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S!Udy Program 
Title 

ABSTRACT 

Sulistyono 
Master of Planning and Public Poricy 
Confronting Strategies of NAFED and Indonesian SMEs: 
Analysis Using AHP-Game Theory to Enhance Export 
Performance 

Base on existing data, the share and the annual growth ofSMEs in total number of 
Indonesian enterprises relatively high. However, the export of Indonesian SMEs 
has not contributed a significant vatue added to Indonesian economy yet. UntiJ 
now, capabUity to recognize exporting market1 improving variety of products and 
accessing foreign market are still major challenges for Indonesian SMEs. The 
National Agency for Export Development (NAFED) as national trade promotion 
organization has already implemented various programs in order to assist 
Indonesian SME exporters for positioning their products and services better, so 
that they are enabling to survive in the high competitive global markets. Thus, the 
objective of this study is to make a rating priority on various SMEs export 
promotion programs that have been executed by NAFED and actualized by the 
SMEs and to analyze various strategy combinations of NAF'ED and SMEs which 
are able to enhance export performance of the Indonesian SMEs optima11y. 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 reach highest strategic balance1 hence Pareto or 
Nash Equilibrium does not exist. It is caused by different point of view between 
SMEs and NAFED's strategy development process fur each party. 

Judul Mempertemukan Strategi BPEN dan UKM Indonesia: 
Ana1isa Dengan Mempergunakan AHP-Game Theory untuk 
Meningkatkan Performa Ekspor 

Berdasarkan data, porsi tcrhadap total unit usaha dan pertumbuhan tahunan UKM 
di Indonesia cukup besar. Namun demlkian sektor ini temyata beium mampu 
memberikan konstribusi yang signitikan terhadap perekonomian nas.ional. Sampai 
saat ini, kemampuan untuk mengenali pasar ekspor. mengembangkan produk dan 
memasuki pasar asing masih menjadi tantangan utama UKM Indonesia, Badan 
Pengembangan Ekspor Nasional (BPEN} sebagai lembaga promosi ekspor 
nasional teJah melaksanakan beragam program untuk mendukung UKM dalam hal 
memposisikan produk dan layanan jasa di pasar global yang sangat kompetltif. 
Karenanya, tesis ini bertujuan untuk menyusun skala prioritas pada berbagai 
program pengembangan ekspor UKM yang telah dilaksanakan oleb BPEN 
maupun dilakukan oleh UKM secara mandiri. Selanjutnya dilakukan analisa atas 
berbagai komblnasi strategi BPEN dan UKM yang mampu mcningkatkan 
performa ekspor UKM di Indonesia secara optimal. Skala prioritas dan kombinasi 
strategi tersebut dikaji dengan menggunakan AHP dan Game ll!eory dengan 
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berdasar pada persepsi BPEN, pelaku usahn dan akadcmisi. Hasil penelitian 
memper!ihatkan bahwa kombinasi stratcgi UKM dan BPEN tidak mampu meraih 
titik keseimbangan tertinggi, dan karenanya keseimbangan Pareto maupun Nash 
!idak terwujud. lni disebabkan adanya perbedaan sudut pandang nntaro UKM dan 
BPEN dalaru proses pengembangan strateginya masing-masing. 

Keywords: 
SMEs, NAFED, Trade Promotion Organization, Analytical Hierarchy Process, 
Game theory 
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CHAPTER l 

INTRODUCTION 

1.1 B:1ckground of ResCnrrh 

Small and Medium-Sized Enterprises (SMEs) have long been believed to 

be important in supporting economics development v.1thin a country (e.g. 

CDASED, 1999; Mazzarol, Valery, Doss, & Thein, 1999). Therefore, in ensuring 

the economic growth of a country, most anentions should be paid into SMEs 

development. The World Bank (2004) also gives three arguments as supporting 

opinions that SMEs can play a role as the engine of economic growth in 

developing countries. First. enhance SMEs competition and entrepreneurship and 

hence have external benefits for economy-wide efficiency, innovation. and 

aggregate productivity growth, Second, SMEs are generally more productive than 

Large-scale enterprises (LEs) but failures in Iinancial markets and other related 

institutions and un..conducive macroeconomic environments 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 Indonesia, SMEs become the main actor in domestic economic 

activitle~ especially as provider of employment opportunities. Henet\ it becomes 

a generator of primary or secondary income sources for many households. 

However, compared with many countries that joined at Asia Pacific Economic 

Cooperation (APEC), Indonesian SMEs have not conllibnted a significant value 

added to Indonesia~ economy yet 

Another important of Indonesian SMEs role is also recognized as an 

engine for the development process and also the growth of non-oil and gas exports. 

This is in line with the evidence in many East and Southeast Asian countries like 

Taiwan, Hong Kong. South Korea and Singapore, whi.ch show the most successful 

cases of SME development that has directly contributed to trade and the adoption 

of exportworiented strategies. 
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Like in other countries, SMEs are the main actors in the production, 

distribution and service sectors of the Indonesian economy, The proportion of 

SMEs is high in all of those sectors. If al! 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 tile word and tile largest percentage are in the 

agricultural sector (PPTA & the Asia Foundation, 2005: p25} 

Since Stvffis are often directly exposed to ever ..changing market conditions, 

they are quick to react to such changes, as was the case when the economic crisis 

struck Indonesia. SMEs tended to have a more flexible organisation and quicker 

decision-making processes than large enterprises. SMEs can also, through their 

exports, play a role in improving the balance of payments (Urata, 2000: pp 3-9). 

According to the Central Agency of Statistics (BPS), the proportion of SME 

exports to total non-oiJ and gas exports after the Asian economic crisis varied 

between 4.6 to 7.5%, although a study conducted for the ADB estimates that the 

contribution of SMEs to total exports is higher, almost II% (Asian Development 

Bank, 2004: lO). 

Kuncoro (2008) also affinned for the importance role of SMEs in 

Indonesian economics. During 1997-2006, number of company in small and 

medium scale reach around 99% 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 oflndonesian enterprises relatively high, how is the role of 

SMEs in 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 perfonnance of Indonesian SMEs still impaired, especially if it's compared 

to SMEs export performance of other countries in ASEAN region like Malaysia, 

Thailand, and Singapore. Specifically, the weakness of Indonesian SMEs 

exporters is unable to access global market with multifarious products. Until now, 
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a capability in recognizing exporting market, improving variety of products and 

accessing foreign market is representing a general challenge oflndonesian SMEs. 

In order to enhance export performance of SMEs, the Indonesian 

government already released several export promotion programs conducted by 

various ministries and departments, Those programs oover both specific trade 

promotion services to upgrade the capacity of potentia[ 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 [ndonesian Export Training Centre 

and Indonesian Trade Promotion Centre. also actualized various programs that 

represent services to assist Indonesian SME exporters to make their products and 

services better so that they are able to survive in the highly competitive global 

markets. 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 Ibrahim (2002) mentioned that 

compared to NAFED programs~ there are effective non-governmental Indonesian 

intermediaries that are successfully linking and matching SME to international 

markets. They offer both market information and business development services 

simultaneously. Other study conducted by The Padjadjaran University in Bandung, 

West Java, has evaluated the activities ofNAFED. This study fuund that NAFED 

services are not bundled. For example, some entrepreneurs found that, through 

participation in a training program, they received useful infomation on 

ldent1fication of business opportunities. However, the training did not include 

practical guidelines on how to make use of these business opportunities to 

increase exports. 

1.2 Problem Statements 

Many parties have several argne 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 is urgently wanted for many solid and harmonized 
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coordination between the governments, in this case ls NAFED. and private sector. 

Business actors play an important role as source of information on various 

business problems, and also source of information tibout their 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: ( l) Based on 

expert perspective, what is the level of various SMEs export promotion programs 

which have been conducted by NAFED and actualized by the SMEs? (2) Is the 

strategy which has been selected by each party, both NAFED and SMEs, able to 

realize the best combination to enhance export performance oflndonesian SMEs? 

Hence, it is important to fonnulate recommendations in optimalizing various 

SMEs export promo1ion programs in Indonesia, especially which actualized by 

NAFED. 

LJ Rc~;carch Objl'cth c . . 

