ).

Lebil penting menvelenggarakon konsultasi
bisnis dan pelatihan manajemen ekspor

F.3

b 7 3 g

Sann
penting

Lebih penting tidak melakukan apapun

s

3 5 7 14

8. Untuk Tujuan Umom BPEN meningkathan Kinerjs Ekspor UKM indonesia khusesnya Untek
Meningkatnya Daya Saing dae Drand Heage Produk UKM, aliernatif mana yang iebih penting harus

dicapal oleh BFEN? (Ningkarilah ).

Lebih penting meningkatkan efekiifiay
kegiatan marker intetlizence fanalisa pesar)

-~

9 1 5 ' 3

Sama Lebih penting menyelenpgaraken promosi
penting produk dan jasa Indonesia
3 5 7 9

9. Untek Tujuas Umunt BPEN meningkstkan kinerja Ekspor UKM Indonesia khususaye Usntuk
Meninghkatnyn Days Saing dan Brand Image Prodok UKM, shematil moene yang lebih pesting harus

dicapai oleh BPENY (lingkarilah 1.

Lebib penting meningkatkan efekiititas
kegiatan market intelligence {annlisa pasar)

Eony

2 7 5 3

Sanma
penting

Lebih penting tidak melakukan apapen

L4

3 3 7 9

18. Untuk Tujean Umam BPEN meningkatkan kinerjn Ekspor UKM Indonesia khususnya Unwik
Meningkatnys Daya Saing dan Braed Image Praduk UKM, sitemnatil swina yang lebib pening hirns

divapai oleh BPEN? {fingkarilah ).

Lebih penting menyelengpacakan promost
produk durs jasa Indonesk

Samm
penling

Lebil penting tidak melakukan dpapun

wep

Confronting Strategies..., Sulistyono, FEB Ul, 2009



{Continie for appendiy - $

Tatfuen Cimaiy BPEN

(Bteningkatlan Kineeja Bkspor UM fodonesia)

—

\\

Tersedizmya Informast
Pasnr Patengial vang
Komprehensif
Muolaksanakasn Manyclonggarakon Meninghatkan Menydlenggarakon Tifak stelakulion
Koordnas unuk Kensultas) Bisnis Ftekbivitas Bromast Predek Apagty
Penyusunan dan Pelatibiae Kegiatan Market dan Jasa Indoassia
Program Manajemen Ekspor Tntettigence
Penggnbangzm {Anaiisa Pasar)
enr

Berdasarkan bagan hirsrki di atas, bandingkaniah tingkat kepentingan dard masing-masing fifuan stau
altematif sirategl vang dilnksanokon oiek BPEN dalam upaya meningkatkan kinerja sksgor UKM di indonesia
dengan menuliskan nilai sesuni ranking yang ada pada panduan skala persepsi.

Perbandinwan Linpkat Kepentingan antar alteynatif

1. Untak Tujuan Umum BPEN meningkstkan Rkinerja Ekspor UKM Indonesia khususnyz Untuk
Tersedianya tnformast Pasar Potepsiai yang Kom;mahenszf allermatif manz yang lebih penting harus
dicapai oich BPEN? {lingkarilah ).

Lebils penting metaksasakan koordinasi Sama Lebis penting menyelenggarakon kongulinst R
penyusunan program pengembangan ekspor | penting bisnis dan pefatihan masajizmen ekspor
9 7 5 3 3 3 7 4

2, Untuk Tujuar Umsm BPEN mepningkothan kinerje Elspor UKM indonesin khususnyz Untuk
Tersedinnya Informasi Pasar Potensial yang Komprehensif, slternatif mana yang lebih pealing harus
dicapai olch BPEN? (lingkariiah ).

Lebil penting melakyanzkan koovdinasi Sama Lebih penting meningkatkan efekiifitas
panyusunan program pengembangan skspor | penting kegiatan market intelligence {unaliza pasar)
9 7 3 3 3 3 7 9

J, Untek Tujear Umam BPEN meningkatkan Kinerja Ekspor UKM indenesia kbwsusnys Untuk
Tergedianys Informasi Pasur Potensisl yvang Komprehensil, altemmadf manz yang lebih penling harus
dicapai oleh BPEN? (lingkariiah ).

Lebik penting melaksanakan koordinasi Sama Lebik penting menyelengparakan promosi
penyusunan program pengembangan ekspor | penting produk dan jasa indonesin
9 7 3 3 3 3 H 9
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4. Uptok Tajuan Umem BPEN mesningkatkan kineria Ekspor UKM fndonesia khususnva Uniok
Tersgdinnya falormast Pasae Potensial yang Komprebeusif, alernsiil mana yany lebib penting barus
dicapat oleb BPFENY (lingkarilal ).