Through this research. the author tries to analyze and search for various 

strategy combinations of NAFED and SMEs that are able to enhance export 

performance of Indonesian SMEs optimally. Then,. based on this personal 

observation. this research will offer some suggestions to strengthen activities of 

NAFED. Specific objectives that will be achieved in this research are: 

1. To make a rating priorities on various Sf>A:Es export promotion 

programs 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 porty will defund on optimizing 

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. 
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To evaluate strategic combinations which are able to support export 

perfonnance ofindonesian SMEs, the research coverage is limited to: 

L SMEs exporter as the object of research that will be invited to give 

contribution in term of perspective about an effective export promotion 

program. 

2. The definition ofSMEs will be based on The Law No. 2012008, which 

defines small and medium scale enterprises as finns with net assets 

(excluding land and buildings) of more than Rp. 50 million and less 

than Rp l 0 billion or with business turnover of more than Rp. 300 

million and less than Rp 50 blllion1
• 

Base on the existence of SMEs 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 

configurntioiL Through this research, author expects to find optimal solution for 

both, NAFED and SMEs, in form of strategic combination from each party, to 

enhance export perfonnance of Indonesian SMEs. 

1 This definition bas been used by Bank Indonesia. the central bank, and by the State Ministry of 
Coopemives and Small & Medium Enterprises (MOCSME). 
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The following is the logical structural flow of this research. 

Background 
1. SMEs have been the main actor in Indonesia domestic economic activities. 
2. The annual growth of SMEs in total number of Indonesian entetprises relatively high. 
3. Nevertheless, the contribution of SMEs to the total of Indonesian export value relatively low. 
4. Many parties conducted uncoordinated SMEs export promotion programs. 
5. National Agency for Export Developmeot (NAFED) as National Trade Promotion Organization 

already actualized various programs to assist Indonesian SME exporters. Nevertheless, it can be 
seen by various parties that unable to enhance SMEs export performance optimally • 

. , 
Factual Condition Gap Expectation 
1. 

2. 

Most of SMEs tend to focus 1. Increasing total number of 
on domestic marke1 and Asynchronous strategies Indonesian SMEs which 
lack of abilities in beiW<I<In NAFED and SMEs have competently to 
accessing global market. compete in global market 
NAFED programs unable which contnbules to 
to enhance SMEs export -"· ' -

Indonesian GOP and 
perfotmance. export value significantly. 

2. The exlsten~ of NAFEO 
(includes export promotion 
programs) that are able to 
enhance the performance 
of Indonesian SMEs 
exporler. 

Research Objective 
1. To make rating priorities on various SMEs export promotion programs that have been executed 

by NAFED and SMEs. 
2. To find out the point of strategic balance between SMEs and NAfEO. 

General Hypothesis 
The Author expects to find out optima! solution for both of NAFED and SMEs, in form of strategic 

combination from each party, to enhance export performance of Indonesian SMEs 

Analysis 
1. Descriptive analysis 

2. Analytlcal Hierarchy Process - Game Theory 

Scurre: Author's estimation 

University Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



7 

1.7 Research Mcthvdology 

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 eertain needs to clearly define the 

types of required data and its collecting method. 

1. 7.1.1 Types of Data 

1. 7.1.2 

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 to strengthen analysis. 

- Primary Data (Major) 

Data on expert perception related to export promotion 

progmm on Indonesian SMEs that was collected by 

questionnaire 

Secondary Data (Supplement) 

In the form of existing statistical data collected from 

previous research and reports. 

Data collection 

(I) The data on the perception of expert regarding export 

promotion programs in Indonesian SMEs wilt be 

collected through survey using questionnaire (structured 

question list); 

(2) Data on existing statistical data (secondary data) will be 

taken from local statistical reports of various government 

institutions such as Indonesia Central Bank, Ministry of 

Trade, State Ministry of Cooperative and Small and 

Medium Enterprises (Menegkop & UKM), Central 

Bureau of Statistics (BPS), and from other previous 

research reports; 
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(3) Annual data of number of Indonesian SMEs, SMEs 

export value, share of SMEs export value to Indonesian 

total export and GDP, and other relevant data of SMEs, 

within period of 1998-2007. 

1. 7.2 Analysis Method 

This research is tried to fuse perceptions from three groups of respondent 

which considered having expert capabilities related with the issues. Those three 

groups are: functionary or gnvemment officers, entrepreneurs and academicians, 

In order to determine policy priorities to increase export performance of 

Indonesian SMEs, this study uses Analytical Hierarchy Process (AHP) combined 

with Game Theory Method. AHP has been chosen as the method because the fact 

that determination process of strategy priorities in the development of SMEs 

export perfomtance represents a complex problem which wm covered several 

criteria assessment and also because of data constraint Game Theory, as the 

second method. has been chosen to harmonize 'With AHP 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 PROMOTION, TPO, AHP AND 

GAME THEORY MODEL 

Private sector development and investment in the sense of tapping private 

sector efforts and investment for promoting economic development is crucial to 

spuning economic growth and reducing absolute poverty. Combined with public 

sector efforts, private investmen~ particularly in competitive markets, has great 

potential to contribute to growth (World Bank, 2005b: p273). The function of 

private markets is known as the engine of economic growth, creating productive 

jobs and higher incomes. Its common with the government playing a 

complimentary role 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, education and infrastructure (World 

Bank, 2005b: p.273). 

Since the 1980s development thinking among the multilateml aid agencies, 

particularly the World Bank and the regional development banks, including the 

Asian Development Bank (ADB), has shifted from an early emphasis on the 

central role of the state to the importance of the private sector to raise economic 

growth. This recognition of the importance of private sector development was 

based on the observation that market forces and competition turned out to be more 

efficient~ more productive and more conducive to economic dynamism. 

Privatization of state-<>wned 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.l). 
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2.1. lntt>rnationn( Trade and E,:port Promotion Strat!'g) 

Most of the countries in the worid, both developed and developing 

countries, have been involved in the global trading cycle. The importance of the 

role of international trade have been major consideration on the pollcy setting 

process as an effort to grow up the economy of particular countiy. This is likely to 

be a consensus when heing related to export promotion policy having been 

developed and implemented since 1970s. Those are in accordance with the 

argument stating that export promotion policy will lead 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). 

Appleyord in the International Economic (2006) gave an illustration that 

the fast econontic growth in particular country would influence the basic of policy 

setting of that country, perticularly in choosing trade policy whether pro-trade or 

anti-trade policy. Pro-trade policy is the condition where the economy of 

particular country tends to open up for international product and followed by the 

increasing of trades volume (size oftrade).ln 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 economy of particular country tends to be 

close and tum down the size of trade. In this condition, a country will show the 

decreasing of the volume of import and also will be followed by the decreasing of 

export due to the capacity in producing exported goods will be changed to 

produce imported goods in order to fulfill domestic demand. 

Related to trade policy setting up by government who desires to maximize 

gain on trade then eventually expect to improve national welfare. there are two 

basic strategies on trade, which are: 

I. Export promotion, which IS trade policy that connected to 

liberalization and oriented to enhance competitiveness exported 
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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 to trade abroad, there becomes 

competition, ·.vhlch in tum 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 at their 

childhood 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 drawheck of raw material import 

duty if that material continues processed to produce exported final 

goods. 

The reduction tax for export oriented finn. 

Subsidy and research and development support for export 

development 

Devaluation intended to develop competitivene-<s of the product 

2. Import substitution whiJOh is trade policy that oriented to substitute the 

imported good< with lo.,.lly goods in order to 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 also via exchange rate. prices of the factors of production and 

interest rate. In reality, protection policy is hard to be applied. A 

country planning to implement barrier on trade has to consider about 

reserve impact if other countcy do the same action (Nenci and 

Pietrobelli, 2007). 

At 1950s until 1960s periods, many developing countries were applying 

import substitution policy by intention to replace imported manufactured goods 

with locally produced goods. Therefore, they impose protection on their infant 

industries. Together with that, they usually apply fixed exchange rate system so 
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imported capital goods will be cheaper and simultaneously will attmct more 

investment. That import substitution policy \Vas confinned to 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 line with the Neo-Classical theory stating that economic growth can be 

achieved by enlarging market of exported goods of a country. 