Lebib penting melaksanckan koardingm Sanw Lebih penting tidak melakukan apapun

penyusunzEn progeam pengembnngan ckspor | penting

9 1 3 3 3 3 7 4

3. Uatuk Tujusn Umum BPEN meninpkatkap kiveris Ehspar UKM Indowesia khusssryy Lintak
Tersedianya Informasi Pasar Potensial yang Kemprehessif, alisenntif mana yang lebih penting horss

dicapai sleh BEENT (ingkarilah L

bisnis dan pelatiban manajemen ekspor

A

Lebi penting menyslenggaroken konsultast Ranm

9

7

5

3

pentisg

f.chih penting meningkatkan efekiifiug
kegiatan market inteliigence (analisa pasar}

W

3

3

7

4

&, Untek Tujusn Umum BPEN mesingkathan Kinerjs Ekspor UKM Indonesia khusesaya Untuk
Tersedianya Informasi Pasar Potensial yang Komprehensif, sliemnatif manz yang lebih penting hares

dicapal olebh BFENT (lingkariish },

{.ebih penting menyeienggarakan komsuiiasi Sama Labil pensling wwnyclenggarakan promos
bisnis dan pelatihan yenaiemen ekspor pemtiing produk dan jasa Indonesia et
9 7 3 3 3 5 7 3

7. Untek Tujuras Umuam BPEN meninghatkan Kiperja Ekspor UKM iIndonesia Klususnya ek
Tersediznya Informasi Pasar Pofensial yasg Komprehensif, aliematif mana yang bsbih pesting harus

dicapal oleh BPEN? (lingkariiah ).

Lehih penting menyelenggamkan konsuliasi Zamz Lebih penting tidak metakukan apapun
bisnis dun pelatihan mamjemen ekapor pesting
9 b 5 3 3 3 7 9

& Ustek Tujuan Umum BPEN meningkatkan kiserjo Ekspor UKM Indanesia khusosnyas Untuk
Tersedisnya Informasi Pasar Potessial yang Kompreheasif, altermatit vana yang lebib penting s
dicapn) eleh BPENT {lingkarilah ).

Lebil penting menyelenguarakin premosi

Lebih penting meningkatkan elekiititag Sama
prodtuk dan fusa Indonesin

keginran market intelligence funnlisa pasar) penting

L 4

-

Confronting Strategies..., Sulistyono, FEB Ul, 2009



(Continie for appendix - 91 149

O, Hnigk Tujusn Umasm BPEN mesingkatiun Kinerja Elspor UKM indonesiz khosusnyn Umiek
Tersedianys informasi Pasar Potensial yang Kemprehensil, alternatil masa yang kebtls pewting harss
dicapai oleh BFEM? (lingkacilah }.

Lebih penting menbzgkalkan efekeifilag Sama Lebift penting tidak melokiskon apapun
kegiatan market iieltigenee {analisa pasar) penting

W

.3

Ed ? 5 3 3 5 ? g

10, Untak Tujuan Umum BPEN meninghatkan kiserjs Ekspor UKM Indonesin khosusays Untnk
Tersedianys Inforeasi Pasar Potensial yang Komprehensif, sheenatif mana yang tebih pesting hars
dicapai olel BPEN? (lingkarilah L.

Lebih penting menyelenggarakan promost Sama Lebih penting tidek melakukan apapun
produk dan jasa ndonesia penting
9 7 3 3 3 5 7 9

i, Kuesioner Bagian 2 - S{rategi BPEN dalam mesghadapi sirategi UKM

Melihat keterkailan entura dukungan gkspor i2rhadap perckonomian Indonesia, berbagai kajian
menyebulkan bahwa terdapat ketimpangan dalam konfigurasi ekipor sugional, yaitu perag UKM sebagai sekior
yang memegang porst sokitar 99% dart total usaky di Indonesio ternyata masih belum mampu memberiian nilai
korstribusi yang signifikan, Hal ini tentenys poiut menjadi perhatian BPEN scbagai lembaga yang berada
garda depan pesgembangsn ekgpor Indonesia. Tedebib apabila melihal anggapan banyak piliak vang
menyatakan bahwa program pengembungas ekspor yang selama ini diselenggarakon oleh BPEN belum mampuy
meningkatkan kinerja ekspor UKM secara optinml, Dalam saleh saly laporannys, ADB Technical Assistance
mesnyebutkan bahwa terdapat banyak program peagembangaa ckspor UKM yang tumpang tindih antar berbagai
kementerian dan tmmbaga, Solusi terdekat duri permasalahan tersebut adalah dengan pemusatan seMuE program
promosi ekspor di tingkat magional, yaity i BPEN.

Berdasar pada beberapa fakia di ams, penclitian inl akan memberikan penckanan terhadap beshogai
permasalaban dan steategi dalses upaya meningkatkan kineria ekspor UKM di Indonesia, balk yang tervuiud
melalui progras-program BPEN maupun yang dilakssaskan olch UKM i sendin. Aspek vang ditinlau dari
kussioner ini adalah penilaian sxpert dalany posisi sehogat bagian dard aparsior pemerinizh terkait dengan hufunn
tersebut di atas.