In addition, empirical evideoce supporting the statement that open 

economy together with eligible international trade system will lead to lllster and 

more efficient 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 

perfonnance 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 Output 

Ratio- !COR) 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 industry of new Asian 

industrial countries are due to the development of comparative advantage, That is 

the first factor. The second factor is related with the connection between trade 

policy and income per capita. AI any condition, export perfonnance should be 

connected to the economic growth (World Bank, I 987 at Dorado, 199 I)-

Z.2. Natwnal Export Promotion Stratcg~ ;md the Role of Nation<tl Trade 
• 

Promotion Ol'gnnization 

In order to achieve the national development objective as declared in UUD 

1945. Indonesia's government bas run the process of planning and 
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Implementation of economic development that generally can be divided become 

the early independence periods with the appiication of 'Guided Democracy' and 

'Guided Economy' in the late 1950s with its emphasis on fndonesian-style 

socialism', government focus was shifted to building a national industrial 

economy around state~owned capital, that is state~owned enterprises (SOBs). the 

new order period marked by the implementation of Repelita program (since 

1969), and the post social and politic reformation period after the destruction of 

new order at 1998. During those periods, there was a change on the structure of 

economy from agricultural oriented become industrial and services oriented 

economy. In other word, there was a movement from primary into secondary and 

tertiary sector. 

2.2.1. Indonesian Export Promotion Strategy 

In the early 2008, Central Statistical Agency (BPS) had launched the 

statement related to Indonesia~s economic growth. The growth in 2007 was stated 

around 6.3 % or almost similar with the prediction of the government 

Interestingly, the growth was contributed by the increasing of export beside 

consumption sector that stiU as the leader. 

The high contribution of export on the economy was actually 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 non-oil and 

gas that was the back bone of Indonesia's export. In the export structure, non oil 

and gas commodity consistently contributes more than 75 % of total of 

indonesia • s export at recent years. Therefore, government intensively tries to push 

the development of non-oi1 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 those periods, the growth of non-oil and gas export always higher than the 

growth of total export As a consequence, the contribution of non-oil and gas 

export also Increases reach 77.9% at the last of2006. The development ofnon-oi1 

and gas export and its contribution to total export during 2002-2006 periods as 

presented at figure 1 below: 
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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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The big contribution of non..oiJ and gas export into 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: 

L Strongly Outward Oriented, which is a country who implement very low 

barrier on trade and effective exchange m!e for both export and import goods 

generally similar. The potentialily of import bas baing balanced with incentive 

for export. 

2. Moderately Outward Oriented, which is a country who implements the higher 

level protection on imported goods compared with the incentive granting to 

exported goods. The effective exchange rate fur impor!ed goods is higher thao 

for exported goods. 

3. 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 to be too high (overvalued). 

4. Strongly Inward Oriented, which is a country who apply very high effective 

protection on domestic market There is no Incentive for export and 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 1973~1985 periods become moderately inward oriented. 

World Bank concludes that countries who classifY as outward oriented have better 

performance than those classifyjng as inward oriented, 

Pangestu (1995) classifies the direction of indonesia's trade policy on the 

several groups as foHows: 

Tnble 2.1. Clnssificarion of the Direction of Indonesia's Trade Policy 

-
J)(;'scrijltion Periods Tht.• IHrection of the V,.olic\ .. - .. . 

-~ ,, - ~ - . -
1958-1965 fndustrialization and Inward Central government as 

Directed Economy Oriented Trade Policy major control in policies 
setting, applying 
nasionalization, 
dominated by state, high 
control on private sector 
both local and foreign 

1967-1973 Import Substitution. Investment Liberalization 
Moderately Outward and nationalization of 
Oriented. State Own Company. 

1974-1981 More Inward Oriented. The enhancing of the role 
Oil Boom The Increasing oflmport of State Own Company, 

Substitution. restriction on onvestment 
both domestic and 
foreign 

1982-1985 Strongly Inward Oriented, Remains rely on State 
External Shock I Imposition of non tariff Own Company and 

barrier. market intervention. 
. 

1986-1988 Tbe beginning of outward Import deregulation and 
External Shock n orientation custom duties, widening 

of investment both 
domestic and foreign, the 
lowering of the 
dependency on State· 
Own Company. 

1988-current More Outward Oriented Deregulation on 
investment and financing. 
the development of 
infrastructure, 
reformation on State..own 
Company, 

Sources: Pangestu (I 995) at Mu!yanto. 
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2.2.2. The Role of National Trade Promotion Organization 

On Nation(!/ Trade Promotion Organi:::ation:s: Their Roles and Functions, 

Giovannucci 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 excellent tool for (enhancing export performance) 

developing international trade and helping producers and exporters access new 

marlrets. 

The existence of TPOs slllrted from the International Trade Center (ITC) 

establishing by the United Nation at 1964. lTC is under the General Agreement on 

Tariffs and Trade controlling (best lreown today as World Trade Organization) 

intent on giving supports to developing countries to build their ability to enter 

international markets network and improving their exports. It's not only focus on 

act of preparing markets base information. In order to achieve the purposes rrc is 
also gives some assistances in a range of development activities, including 

training, worker development and institution building'. Base on the idea tbat lTC 

need to support and responded by a strong advice from eaeh internal countries, so 

lTC though it's important to established TPO. 

As facilitative agencies that have some functions as promoting and 

stimulate trade primarily by providing information, linkages, technical advice, 

marketing and policy advocacy 2 ~ national tmde promotion organization that 

generally becomes central institution for many countries export promotion effort 

have authorities to deliver commercial intelligence. implement market research, 

provide service to foreign buyers, coordinate group promotions. give advice in 

shipping, transport, and packaging. It's not only that, several TPO also gives 

Incentives, tmln 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: 

1 ITC UNCTADIWTO, ~,lotrJ&~.!1.QIS. 2001:36 
1 Giovannueoi, Daniele, National Trade Promotion Organizations: they role at~d functions, pg. 2 

University Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



17 

L Product and market identification and development, 

2. Trade information sen1ces, 

3. Specialized support services 

4. Promotional activities abroad 

There are kinds of fonnations from TPOs organization. It can be a one­

person office to powerful organizations with extensive network and delegation 

office from a variety of countries. "fherefore~ there are some flexibility in form, 

roles and different policies from those countries in support their national trade 

promotion organization~ generaUy tbey have similar activities and gool As 

structural, TPO can stand along as independent organization and free from 

government interference. Although, in many countries TPO still placed as a part 

of government structure and works under controlling 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) which under apiece of their Ministry of Trade. 

The effectiveness of TPO could he 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 associations, producers and exporters. 

Moreover, if there are an open wide opportunity for private sector to give 

contributions on TPO activities. 

Concerned with their general task to facilitate and give supports in 

increasing trading, TPO usually be in claimed position to be able in giving quality 

services to its clients. Tbe services should be foilows: 

Market studies 

Exploratory foreign study trips 

Customized trade and investment related studies 

Access to tcleco.m services such as Internet, Web sites, e-mail, and video 

or teleconferencing 

Representation abroad 

Participation in trade shows and exhibitions 

Therefore, TPO needs to pay attentions to their function as facilitators or 

connection, because of that the services which giving by TPO should focus 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 ifTI'Os able to give support to3
. 

Th>;; elimination or reduction of restrictions on exports i.e. quotas and 

licensing 

Improved access of exporters to imports i.e. duty~free schemes 

The reduction or more transparent application of export taxes and 

subsidies 

Improved access to export credit i.e. pre and post shipment financing and 

insurance 

Balanced or more favorable exchange rate policies 

Improved policy, regulatory, and legal environment for both trade 

transactions and investment. i.e. domestic or foreign direct investment 

(FDI) 

More efficient infrastructure !hat provides the logistical capecity and 

agility necessary to be competitive. 

Market orientation is one of key word in their success actions to reach the 

purposes which held by TPOs. As first step from market orientation, TPOs should 

active and help producers to identify both of current and future products and 

services with potential in international market Cooperation should be done with 

trade agency or industry, associations or others competence parties to launch 

study for potential product. That's why TPOs needs to make some call frequency 

to all producers~ distributors, and current or potential exporters to evaluate 

products or services which will get most benefit from trade promotion. Second is 

by compiling markets profiles. The compiling of mad<:ets profile could stimulate 

idea development (and it is possible) to producers and potential exporters and all 

at once by giving tnformatlon 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 

!hat is why it should be updated periodically. Market profiles typically include 

follows: 

'Giovannucci, Daniele, National Trade Promotion Organizations: they rote and functions. p. 4 
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the general background of the target market {culture, outlook, income 

levels, marketing conditions) 

the types of imports favored 

Importing patterns. taking into account main trading partners, ten-year 

trends, and annual seasonality 

available distribution channels 

historical price data 

customs requirements and other import regulations 

import tarif!S, 

relevant trade agreements 

useful conll!Cts (diplomatic missions, trade bodies, chambers of commerce, 

etc.). 

If those new exporters could not interprete or benefit all products 

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

some summaries in kinds of form contents as suggestions. pointing out specific 

opportunities, and identifYing potential liaisons. All sources from infonnation 

matters must allocable by TPOs then it could be published as market deta, private 

trade and market studies. other bade promotion organizations, trade associations~ 

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

development and aid organizations. 

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

exporters to 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 

access to financing and foreign direct investment 

export procedures 

commercial tenns and tenns of international trade 

- transportation logistics and procedures 

quality control methods 

export packaging 
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pricing strategy 

handling buBiness expansmn requirements. te. infrastructure, 

management, bookkeeping, etc. 

contract negotiations 

Those kinds of capabilities are absolutely well posted by exporters, and it 

is strongly related to tbe successful ofTPOs roles. In order to help improving this 

international trade skills among exporters, it eould 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 eould hold their own programs 

activities such as workshops. lectures~ mentoring,. and also provide literature as a 

stopgap measure and help them by supporting and developing tbe provision of 

such services through a specialized organization or Jnstitution, preferably in the 

plivate 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 in increasing and developing SMEs exports 

performance. Although it goes on, the most think that we should caught on the 

willingness from many TPOs to aimed their programs orientations concerning to 

improve SMEs export These conditions are related with actual conditions in 

sever.tl counuies whereas S.tvms 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 improving export performance in 

many post socialist countries to build market economy in 1990s. 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 literatures related to the successful economic 

~ Gotz-Debnicka, Ewa and Baigalmaa. Fact Finding. Analysis Ott SMEs Export promotion Policy, 
Instruments and Tools ofMongolia and Countries in Transition, GTZ, 2004 
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developing in Asia regions countries have sho\.vn some facts thal TPOs orientation 

is towards to improving their national SMEs export5
. 

2.2.3. National Agency for Export Development (NAFED) 

In accordance w~th development policy which focuses on enhancing 

export as pillar of economy in many countries by setting up export pmmotion 

policy (at the beginning of 1970s), Indonesian government thought that it is 

necessary to establish an institution or agency who bas special duty to support 

local entrepreneur seeking to enter international market Therefore, at 1971, it was 

established an institution who works under supervision of Ministry of Trade so 

called the National Institute of Export Development (Lembaga Pengembangan 

Eh;por 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 technical assistance for exporter. 

In 1975, Indonesian government desigeed a policy on restructuring and 

reorganization on all Ministries. LPEN also took an impact of this policy, where 

the structure of LPEN had been unified with Ministty of Trnde and then the name 

was changed to become National Agency fur Export Development (NAFED). 

As disclosed in its profile, 6 NAFED is established to aet as special service 

agency of Ministty of Trade that have function as a focal point for Indonesian 

exporters and foreign importers to source for trade related infonnation. NAFED 

objective is to assist and support local manufacturers in identifying and 

penetrating overseas markets for their product. which is done by providing market 

research information and relevant advice. Related to its function and objectives~ 

NAFED had formulated its vision, which is to manifest the competitiveness of 

Indonesia's non-oil and gas global product and intensitY the role of non-oil and 

gas export ln order to stimulate the National Economic Growth. Moreover, 

NAFED's missions are follows: 

• To increase the competitiveness of product and services export. 

• To increase the exporter~s competence to penetrate the global market. 

s Hasan Khan, Ashfaque, Pakistan's Export: What Needs To Be Done? Pakistan Ministry of 
Finance, 2005 
6 W\VW.n~~" 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 ofikers' professionalism, transparency and perfonnances 

accountability. 

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

developing export, are: 

• Product development~ NAFED assists the exporters adjustment to their 

products in order to be compatible to the market's demand soch as through 

design consultation. Nevertheless, NAFED also encourages the SMEs 

exporter's participations in build up design competition in order to enhance 

quality of the design. 

• Held series of seminar, wmkshop and trainings both in Indonesia Export 

Training Center (!ETC) (in Jakarta) and Regional Export Training and 

Promotion Center (RETPC) (in Surabaya, Medan, Makassar and 

Banjarmasin), which are intended to find out and develop exporter's 

potentiality. 

• On-line and Off-line Promotion; for on~line promotion~ NAFED presents 

Virtual Exhibition through http://www.nafedve.com. While for off-line 

promotion, NAFED continuously hold exhibition both locally and 

internationally in order to introduce Indonesian preducts to the potential 

market. It is proactive for identifYing manufacturers with suitable products for 

exports as well as identifYing new foreign markets. A substantial portion of 

Indonesia export growth is a result of the activities ofNAFED together with 

private companies in penetrating new and non-traditional markets. 

• Exporters and foreign buyers convergence 

• Market and buyers information services 

Based on its profile, NAFED~s services consist of five elements, the detail 

are as follows: 

1. Export lnfonnation 

• As generally NAFED information services have two kinds directed at 

assisting two distinct users. The first is information to exporters about 

market possibilities and penetration methods for Indonesian products, 
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Second information is to overseas buyers at the quality and availabiJity of 

non~oil & gas products offered by Indonesia. 

• Improving competitiveness of Indonesian products in overseas markets 

through market Intelligence and ana1ysis. NAFED compiles market 

intelligence and analysts from results of seminars, workshops, research~ 

export forums, and publications on economic and trade 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 Attaches and 

Directors of Indonesian Trade Promotion Centers. 

• Workshops and Seminars; NAFED organizes many kinds of seminars and 

workshops at regional, national and international levels, to discuss market 

possibilities and entty strategies. 

• Developing Business Consultation for Small and Medium Enterprises; 

NAFED'S export promotion service to the Small and Medium-sized 

Enterprises (SMEs) begru1 in 2001. Under this scheme, the services 

provided to the SMEs are information related to market penetration to the 

point of transaction with foreign buyers. It is given by experts from 

NAFED and consultants with broad experience in international trading and 

export activities. They will guide the SMEs on matters of export financing, 

export procedures, freight forwarding taxes, export insurance, export 

promotion, design. and product development. Tbey will assist the SMEs to 

be ready to enter exporting business. 

2. Product Adaptation And Development 

In order 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, NAFF.D 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 identi!)ring and differentiate 

design, quality, 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 cowtl:!y as a reliable supplier of 

qualirf brands. 

• Cluster Development; Cluster development is aimed at developing 

competitive advantage of export commodities comprehensively by 

integrated system in one area. This program is involving the stakeholders 

that focus on improving productivity, production efficiency and human 

resources. It covers upstream to down stream industries. raw materials. 

suppOrting industries, technology center and bank as financing institution, 

related educational institutions~ which are located in one area in order to 

develop integrated 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 clusrer development is leather cluster, 

located in Yogyakarta. There are raw materials, futished products institution of 

leather to support technology and human resources, bank to support financing and 

NAFED as a promotion agency. 

3. Buyer Service 

• Buyer Reception Desk (BRD); its task is to help the coming overseas 

buyers to find Indonesian products they are interested in. The BRD 

arranges meeting with potential Indonesian manufacturers and ex:porters at 

NAFED's office or at the manufactures and companies concerned. 

• Mini Display; visiting buyers can also observe a great number of potential 

Indonesian export products exbibited at Mini Display. If they found 

certain products of their interest, contacts with the manufacturers or 

exporters can be directly made through NAFED's assistance. 
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• Inquiry Service; Overseas buyers can also obtain fnfonnation on 

Indonesian products and the suppliers by sending inquiry through e-mail, 

[etter or fax, which wHI 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. publicity. travel arrangement 

and meetings with potential buyers during the course of the exhibition. Its 

can be as a good starting point for the participants to introduce and 

promote their products. 

• Trade Missions; NAFED organizes selling mission to certain overseas 

markets the missions are consisting of selected Indonesian entrepreneurs 

dealing with certain products or services and accompanied by minister~ 

senior government officials and representatives of other business sectors. 