Bagan benkut merupakan bentuk hiracki dari permessbhan dan stmtegi BPEN dalam wpaya
mesingkatkan kinerin eksgor UKM lidonesis. Level atas merupakan alernatifalternadif siratepi yaog dipilih
cich BPEN untk dapat mencapai keiteria stsupun tuivan utamonya {goal). Himeki ini jega sekaligus
menggambarkan bahwa strategi yang dilekukan oleh BPEN tersebut akan menghadapi, slau mungkin juga
berbenliran, dengan strategi-strtegi UKM yeng jugn berkeinginan wmuk mencapal tjuan asmyanya {fevel
bawahl.
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150

Stenfoyl BPPUS patuh Meadnalhot b Rigerin Fhapor LIAT Indonesin

Metakeasnakon Menpelengrarakan
Roordinasi sntpk Konsiiast Bisnig
Penyusunan dan Pelatihon
Program ianajemon Elksper
Pesgembangan
Ekspar

Muningkatbon
Efeklivitas
Kegiatan Market
fateiligoner
{Anafis: Pagar}

Menyelengparaiiun Tidak doikukan
Promosi Produk Afiigs
dun Jasa indonasia

e T —

oy off gowns theory
aniore

HPEN dan L5 i

— e L

Melakokan Meningkatkan
Pengembangarn Remampuan
Produk Margjemen Eksgor
{termasuk disain
proguk darn
packoging}

Mclakukan
Fromosi
ProdukfJasa

Mengumpulkan Memasubki Pasar
Inforsmusi Pasar Asing yang
yang Potansial Patonsial

Strutead VKM patuk Monipgkatkas Kinerjy Lksporuvy

Seliag poin permasakohan yang ada pada keesioner di bagian ini, akan dilengkapi dengarn hirarki yang

memberikon pambaran behwa dalam meleksanakan setiap asiternatif sirateginys, BPEN akan meaghadapi

straicgt UKM. Karcnsnya, perentuan tingkat kepentingan dari masing-masing stretegl BPEN horus tetep

melihat keterkaitannya dengan strategi vang diaplikasikan oleh UKM.

Menphadapi kendalafpeluang Steategi UKM

VKM Melakukan Pengembangan
Produk (termasuk disain produk dan

packaging

B S

RN

HMelaksannkan Menyelengparak
Feordinasi unluk an Konsultasi
Poavusuaay Bisnix dam
Pogram Felatihan
Pangembangan Manajemeon
Ekspor Ekspar

 BREN:
Meninghatian
Efekbiviias
Kegiatan Murket
Inteliipence
{Andiiss Pasacy

Skratgal BPEN: Strages BPEN
Menyelpoggarah Tidak

any Promast Melakukas
Peuduk dan Jass Apapun

Indoresia

Steatepi BPEN

1. Umik menzeggap strategt UKM - "Melukukan Peagembangan Produk (termaasuk disain produk dan
prekaging)?, strategt moana yang Jebih penting/efekef uatuk dilnksanakan oleh BPEN? (lingkariiah).

Strategt BPEN: Lebih penting melaksanakan
koordinnsi peayusunas program
pengemnbangan ekspor

'l
N

Sama

panting menyelenggarskan koasuitast bisals dan

Siratepi BPEN: Lebil: penting

pelatihan mangjemen ekspor

S
d
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2, Upwk meamggapi sieategi DKM - "Melakakas Pongembaugan Produd (termassk dswin produk dan

packugingy”, siratopi mane vang lebih pentingfefekaf untwk dilaksanskan oich BPENY ¢iingkarilah).

Strutegi BPEN: Lebih perting nelaksanakan
koordinasi penyusuban program
pengembangan ekspoy

&
€

9 ? 5 3

Bama
penting

Stategd BPEN: Lebils pesting meningkathas
efckeiima keuiunm market imetlipence
tanitlisa posar)

-

3 3 7 9

3. Untuk menanpggapi strategi UKM - "Melakukan Pengembangan Prodek {termasul disain produk dan

packaging)™, strmegi muna vang lebih penting/efeknil unsuk dilaksanakan oleh BREN? {lingkarilah}.

Stentegt BPFEN: Lebih peating melaksanakan
koordinasi penyusunan program
pengembanian ekspor

i
k]

9 7 3 3

Bsma
pemting

Suategl BPEN: Lebih penting
metvelenggarakan prowesi prodek dan jasu
Indonesia

b

B 5 7 2

4. Unwk menanggapi strategi UKM - "Melakukas Peogembangan Produk (termasuk disain produk das

packaging}”, stzategi mana yang lebih penting/efekiif untok dilaksanukan sleh BPENY {lingkarifuh).

Sirutegi BPEN: Lebih peating meloksanskan Sama Suatepi BPEN: L cbib penting tidak
koordinasi penyusensy grogram pentiay metakukan apapuy
pengembangan ekspor
9 7 5 3 1 5 7 9

3. Untok menanggepi strategi UKM —— "Melakokan Pengembangan Produk (termasuk disain preduk dan

packaging)”, straiegi mans yang lebih pentingfefektif unwk ditakszoakan plel BPEN? {lingkarilak),

Steategi BPEN: Lebih peniing
menyelenggacakan konsultasi bisnis dan
palatihan mangiemen ekspor

Fa
h

K4 7 3 3

Sama
penting

Strartegt BPEN: f.chih penting meningkatkan
efekiifitas kepintan marke! intediipence
{analisa pasar}

w

k 5 7 g

&, Untuk mensnggapi strategi UKM . "Melakuksan Peagembangan Prodek (termasak disain produk dan

packaging)®, siraiegi mana yany febih penting/efekaf untuk diloksanpkun oleh BPEN? (linpkaritah),

pelatiban amaajemen ekspos

A
)

Strutegd BPEN: Lebih peming Sama Strategi BPEN: Lebih penting
menyelenggarakan konsultas bisnis dun peating | maenyelenggarakan promes produk dan juva

tadonesia

o
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7. Umik memiowgpi strategi UKM < “"Melakukan Pengembangas Preduk (terniasak disain produk dan
packaging)”. sirsiopt mani yaoy lebih pentingfefokiil untuk dilaksanakan olgh BPEN? {ingkaciluh),

Sirtegi BPEN: Lebih penting
menyeleaggarohan konsshast bisnis dan
pelatthan manujemen ekspor

&
L3

¢ 7 5 3

Sama
penling

Strategi BIFEN: Lebih penting tidak
melakukan apapun

W

3 5 7 g

otk dilaksanakan eleh BPENT {lingkasifuh],

8. Lntok menanggapi stmtegi UKM — "Melakukan Pengembangan Prodak (termasuk disain produk dan
packaging)™, strategi mana yang kehik penting/efekif v

Srrateyt BPEN: Lebib ponting meningkatkan
efekiifuas kegintan markat intclligence
{anniisa pasar)

o

9 ? 5 3

Zama
penting

Sientesi BPEN: Lebih penting
menyeleaggarnkan promosi produk dan jasa
tndonesia

»

3 5 7 9

9. Untuk menanggapi stratepi UKM - "Melakukan Pesgembangan Produk {Termasuk disiin prodok d
packaging)”, strategi maan yang lebih penting/elektit untak dikaksanakan olel BPEN? (lingkarilah).

Strategi BPEN: Lebih penting meninpkathkan
efeklifitus kegiatan marked imelligence
{analiza pasar)

f)

9 7 3 3

Sama
penting

Strateg] BPEN: Lebih penting tidak
meckakukan spapun

w

3 $ H 9

18, Unluk menanggapi simtegi UKM - "Melakukan Pengembangan Prodek (fermasak disain predak dan
packaging)”, stratepl mana vang lebik penting/efoktif untuk dileksanokan oleh BPENT (ingheorilakl.

Steategt BPEN: Lebih paming
menyelenggarakan promosi produk dan jasa
indonesia

Sama
peniing

Stratept BPEN: Lebik penting tidak
mziakukan apapun

+
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|

Menghadupt kendali/geisane Steatepi DM

UKM Meningkatkan Kemampuan
Manajemeaen Ekspor

Stealest BPEN: Siralegl BPEN:
Melaksanakan Menyclenggarsk
Kagrdinasi untok a6 Konsuitasi
Boayusanan Bignis dan
Prograe Pulstihan
Pengembangae Manziemen
Ekspor Ekspor

Bteategi BPEN:
Meainghatkan
Efeksivdtas
Kegiatan Market
inteligence
{Ansliss Paswr)

Sirateg RPEN:
Moenyelensgursk
an Promosi
Produk din Jasa
Endonesia

\_

Sirategi BPEN:
‘Tidal
Molskukan

Apapin

(]
i

Sirategi BPEN

1. Untuk menanggapi strategi UKM — "Meningkatkan Kemampuas Mamjemer Ekspor™, steategi mana

yong lebil pentingfefektif uniuk ditlaksanakan olels BPENT (lingkarifaly).

Strategt BPEN: Lebih pentiag melaksanakan Sama
koordinasi penyusnnss program penting
pengembangan ckspor
9 7 ] 3

Sirategi BPEN: Lebth penting

menyeignggarakan konseitasi bisnis dan
pelatthan manajemen ekspor
3 5 7 P

2. Untek menanggapt strategt UKM - "Meninghkatkan Kemampuan Manajemen Ekspor”, strategi mana

yang lebih peatingfefektif untuk dilaksanakan oleh BPENY {lingkariah),

Strategi BPEN: Lebih penting melaksanakan Sanma
koordinast penyusunan program peming
pengembangan skspor
9 7 3 3

Sirategi BEEN: Lebih penting meningkatkan

efektifitas kegiatan market intellipence
{analiss pasas)
3 b 7 9

3. Unwk menanpeapt steategl UKM - "Meningkathan
yang iebih pentingfefelnif untuk dilaksanakon oleh BPEN? {inglaritah).

Kemampuan Manalemen ERspor™, stratepd mang

Sirategl BPEN: Lebih penting mefaksanakan Sama
koordinas! penyusunan program penting
pengembangan ckspor
g 7 5 3

Strategi BPEN: Lebili penting
menyelengearakan promosi produk dan lose
Indonesia

L 4

3 3 7 2

4, Untuk menanggupi strategl UKM --- "Meningkatkan Kemampsas Manajemen Ekspor™, strategd mana

yang lebik penting/efekiil uniuk dilaksanakan oleh BPEN? (lingkorilah).