By sending the mission, the entrepreneurs will have first band information 

on certain market characteristics and ways to entry the market 

• Indonesian Trade Expo; since 1986 NAFED has annually organized 

National Merehandise and Commodity Show, RESOURCE INDONESIA. 

As from 2006, Resource Indonesia has been changed its name into 

Indonesian Trade Expo and a new performance has been introduced called 

Indonesian Iconic Pavilion, where Indonesian leading and outslllnding 

export products are exhibited. 

• Regional Export Trade Fairs; As a large count!y and rich with natural 

resources, Indonesia provinces offer a wide variety of products for exports 

such as from sectors of fishery, agriculture, plantation, mining, industry, 

handicraft and service. To introduce and promote those products, NAFED 

regularly organizes Regional Export Trade Fair in certain provinces such 

as in Medan (North Sumatra Province), Manado (North Sulawesi), 

Surabaya {East Java), Bandung (West Java), Makassar (South Sulawesi) 

and Yogyakarta. These events stimulate the provinces to explore and 
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develop the regional economtc resoUices, including in tourism and 

investment sectors. 

• NAFED Virtual Exhibition which can be accessed through website: 

\vww.nafedve.com. The website provides a one-stop source of infonnation 

on certain products with pictures, price quotation and name and address of 

the company concerned. 

• Marketing Point; It have been established in several border crossing areas, 

ru~mely in Tarakan (East Kalimatan), Entikong (West Kalimatan) and 

Skow (Papua). It is aimed at :fucilitating tbe small and medium enterprises 

in the border crossing regions to display and promote their products to 

traders and visitors from neighboring countries. 

5. Export Training Center 

In order to improving exporter's base knowledge and skills in order to be 

competitive in international marke~ NAFED established Indonesian Export 

Training Center (!ETC) in 1990 through cooperation and assistance from Japan 

International Cooperation Agency (JICA). 

2.3. :\liP model · · . - -

Every time people are always fuced by decision making problem. The fit 

or not of the decision is highly depend on the effort of people to empower their 

logic and how deep they understand on the problem. Due to the problem 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 later well known as decision making method. 

From that method, the expected result is strategic decision that able to 

achieve an objective as optimal as possible. Salusu (1996) argued that "strategic 

decision is the policy (hove not be programmed) :wade by high level decision 

maker that states about a series of activities among various available alternalmts 
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designing to achieve ultimate goal of particular organization who relates 

effectively with its environment ". 7 

The Analytic Hierarchy Process is a model which flexible enabling to 

provide an opportunity for both person and group in developing thoughts and 

define problems by setting their own assumption then formulates a decision. 

Basically. AID' 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 ln 

formulating hierarchy of the problem. Thus, it can be said that AHP is a 

eornprehensive decision making model that considers about qualitative and 

quantitative elements simultaneously. • 

The AHP method was initially introduced by Thomas Saaty, 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 each axiom 

wiU cause invalidity of the applied model. Those are: 

a. Reciprocal Comparison. decision maker must be able to 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 prererred by 1/x, 

thus: 

A
.. I 

'1•=-
Aij 

Where, i and j are row and column respectively. 

b. Homogeneity, the preference of someone mast be able to be formulated in 

limited scale or in other word its elements can ho compared each othar. If this 

axiom cannot be fulfilled, the compared elements is not homogenous and must 

be formulated a new cluster (the new group of elements} For instance, if taste 

is the criterion orange :f: soccer ball, but if size is the criterion orange = tennis 

ball. 

1 l Saiusu. »Pengambilau Kepmusalt Strafegik, untnk Orgcmisasi Publik dan Organisasi 
Nonprofit", Grasindo.Iakana. 1996. p. 118 
8 Bambang S.P. Brodjonegoro, "Analytical Hierarchy Process"'. PAU EK~UI. Jakarta 1992. P. 5 
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c. 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 elements at the certain level is depend on elements at 

higher level. 

d. Expectation, in decision making process, the structure of the hierarchy is 

assumed to be fully complete. Expectation and perception of the people is 

more empbasized than rationality. 

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

l. Formulating the hierarchy (Decomposition) 

Through the process of decomposition, the complex and hounded problem can 

be divided to be separated elements and then formulated the hierarchy. lf we 

want to produce more accurate result, the process must be run till the element 

cannot be divided yet. Formulating the hierarchy is the process of 

decomposing reality become homogenous groups then decomposes it again 

become smaller elements. The advantages of hierarchy are: 

a. Figuring out system that can he used to describe how the change in high 

level priority will affect on the lower level. 

b. Providing detail information on structure and function of the low level 

system and giving figure on the actors aod the objective of its higher leveL 

The limitation at certain level element at least should be presented at the 

further level. 

e. Naturally, system is 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 its 

performance. 

2. Evaluating the hierarchy 

a. Evaluation 

Decision makers translate aU of the available perception and information 

into a pear comparison using scale as fo1lows: 

1 equal importance 

3 moderate importance 

5 essentiai/strong importance 
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7 very strong importance 

9 extreme importance 

29 

Scale 2. 4, 6, and 8 is compromised value among those mentioned value, 

Based on that comparison then create pairwise comparison matrix (matrix 

A) 

b. Synthetic of the result: to see eigen vector and eigen value 

Eigenvector is a vector that if it is multiplied by a matrix., the result i-; the 

vector itself multiplied by a number, where that number is eigenvalue. 

Or: 

AxW =E>xW 

where. A = pairwise comparison matrix 

=EigenValue 

W =EigenVector 

AW->W=O 

After the last priority vector has been completely calculated, the qext step 

is to investigate the inconsistency level of the hlerarchy in general. ln 

order to arrive at that stage, it must be run first the inconsistency 

calculation for each pairwise comparison matrix, 

The consistency of pairwise matrix is: 

CI- (Jmaks-n) 
- (n-1) 

'Where, n is the size of the matrix 

The consistency of hierarchy: 

CR=Cl/Rl 

Where: 

CR = Ratio of Consistency 

CI = Index of Consistency 

Rl = Random Index 
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FoHows are random index for the matrix with i until 11 sizes. 

where the matrix. with I and 2 size has 0 random indexes and its 

consistency is also 0: 

n 1 2 3 4 5 6 7 8 9 10 

11 

Rl 0 0 58 19 Ll2 1.24 1.32 1.41 1.45 1.49 ],51 

Actually~ there is no standard on the acceptation or rejection of the 

consistency of a matrix, instead according to 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 

lnconsistency tends to be a mistake. 

The application of AHP can be run by expert choice software by which 

each stages ean be done practically and provide accurate result In the further 

development, AHP has been used to solve various problems such as in 

determining priority, choosing various policy alternatives. cost and benefit 

analysis, conflict I game theory and planning model. 

2.-4. I he Comhm;ttiuu ofG.amt· I heory i\lodel nnd .\liP . " 

Game theory is mathematic instrument that highly related to application of 

AHP method. It is also defined as decision making method where the actors are 

faced each other. It means that there are two counterparts of decision maker who 

compere 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 initially proposed by Emile Borel, a mathematician from France at 

192L It then was further developed by John Von Neumann and Oscar Morgestem 

as tool to fonnulate the economic behavior of competition. 

Ma'arif and Tanjung (2003) argued that game theory was useful to 

develop decision making analytical framework at competitive situation, be able to 

describe a systematic quantitative method and allowing the involved actors to 

choose rational strategies in achieving their objectives, as well as providing a 
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figure and description on the phenomenon of competition or conflict such as 

bargaining and formulating coalition. 

According to decision theory, it is assumed that the eleme11ts related to 

deo..;ision making are gotten from a decision setting and summarized in standard 

structure as follows: 

First, it is 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 figures 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 is 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 co.nsequenccs have to be quantified and figuring out the criterions that 

usually being used by decision maker in evaluating the perfonnance of certain 

activity. The quantified consequences are formulated into payoff table or payoff 

matrix where its row represents alternative 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 slllte of nature which is varied, 

decision making can he classified as follows: 

I. Under conditions of certainty, this is defined as the availability of complete 

certainty about ongoing phenomenon 

2. Under conditions of uncertainty, where decision maker does not have enough 

information about the possibility of the formation of a particular state of 

nature, 

3. Under conditions of risk, in this situation. decision maker have enough 

infonnation on state of nature so He can determine the probability of emerging 

particular condition. 