Steutegi BPEN: Lebil pesting melaksanakan
koordinagi penyusunen progeam
pengembangan ekspor

i
+

Savn
penting

9 ? 3 3

Sirtegi BPEN: Labih penting tidak
mglakukan spepun

2
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S, Uniisk semanggapt susregi UKM - "Meningkatkas Kentzmpuan Masajemes EXspor™, strategi nxnn
yang lebih pemingrefekiit wituk dilaksinakan kel BPEN? (lingheriiab).
Sirmegi BPEN: Lebih penting Suimn Strotepi BPEN: Lebili penting meningkatkag
menyslenpearmkan konsisins bissis dan penting ctekiifius kegintan markel inteliigence
priatihan manaiomen ekspor (mrashisn pusari
g ? 5 3 k! 5 7 9
6. Untok menangpap strategi DKM -~ "Meaingkathan Kemampusn Manajemen Ekspoe®, sirategh mana
yang lebih pening/efekut vk dilaksanakan oleh BPEN? (lingkarilahy.
Strategi BPEN: Lebil penting Sama Strategi BPEMN: Lebil peating
menyelenggatakan konsuliagi bisais dan penling | menyefengenmakan prososi produk dun jass
pelatihan mangemen 2kspor indonesis
g 7 5 3 3 5 7 9
7. Useuk menanggap strategi UKM o “Meningkatkan Kemampuas Manajeaien Ekspor™, sirategi mona
yang kebih pesting/efekiil untuk ditaksanakan oleh BPEN? Gingkarilby,
Strategi BPEN: Lebih pesting Samy Strategl BPEM: Lebik pesting tiduk
menyelenggarakan kansultasi bisnis dan penting mekkukan apapun
polatihan manaiemen skspor
9 7 5 3 3 5 7 9
8. Untuk menanggapi siralegi UKM - "hMeningkatkan Kemampuan Manajemen Ekspor®, strategl mam

yang lebik pemting/efekliCuntik dilaksanakan oleh BPEN? lingkarifah).

Suategi BPEN: Lebib penting meningkatban
efektifitus kegiatan marke! inzeiligence
{anziisa pasaz)

N

$ 7 $ 3

Sama
penting

Steategi BPEN: Lebih penting
meayelenggarakan promosi produk dan jusa
Indonesis

N

3 5 7 9

9. Untuk menanggapi strategi VKM < "Mentugkatkan Kemampoan Musajemen Ekspor”, strategi smina

yang lebil ponting/efektif untuk difaksanokan olely BPENT Gingkasiiah),

Serotegd BPEN: Lebib penting meningkatkan
sfekiilitas kegintan market intelligence
{anliva pazan)

E

Sama
penting

Strateg BPEN: Lebih pemting fidak
melakukan apapen

w
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HE Limtek mepanggaps siestegl UKM - "Mepingkaikan Kemampuan Manajemen Ekspor™, suategt min
yang lebib penting/e fokiif entuk dilaksanakan oleh BPENT tiingkarilab).

Strategi BPEN: Lebih pentiog Sarm Strategi BPEN: Lebih penting tidak
menystenggarakan promosi produk dan jesa | penting miciakukay apapun
Indonesin
9 ? 3 3 3 5 7 9

Menghadapi keadaln/peluang Strategi UKM
UKM Melakukan Promosi Produk/Jasa

/’%M

Sirategi BPEN: 2tatesl SPEN: Strgiesd BPEN: Steateni BPEN: Strasepl BPER:
Melaksanalkan Menyeicngzgarak Meningkatkan Mesyelengpar Tidak
Koordinasi untul nn Konsultass Flektivitus as Promost Melakukan
Peayusunan, Biznis dan Kopiatan Market Produk dan Jasa Apapun

Prograry Felathan Intelligance indonoesis
Peagendsngan Mamnferern {Analisa Pagr)

Ekspor Ekspor

Strategi BPEN

i. Untwk mienanggapl stratepi UKM - "Melakokan Promost Produk/asa™, strategi mans yang lebib
penting/efektif satuk ditaksanakan oleh BPENY (lingkariiah).

Strategi BPEN: Lebih penting melaksanakan Sama Strategi BPEN: Lebit penting
koordinast penyusunan pregeam penting menyelenggarakan konsuliast bisnis dan
pengembangan ekspor pelatihan manalemnen ekspor

£ X
% F

9 7 5 3 3 5 7 4

2. Usntuk menanggopi strategi UKM - "Melakukan Promosi Produk/Jasa®, straizgi mana yang lebib
penting/efekil untuk dilaksannkan olel BPENY (lingkarilah},

Siatepi BPEN: Lebih pesting melaksanakan Sama Straregt BPEN: Lebih penting meningkathan
koordinasi penyusunan progeam penting efekiifitas kepiatan market intelligence
pengembangan ckspor {analisa pasar}
% 7 5 3 3 3 7 g

3. Untek menanggapi sirategi UKM —- "Melakukan Promost Produk/Jasa™, swratepi mana yang lebih
penting/efekif untuk dilaksanaksn oleh BPEN? (ingkarilah).

Sirsteg: BPEN: Lebih penting melaksanakan Sama Straregi BPEN: Lebih penting
koordinasi peayusuman program perting | menyelenggarakan promost prodek dan jasa
penpembangin ckspor tndotiesia
9 ? 3 k! 3 5 7 9
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4, Univk menanggep stgept VKM - “Melgkokan Proreost Produkilass™, stnnegt mans yang kebib

pessingifefckit uniuk dilsksanskan oleh BPENY tiingkarilah),

Stravegi BPEN: Lebil penting mclakganakan
kowrdinast penyusunin program
pengemibangan ckspor

-,
=

Samn
pelting

9 7 3 3

Strateg! BPEN: Lebil peming tidak
medakukan apapun

L3

3 5 7 9

8. Unick menanggept strategi URKM - “Melakukan Promosi Produk’Jasa™,. sirategi mana yang lebih

penting/efekifl wituk dilaksanakan oleh BPEN? (lingkarilah),

Siratepi BPEN: Lebit nonting
menryclenggarakan konsuitas bisnis dap
pelatihas manajemen ekspor

&
]

Sama
penting

9 7 o 3

Strateg: BPEN: Lebih penting meningkatkan
efektifitas kegiatan market intelligence
{unsliza pasar)

o

3 5 1 2

6. Untuk mesasgeapi stregh DKM - "Melakuekan Promosi Produkidusa™. steolegs mana yang lebih

pentingfefektif untuk dilaksanakus ofeh BPENT (lingkarilah),

Strategi BIFEN: Lebil penting
menyelenggarakan kensuliast bisais dan
peiatihan manajemen ekapor

i
b

Sumy
penting

2 7 i 3

Steategi BPEN: Lebih penting
menyelenggarakan promest produk don Jase
Indonesia

ut

3 3 7 b

T Unisk menanggapl strategi UKM - "Melakukan Promosi Prodekiasa”, siategi mana yang iebib

penting/efektif untuk dilaksanakan oleh BPEN? {iingkarilah).

Strategi BPEN: Lebih ponting
menyelenggaraican konsuliasi bisnis dan
paiatihan manatsmen ekspor

2
X

Sama
penting

g 7 3 3

Strategi BPEN: Lebih penting tidak
mekskikasn apepun

w

3 3 7 g

pentingfefekaif untuk difaksanakan oleh BPE

8. Untek menangpapi simtegi UKM .. “Melakukan |
N7 {Hngkarilah).

romoest ProdoklIasa™, sicatept mang yang lehib

Sirateni BPEM: Lebih penting megningkatkan
efekiifitag toglatar market intelligence
{anadisa pasay)

E.3

Roamm
penting

Sirmtegt BPEM: Lebih peating
menyelenggarakan pronosi produk dan josn
Indonesia

k4
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2. Unwek ssonunggapt strategs UKM - "Melakukan Promesi Prodalidasa®, stratogt mann yang fehih

penting/efekaf untuk dilaksanakan olch BPENT (lingkarilah).

Strategi BPEM: Lebih peniing meningkakan
efekiifitas kegiman markes intelligonce
{analisa pusar)

E

Bama
nonting

Sernteyi BPEN: Leinh penting udak
meiakukan apapun

L

9 7 5 3

3 3 7 b

16. Unwsk menangpapi stmiegi UKM - “Melakukan Promosi Frodul/Jasa”, strategi umna yang febih

pentingfefektil uatuk dilaksanakan oleh BPEN? {lingkarilah).

Sirategi BPERN: Lehih penting Samz Seatesi BPEN: Lebih penting tidak
menyelenggarakan promosi prodek dan jasa § peating melakukan apapun
Itonesia
9 7 5 3 3 3 7 9

B e

#Menghadap kendala/peluang Strategi UKM

UEM Mengumpulkan Informasi Pasar
vang Potensial

hURr ., 4

Suaiggl BPEN: Strg EEN; Strategi BAPEN; Stratepi BPEX: Bieatogi BEEN:
Mylnksanakay Menvelenggarak Meninghatkan Meanyelonggaral Tidok
Koardingsi uatuk an Monsultast Ffektivitay an Promus} Melakakon
Penyusunan Hisnis dan Kegiatan Market Produk dais Jasa Apapun
Program Pelatihon {ntelligence Indonesis
Prengembangan Manaipmen {Analis Pasar)
Ekspisy Ekspor

1. Untek meaanggapi strategi UKM « "Mengumpulkan Informasi Pasar vang Potensial?, stralegi mana

Strategi BPEN

vang iebib penting/efektif untek dilaksanakan oleh BPEN? (lingkarifah),

Sirategi BPEN: Lebik penting melaksanakan Zama Steatepl BPEN: Lebik penting
koordinasi penyusunan program panting mesyelenggarkan konsultas: bisnis dan
pengembangan exspor pefaithan mangjemen ekspor
8 7 5 3 3 3 7 g

2. Untek menangpapi strategi UKM --- "Menguniputkan Informasi Pasar yang Patensial”, strategi mana
yang lehil peoting/efelaif untuk dilaksanakan oleh BPEN? (lingkarilah).

trategi BPEN: Lebih penting melakyanakan
koordingsi penyusunan srogeam
peagembangan ckspor

3

peuting

Sama Stentept BPEN: Lebih penting meningkatkan

efektifitns kegintan madcket intelligence
{analisa pusar}

v
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3. Unwk mesanggapi sirateg] BRKM < “Mengumpulkan beformusi Pasar yaeg Potensial®, siratogl mum

yang [ehih penting/efeknl univk dilaksanakan oleh BPENT {fingkatiiahi,

Strategi BPEN: Lebilt penting pwelnksanakan
keordinasi penyasunan program
pengembangan ekspor

b

9 7 3 ks

suma
penting

Suategi BPEN: Lebih penting
menyelenggarakan promosi produk dan jasy
Indonesia

h

3 3 7 9

£, Unuwk menanggapt strategi URM - “Meagumpuihkan Infermasi Pasar yang Potensiaf®, strategi mang
yang lebih pentingfefelif untuk dituksanakan oleh BPE

N? (lingkarilah).