The combined of methodology 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 ifi Business, Energy, Health and Trcmsportalwn" 

is through some steps, which are: 

1. First step, formulating objective hierarchy and strategies from both sides. 

Basically, their objective and strategy are not similar; therefore, the interest of 

each side will mise conflict. 

11. Second step, analyzing AHP of each interest hierarchy in partiaL The result of 

calculation 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. 

iii. Third step, each strategy alternative of first group will be faced on strategy 

alternative of the second group, so in each alternative step of second group, 

there are priority strategies of first group that most effective in responding 

second group strategy. Separately, the similar action is done by second group 

in responding first group strategy. 

IV. 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. 

v. Fifth step, the mixing of payoff table of both groups will create payoff matrix 

of non-zero game theory. Thus, it can be determined the level of equilibrium 

of strategy that provide maximum benefit for both. In a game between two 

players which is non~zero sum. it is recognized some tenn of equilibrium, two 

among others are (Permadi, 1992, pg. 71) : 

a) Pareto equilibrium: happened if both of players get best of payoff 

value from all of payoff value which possible. 

b) Nash equilibrium: In game theory, Nash equilibrium (named after John 

Forbes Nash, who proposed it) is a solution concept of a game 

involving two or more players, in which each player is asswned to 

know the equilibrium strategies of the other players, and no player has 

anything to gain by changing only his or her own strategy (i.e., by 

changing Wlilaterally). 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 Nash equilibrium. 

rn the same interpretation, each player in a strategic game which to be 

in Nash equilibrium must answer negatively to the qu~stion: ~<Base on 

an understanding of opponents strategies. and treating the strategies of 

the opponents as set in stone, can I benefit by changing my strategy?" 

Nash equilibrium does not neressari1y mean the best cumulative 

payoff 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 couJd by some means agree on strategies combJnatlon which 

different from Nash equilibrium. 

From many possibility of circwnstance in a strategic game. according 

to Dutta (1999) there are six sufficient conditions to guarantee that the 

Nash equilibrium is played comprises by: 

a. The players all will do their utmost to maximize their expected 

payoff as described by !be game. 

b. The players are flawless in execution, 

c. The players have sufficient intelligence to deduco the solution. 

d. The players know the planned equilibrium strategy of all of the 

other players. 

e. The players believe that a deviation in their own strategy will not 

cause deviations by any other players. 

f. 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 

know 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 respand on expectation of group or 

people and the priority of targeted group or people. That expectation and interest 
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of targett:d group or people (In that case is SMEs) is balanced with the expectation 

and interest of organization {in that c.ase is NAFED). Thus, it is necessary to 

harmonize the Interest of organization and society. 9 

t I. Sa.!usu . "Pengmnhikm KepuhtS(Rl Strategik, tmfttk Organisasi Publik dmt Organisasi 
Nonprofit". Grasindo. Jakarta. 
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CHAPTERJ 

SMALL AND MEDIUM ENTERPRISES (SMEs) DEVELOPMENT 

AND EXPORT PROMOTION 

The high concern of many people on the existence of Small and Medium 

Enterprises (SMEs), particularly at latest decade, is high related to the 

development of social and economic problems which are considered as the crucial 

thing that should be solved such as the increasing of unemployment affected bY 
economic crisis at 1997, inequality on social and economic condition txnh. intra 

.and inter-regional.,..and continuously unsolved urbanization problem. 

General characteristic of Stvffis such as large population, IO.bor intensive, 

using simple technology and supporting by private capital is considered to have 

potential problem solving on the problems as mentioned befure. Especially in 

Indonesia, those characteristics have_ other impact such as the ability to provide 

easy service output. the potentiality to absorb more unemployed labor force, and 

activating SMEs operating in any sectors of the economy and located at both rural 

and urban area. 

3.1. Si\1Es and National EeonOmie De\ ri<lllntl~t ~ 
' -

3.1.1. Definition of Small and Medium Enterprises (Sl\IEs) 

During more than three decades, the development of SMEs in Indonesia is 

considered mil by many parties. One of the triggers is there is no single 

comprehensive definition being a benchmark for people involved in SMEs in 

facing and solving their techllica! problems. The importance of definition about 

SMEs is related to th.e main two objectives. 1 Tile fir<tt objective is for 

administrative interest and regulation which related to the necessity of a finn to 

meet the obligation such as paying tax, corporate sociaJ responsibili-cy and 

fulfilling labor regulation. The second objective is related to the process of setting 

directed policy such as enhancing tech11icai capability and supporting on the 

aspect of financing. 

1 German Agency for Technical Cooperation, 2002 at Adiningsih, 2002 
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fn accordance with the development of small businesses, Indonesia's 

government has issued UtJ No. 9/1995, bul the definition stated on that Act is 

considered to be bias and therefore many institutions respond 1t by making their 

own definition on S?vfEs, of course. by their own objectives as welL The 

ditTeremiation on detinition and perception causes the assistance for small and 

medium scale enterprise has been compartmented and just oriented on sector of 

each institution. 

One of the weaknesses from UU No.9/1995 is its limitation on 

acconunooated the e.~istencc of medium scale enterprises. Berry and Levy ( 1999: 

p. 31) state that Lnrge Enterprises and Micro- or very small-Scale Enterprises 

have received a large part of the incentives which the Indonesian government 

provlded. These enterprises occupied a considerable share of output and 

workforce, In contrast, medium-scale viable firms have received limited attention 

and occupied a modest share in production and emplOyment Hence. they are 

characterized this industrial phenomenon in Indonesia as a •·mtsslng middle." The 

"missing middle., results in the underutihzation of productive capability that 

viable SMEs potentially have. From general overview, it caused by government 

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 hi;lhJighted in the context of 

Indonesia and most of SME definition in Indonesia tends to only cover smaller 

SMEs (micro or very small enterprises) and do not include larger SMEs (medium 

scale enterprises)-

Thee (2006) said tha.t not only government agencies do not have one over­

riding definition of SMEs, but most extema1aid agencies, such as the World Bank 

and the ADB, also do not have a single accepted definition ofSMEs. For instance, 

the World Bank's Small and Medium Enterprise Development acknowledges 

there is no single accepted definition of S~1Es nor does it attempt to offer one. 

Other external aid agencies having SME programs do not have a connnon 

definition of SMEs either. However, these agencies do define SMEs for their 

specific operations in order to define the limits of the scope of their projects and 
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the eligibility criteria for aid, To this end, it usually incorporates some parts of a 

country's definition of SMEs (Asian Development Bank, 2004: 5). 

There are several definitions of SMEs are provided m Indonesia. 

dependmg on which agency provides the definition. As explained by Hayashi 

(2002), BPS (Central Bureau of Statistics) defines finns with four or less workers, 

those with 5 to 19 workers and those with 20 to 99 workers as household~ 

smaH~scaie~ and medium-scale enterprises. respectivefy. The Indonesian Ministry 

of Industry and Ministry of Trade (MOl and MOT) defines manufacturing SMEs 

on the basis of the value of their assets (eX<:luding land and buildings). Firms with. 

assets of less than Rp 200 million are small-scale enterprises and- those with assets 

of Rp 200 million to Rp 5 billion are small- and medium-scale enterprises. The 

Indonesian Small Business Law of 1995, which aimed to foster SMEs for the 

purpose of promoting a fair and equitable society, defines small-scale enterprises 

as firms with assets (excluding land and buildings) of less than Rp 200 million or 

with sales of less than Rp I billion. This definition has been used by Bank of 

Indonesia, the central bank, and by the State Ministry of Cooperatives and Small 

& Medium Enterprises (MOCSME). As a comparison, the table bellow shown 

that most of other countries distingoish SMEs and Large Emerprises (LEs) by 

using the number of workers as they main criterion. 

·rable 3.1. Definition of Manufacturing SMEs in Asian and Pacific 
Countries 

. . . . 
Definition of Manufacturing SMEs 

Country! Otganlzation 

• Crilerion Size11 
. . 

. 
Employment I SMEs <300 Japan 
Invested Capital SMEs < ¥ 300 million {US$ 3 million} 

-· 
Korea Employment I SMEs s3oo 

' I SMEs s: MR 2.5 million (US$ 0.7 million) Mataysia ~Invested Capital 

i 
<200 Philippines ~oyment 1= ts s. s P 60 million (USS 1.5 millionl 

l i 
Singapore (Assets j SMEs ~ S$ 15 million (US$ 9 million} 
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-··-------·· --~-- -----~------- ---, -------~-------~------~----.. -
' ' I SMEs l Taiwan : Employment < 200 

! Invested Capi!al I SMEs :; N!$ 60 million (US$ 2 million) I ' 
'-- ' .. .. 

I Thalfand Ba.1k of Thailand : Employment 
I 
I SMEs < 300 
I SMEs I MOI31 I Employment < 200 

i < 100 minion baht (US$ 2.7 million} M013l j Assets j SMEs 

I Canada 1 
Employmenl SMEs <SOO 

i Sales SMEs s CON$ 20 million {US$ 14 million} 

I 
USA j Employment SMEs < 500 

Notes: 
1) Figures in parentheses in !IUs column indicate the amount In terms of US dollars 

converted by respective exchange rates at the end of 1999 QMF, Jnternatitmal Financial 
Statistics}. Indonesia: US$ "" Rp7,0S5. Japan: US$ = ¥102.20, Malaysia: US$ = MR3.80, 
Philippines: US$ = P403l, Singapore: USS =- S$L67, Taiwan: US$ = NT$31.40, 
Thailand: US$""' 37'.52 baht, and Canada: US$= CDN$1.44. 

2) MOI"""' Ministry of Industry. 
Sonrtcs: APEC (1994: 10-2) mtd.ISB/U (1998: 6). 

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 follO\'VS: 

Scale 
Enterprises 

Scale 
Enterprises 

Sour«: derived 

Table 3.1. Definition. of SMEs in UU No. 2012008 

i 50.000.000 < x:s: 
businesses that independent, 500.000,000 
operated by single person or 
entity who does 
subsidiaries, branch, 
cotlt!'o!led or become direct or 1 
ind1rect part of medium or big, 

j 

that owned by single person ' 10.000.000.000 
or entity who does the 
subsidiaries, branch, 
ccnlrolled or become direct or 
indirect part of medium or big 

300.000.000 <X S 

2.500.000.000 

< s 
50.000.000.000 
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3.1.2. The Role o-f SMEs in Indonesia's [conomy 

Private sector development and inves1.ment in the sense of tapping private 

sector efforts and in"estment for prom<>ting economic development is crucial to 

spurring economic grmvth and reducing abso!ute poverty. Combined with public 

sector efforts. private investment, particularly in competitive markets, has great 

potential to contribute to gro'1'<1lt (World Bank, 2005b: 273)" For that reason, the 

Indonesian government tends to direct national development program into the 

objective of increasing rule of private sector, especially a1Tumative program to 

promote the development of indigenous Indonesian entrepreneurs. Harry Johnson, 

professor of economics at the UniverSity of Chicago, economic nationalism in 

newly independent nations emerging from colonial rule is defined as •the national 

aspimtlon to having property owned and controlled by nationals and having 

economic functions porformed by nationals (Johnson, 1972: 26). For this reason 

since the early years of independence until the end of New Order regime in May 

1998, the development of the private sector, including the large private enterprises, 

small~ and medium-scale enterprises (SMEs) and fure1gn-investcd enterprises, has 

been greatly affected by extensive state intervention. 

In line -with Hs rules a.s the main actor in the production, distribution and 

service sectors of the Indonesian economy, the Indonesian government has for a 

long time been concerned with the development of small- and medium·scale· 

enterprises (SMEs ). Otherwise, des pit<> 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 SMEs as important economic 

actors and an important part of a vibrant economy~ many Indonesian 

policy-makers viewed them primarily as a social group, which needed assistance 

based on weljttre or equity considerations rather than efficiency considerations 

(Hill, 1997, p. 266; PPTA & The AsiaFoundation, 2005, p. 32). 

SMEs is very important sector in the economy of indonesia because most 

of the citizens of this country are less educated and lived by small business in both 

traditional and modem sector (Partomo and Socdjono, 2004). Nevertheless, SMEs 

took lack of concern by Indonesia's government until economic crisis at 1997. 

That crisis striking almost all of Asian countries had approved about the basic 

University Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



40 

potential of SMEs. where many big enterprises experienced bankruptcy, \vhile 

most ofSMEs can survive and, moreover~ undergoing improvement in ienn of the 

number of SMEs_ Therefore. the attention on SMEs had going increase. 

The strer.gth resistance of SMEs was caused by their equity slructure which was 

more depend on selffimmc1ng(73 %) and the rest from private (4 %), government 

bank (II %), and supplier (3 %}(Azis, 2001 at Adiningsih 2002)" Those become 

fundamental factors so SME' s did not htgh1y affected by economic crisis. On 

other side, many big enterprises were banJ.."TUpt due to the increasing tremendously 

of raw materials and the increasing of debt installment affected by the 

d~preciation of Rupiah. Banking sector also undef\\'ent the destruction hearing 

more severe impact on industrial sector, particularly in term of financing, where 

eventually many enterprises going bankrupt because of high intere!>'t rate. 

From the wider perspective, Partomo and Soejoedono (2004) proposed 

arguments about why SMEs can be survived over crisis. which were: 

a Most of SMEs produce consumption goods and services which were the 

demand elasticlty over income low, therefore the low average income of 

people did not highly influence on the demand of the good. In the contrary, the 

increasing of income also did not affect much on the demand. 

b. Most of SMEs did not get the equity from baak As a consequence, the 

destruction ln banking sector and the increasing of interest rate did nol affect 

much on SMEs sector. Due to the banking sector was in trouble, the business 

activity of big enterprises was in trouble as well. Generally, SMEs in 

Indonesia mostly use self saving as base of equity and their accessibility on 

banking tend to be low. 

c. SMEs have limited equity and their market tends to competitive, therefore 

SMEs have tight product specialization. This gives opportunity for SMEs to 

easily move from one field to another. there was no barrier to exit from the 

market. 

d. Reformation after economic crisis had alleviated market barriers, protection 

on upstream industry had been alleviated too. and therefore SMEs have an 

opportunity to absorb more raw materials, Those factors wiU be able to reduce 

cost of production and enhancing efficiency. Nevertheless, due to this 
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condition was running together w1th economic crisis, the impact that can be 

enjoyed did not so much. 

e. Due to the existence of economk crisls, many formal businesses had n::duced 

their labor. Those unemploye<! pe!sons then enter infonnal sector and vvork in 

small scale business. therefOre the number of 8MEs was increasing. 

According to the data of State Ministry of Cooperative and SMEs, from 

around 48.93 millions enterprises in Indonesia at 2006, around 99.98 percent 

(48.92 millions) were small and medium enterprise; and the rest, 1.112 percent 

were big companies. Based on that data, it can be sharply seen that the position of 

small and medium entrepreneur 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 around 47.1 millions SMEs consisting of 47 millions smaH enterprises 

and 95.9 thousands medium enterprises. 

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

Medium 36,813.60 37,856.30 39,784.00 39,964.07 43,460.30 44,777,44 47,102.80 Enterprises 
large 

Entraprlses 1.80 1.80 5.70 5.90 6.50 6.70 6.130 

41.1.929.60 

7.20 
~ '""'-d'-~-*''' ·.:::::;~,. >~,,_,. - .f"~:;:;:'" ,J ,_-~~:;,:'K;,_,,, ~-·~·• >'> ,. =-- ''"''" -~ r•- ' .,-- - • .::::;;:-,,, •.- =.:.·'"""'~>~·-"'~ 

Total 36,815.40 31,858.10 39,789.70 39,969.97 43,466 80 44,"784.14 47,109.60 48,936.80 

Soorce: Dcri'·ed from MOCSME and CBS .down toad at ID\'\v.depkgp.go id (changed by author) 

The domination of SMEs is not only in term of number, but the growth of it also 

shows an increasing tremendously. Generally~ the grmvth of SMEs in average is 

around 3.52 percent per year over 2000-2006 periods. The higber gro"1h happens 

in 2006. which reached 5.19 percent ln other side, big enterprise at those periods 

grew around 4.07 percent, where the higher growth happens at 2003 by 6.23 

percent 
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• 
Table 3.4. The Growth of Enterprises in Indonesia during 2001-2006 (<'/ .. ) 

-·- " . -

:Av~iiiil<> : · ·§".52 · · ·:- · . s~22 · 3.52 ·· • 4,07 3,52 . . . 
~-·" ·- ···~- . 
Source: Derived !rom MOCSME and cal:! down load al~y.w depkop_,gqjg (changed by author) 

The figure on the various roles of SMEs in national economy bad been presented 

by State Ministry of Cooperative and SMEs and Central Statistic Agency trough 

their format armouncement launched at the last of first quarter 2008. That role was 

taken from macro economic indicator by looking the contribution of SMEs on 

lahor absorption, the formulation of GDP and the value of national export and 
' 2 mvestment_ 

As mentioned at earlier part of this chapter, the capacity of SMEs to absorb 

lahor is potential enough tnoughjust in temporary. At 2005, the labor abs01ption 

of SMEs was around 83 millions people or 96.28 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 85.4 millions 

people, where 80.9 millions people was absorbed by small enterprises and 4 

millions by medium enterprises. 