Strategt BPEN: Lebih penting melsksunakun
koordinast penyusunan progrim
pengembangen ekspor

ra
%

9 7 5 3

Sama
panting

Strategi BPEN: Lebib penting tidak
meinkukan apapun

»

3 3 7 g

8, Untk mesanggapt steategt UKM - *Mengumpulias tnformast Passr yang Polensial™, strategi mung

yang lebih penting/cfektif untuk dilaksanakan ofcis BPEN? {lingkaritah}.

Stratepi BPEN: Lebils penting
meryelenggarkan konsultasi bisnis don
pelatihan manajemen ckspor

*
Ly

9 ? 3 3

Sama
penting

Strateg: BPEN: Lebih penting meningkatkan
efektifitas kegiman morket intelligence
{analisa pasar)

L 4

3 & 7 9

4. Umisk menangeapi sirategi UKM - "Mengumpulkan Informasi Passe yang Poteasial®, strategi mam

yang lebih penting/efekif wntuk difsksanakan oieh BPFEN? (lingkarilal),

Strarep: BPEN: Lebilt ponting
menyaienggarakan konsultas bisnis dan
peiatihan msnajemen ekspor

&
3

9 7 5 3

Sama
penting

Steategi BEEN: Lebih penting
mienyeienggarskan promosi produk dan jasa
indonesis

W

3 5 K 9

7. Untuk menanggapi strategi VKM . “Mengearpulkaa nformasi Pasar yang Poteesial”, strategl many

yang lebik pentingfefekiil untik diliksanakun oleh BPEN? (ingkasilah).

Strategi BPEN: Lebib genting
meayelenggarikan kansullasi bisnis dan
palatiban manajemen ekspor

Fa
b

Sama
pesting

Siratep] BFEN: Lebih penting tiduk
melakukan apapun

h 4
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8. Unwk menanggnpi stralegi UKM . "Mengumpuikan Informasi Pasar yang Potensial™, stregi mana

vang lebih pentagfefekiif uniuk ddaksanakan oleh BPEN? {Hngkarilah).

Straieg: BPEN: Lebih penting meningkatkan
efekuifftas kegialan marke: inteligence
{analisa pasar)

A

Sama
penting

Stcatepi BPEN: Lebih ponting
mienyelenggarakan promasi preduk dan jasa
Tndonesia

L

~r—

3 3 7 9

9. Univk menanggapi strategi UKM — "Mengompuikan Informasi Pasae yang Polensial™, strategi inana

yang lebih pentingfefeltif untuk dilaksanakan oleh BPEN? {lingkarilah}.

Strategi BPEN: Lebib penting meningkatkan
efekuifitas kegiatan murket intelligence
{anatisa pasar}

E.o3

b 7

5

Soma Stratesi BPEN: Lebil peming tidak
penting melakukan apapun
3 5 g

10, Untuk mensnggapi strategi LKM —- "Mengamputkas Informast Pasar yang Potensial®, strategi manz

vang lebih penting/efektif umtuk difeksanakan oleh BPEN? (lingkarilah}.

Serategi BPEN: Lebih penting
menyelonggarakan promasi produk don jasa

Sama
pesting

Sirategi BPEN: Lebih penting ridak
metakukan apagun

Indonesia
g 7 b 3 3§ g
Menghadapl kendala/peluang Strategi KM
UKM Mamasuki Pasar Aging yang
Potensial
Sirategi BPEN: Sirategi BEEN: Slrateg! BPEN: Strategt BPEN: Rirateg BPEN:
Mulaksanakan Menyclengpars Meningkstkan Menvelenggarak Tidak
Koordinasi untuk an Konsultasi Flektivitas an Promost Telakukan
Feryusunan Biznis dan Kegiatan Morket Peadukc dan Jasn Apapun
Progiam Holatiban Intetligence Indonesis
Pepgembangan Manalemon fAnalisa Pasur)
Elapur Ehspor
Steategi BFEN

f. Untek menanggapi strategi UKM - “Memasaki Pasar Asing yang Polersial”, strategi mana yaag lebih

penting/efokiif untuk difoksanakan oleh BEEN? (lingkarilak).

Strategd BFEN: Lebih penting melaksanakan
koordinasi penyusunan progesn
pengembsngan ekspor

.
3

Sama
penting

Strategi BPEN: Lebih panting
menyelenggarakan konsultasi bisnis dan
pelatihan manajemen ekspor

.
v 2
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2. Usnsk meningpani strategi UKM 0 “Memasuki Fasar Asing vaag Patensial”, strateg! mam yang febih

penting/eiekiif unink dilaksanakan okeh BPEN? {Yingkarilah).,

Sieatepi BPEN: Lobih penting meliksanakan
koordinas) penyussnan progiam
pengembangan skspor

=
]

Sima
peming

Strategi BPEN: Lebdh penting ineningkatkon
gfcktifitos keginan market intelligence
{analisz pasar}

w

3 5 7 b

3. Untak menanggapi strateg! UKM - "Moemasuki Posar Asing yang Potensial”, strategi mana yang lebih

penting/efektf sntuk dilaksanakan oleh BPENT {lingkarilah).

Strategt BPEN: Lebih peatiog mglaksamakan
koordinasi penyasunan progran
peagembangan ekspor

£
]

¢ 7 5 3

Sama
panbing

Strategi BPEN: {L.cbih penting
ingsiysisneearakan promest produk dan josa
indanesia

-

3 3 1 g

4. Unwk mensaggap strategl UKM --- "Memasuki Pasar Asing yang Potensial™, steategi mamn yang lelnh

penting/efektif untuk diluksanakan olch BPEN? {fingkarilah).

Stnrepi BPEM: Lebih pering melaksanuken
koordinasi penyusunan progeam
pengambangan ekspor

.
*

& 7 = 3

Samia
penting

Strategl BPEN: Lebik pemting lidak
melakukan spapun

»

3 b ? 2

5. Untk menanggapi sirategt UKM - "Memasoki Pasar Asing yang Petensial”, sirategt mana yang lebih

penting/efektif untuk dilaksanakan oleh BPEN? (lingkarsiah),

Strategi BPEN: Lebih ponting
menyelenggarakan konsniasi hisois dan
pelatihan manajemen ekspor

£
N

9 7 3 3

Suma
penting

Strategi BPEN: Lcbih penting meningkatkan
efekiifitas kepialan market intslligence
{snalisa pasar)

v

3 5 7 9

&, Untuk menangeapi steategi LIKM - "Memasuki Pasar Asing yang Pelensial™, strategt mana yang lebih

pentinglelekiif untuk difaksanakan oleh BPENT (linghartiahl

Seratept BPEN: Lebih penting
menyelenggarakan honsuliast bisnis dan
pelagihan maoajemen ekspor

Fa
\

Satm
pemting

Strateni BPEN: Lebib penting
menvelenggarakan promosi pradek dop jasa
indongsia

w
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7. Uneuk mesangpapi straiegh UKM --- “"Memasuki Fasar Asing yasg Potensial®, stestegi mana yang lebih

penting/afekif wniuk diloksanaken oleh BPEN? Ginghariluh).

Strateyi BPEN: Lebih penting
mepyeieaggarakan konsultasi bisbis dan
peiatiban manajemen ekspor

£
*

9 7 3 3

Sama
ponting

Strategi BPEN: Lebih penting ndak
melakukan spapun

b

3 5 7 9

8. Unwk menanggapi strategi UKM — “Memasuki Pasar Asing yang Potensial™, strategi mana yang lebib

pentiog/efektil untuk dilaksanakan oleh BPENT (lingkarilak).

Strategi BPEN; Lebih penting meninpkatkan
efektifitas keginian market intelligence
{arabisa pagor)

.

9 ? 3 3

Sama
penting

Swuategi BPEN: Lebih penting
nicnyelenpgarakan promosi produk den jasa
jdonesia

-

3 3 7 b

9. Univk menangpapl strategi UKM - "Memasuki Pasar Asing yang Potensial®, strategi mana yang jebih

pentingiefekeit untuk dilaksanakan oleh BPENY (lingkarilah).

Sirategi BPEN: Lebik penting mesingkatkan
efektifitas kegiatan market intelligence
fanalisa pasar}

™

g 7 5 3

Sama
penling

Stratepi BPEN: Lebih penting tidak
melakukan apapun

e

3 5 ? b4

13, Untuk menanggepi strategi UKM - "Memusuki Pasar Asing yang Potensial”, sirategi mana yang lebih

pentinpfefektif umuk dilaksanokan oleh BPEN? (Iingkarilah).

Strategi BPEN: Lebih penting
menyglenggarakan promosi produk dan jasa
indenesia

Samu
penting

Stratepi BPEN: Lebih penting tidak
melinkukan apapun

L
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{Continue for appendiy - 8}

It

Huesioner Bagine 3 — Perinnyaan Umum

Menurut pendagat Anda, lkior apns sajabely yang selama ial menghanibat pergembaopan ekspor UKM?

Fakior apa satskah yang selama int mendukung peagembangan ekspor LIKM?

Menurt pendapst Anda, apakab UKM ielah secara akiif melakukan upaya wnmtuk dapal meningkatken
volume ekspomya? Strafegi stou carn apa sajakab yang secara umum agreka faksonakan?

Dalam upavs meningkatkan volume ekspor UKM, pihak-pihak atae lembaga pemerintsh many spjokak
yang telah memberikan dukungan secara intensif? Dalam bentuk apakeh dukengan tersebis diberikan?

Dalam upays meningketion velume ekspor UKM, spskah BPEN telah memberiken dulungan yeng
pptimal?

- Jikalew sudah, dukungag datam bentuk apakah yang secora fangseng dirasakan snfaatnya oleh UKM?

= Yikalaw belum, dekengan dalam beatuk spekah yang menurat Anda dapat mendakung pengembangan

ekspor UKM secara sfekaf?

Ferinmg kasih otas partisipasi Anida
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