1 Formal statistical news. Central Statistic Agency No. 28/0SfTh XT, 30 Mel 2008 on the 
Development ofSMEs Macro indicntor 2008. 
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Table 3.5. Labor Absoq>tion ofSi\IEs and Large Enterprises at 2000-2006 
(people) 

2000 68,791.152 3,913.264 2.695.766 75,400,182 

2001 70,884,594 3,802,834 2.962,943 77,650,371 

2002 73,905,002 3.902,895 3.017,995 80,825,892 

2003 n,947,490 3,994,863 3,!45,736 85,088,089 

2004 76,415,980 4,030.620 3.154,771 83.601,371 

2005 7S.994.872 4,238,921 3.212.0SS 86.445,826 

2006 80¥933,384 4.483,109 3,388,462 88.804,955 

~: Derived from MOCSME and CBS down load-al-www,dcpkw.£9 i<;! (ehangco:lb~' author} 

Some studies had confinned that labor has positive impact on production 

output and even economic growt!L Dimkpah and Bethune at Yudhi (2007) showed 

that tho growth of labor alfuct on economic 8f0\\1b. Other study conducred 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 term of both current and constant 

price reaches more than 50 % of rmtional GDP. At 2005, contnbution GDP of 

SMEs on national GDP in term of current price reached I ,49 !.06 trillions or 

53.54.% of national GDP, which was amount 2.784,96triUions. On the other side, 

in term of constant price reached 979.71 triiiions or equal to 55.96% of national 

GDP which on that year reachod 1,750.65 trillions. During the year of2006 and 

2007. respectively, contribution of SI\1Es on the creation of national value added 

based on current price was 1,786.22 and 2, 12! .31 trillions or reached 53.& % and 

53.60 % of national GDP. WbHe, based on constant prJce at those periods, the 

contribution of SMEs on PDB reached !.036 trillions and I, 101.64 trillions or 

around 55.92% and 46.10% of national GDP. 

University Of lndonesia 

·-·--

Confronting Strategies..., Sulistyono, FEB UI, 2009



44 

Figure 3J. The Contribution ofSMEs on GDP 

'C 

t:. 

Source· Derived from MOCSME and CBS down IIW! at www.denkotH~~ i!i (chaDgcd by autboc) 

In regard with national economic growth, SMEs has given significant 

contribution enough. That can be seen on this figure below: 

Figure l-,2. The Contribution of SMEs on National 'Economic Growth 
~ 

7.00 -- ·--.--···~-
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Al 2005, from national economic gr0\\1h. which reached 5.69 %:.. SMEs 

had contributed amount 3.33 %, The contribution lhtle bit declined at 2006, which 

was just 3.21% of national economic growth that aiso declined by 551 %. At 

2007, the perfOrmance v,ras back to increase ·where contribution of S.lvlEs reaches 

3.47 of national economic growth that at the time reached 6.32 %. 

Meanwhile, in tenn of export, total export ofSMEs reached Rp. 122.2 

trillions at 2006 and contributed for 15.7% of national export or 20.12 % of total 

non oil and gas export The share on non-oil and gas export was contributed from 

small enterprises by 4.99% and medium enterprises by 15.13 %. The contribution 

was considered to increase when compare it with that a year before which was just 

15.44 % of total export Rp. 1!0.34 trillions. That performance of 2005 was 

contributed by small entel]lrises by Rp. 28.08 trillions or 3.92 % and medium 

enterprises by Rp. 82.29 trillions or 11.51 %, while the rest was came from big 

enterprises. 

Figure 3.3. The Contribution of SMEs and LEs on Non Oil and Gas Export, 

2000.2006 

i 
I 

r~~~~~·~-~=~i-~;c~+-~:~-~~-~=~~+-~~~--il 
i~:+-~:~~,~-r-~~~~·~+-,~-t~~-~~·~1 
-' -~--~-·---~--r--~·--·---·--·~------: .... d 

Soorce: Derived from MOCSME and CBS Mwn toad al Jr»'JV.depk()p.gojd (dunged by ~n~!lwr) 
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The argumenlalion on the importance role of SMEs in economy maybe 

cannot be debated; however, there is another thing that cannot be neglected, which 

is the productivity of S.MEs that remains low, This is pointed out by Tambunan 

(2008) who states that the big contribution of SMEs on GDP and non oil and gas 

export does not caused by their productivity, but mostly due to the number of 

them that tremendously more than big enterprises. As a notice, at 2005, 

productivity of one unit SMEs of 47,102,800 SMEs in total was just Rp. 3!.655 

millions. In other side, big enterprises that just amount 6,800 units. their 

productivity reached Rp. 190,279.41 millions. At 2006, productivity ofSMEs was 

Rp. 36.506 millions, while big enterprises were Rp. 215,730.56 millions. Other 

study also founds that beside the low of productivity, SMEs also has low 

competitiveness~ so takes difficulty to enhance their output in order to compete 

with both domestic competitor who produce similar product and foreign 
- ' comp...~tor._· 

3.2. OpjJOrtunity and ( hallcngt> to Enhn.nce S-.:,IEs 1·.:qmrt P(•rftn·mance · 

The limited contribution of SMEs on Indcmesia's economy caMot be 

separated from current classic problems faced by this group ofbusiness. Urata and 

Tnmbunan 4 argued that general problems faced by SMEs are limited equity~ 

production and processing, difficulty to get raw materials, limited technology and 

human resources (including management and marketing) and not supportive 

business climate. Survey of Central Statistical Agency. as presented in the Table 

2.5 below, emphasizes on the problems of SMEs and giving figure on the nature 

of the problems ofSMEs, which are very multidimensionaL 

~ Tambunan,. Tulus Tahi Hamonangan (200&), "SME Developmem in Indonesia with Reference to 
Networking, lnnovativeness, Market Exp1111sion and Government Policy", at Hank Lim (ed)," 
Asian SME$ and Globalizalion", ERIA Research Project Report 2007 No. S, March, Bangkok: 
ERIA 
"see Urata, Shujiro, ~Policy Recommendation for SJ\1E Promotion in The Republic of Indonesia-, 
J[CA. 2004, pg.87-89 nnd Tambunnn, TulUs. "Pcrotwll UKM hagi Perckonomian {ndonesia dan 
Prospelmyd', Majalah Usaha>.>.on No. 07 Th XXXI, July 2002. P. 3Kl5. 
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Table 3.6. The Number or SME based on The Kind of Business Problems 
(husiness unit) 

' 
% 
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% 
, ! : ..... , I -. 

Don'tbave a~y Qon~h)t: ,. ! :4e~4~_5_-- .1"9.4f} .'" tW""tx>U 
r' •> 

Ha~ _Constra;g!S; 1 si.os7 · oo.52 

10.60! 

40.181 

39.96 i 

' - -

';1,!)(52,468 c .74]9 

0'c'. •l1,1~~" ,· : 24.,71 

2,o54;st5s c 1$;29 

a. Raw materia! 20,362 

77,175 

71,001 

400,915 

552,231 

643,628 

21.53 

29.65 

34.56 

421,277 20.90 

Marketing 629,406 30.63 

Capital 714,629 34.76 

~ d, Transportation/Distribution ! 5,027 

r e. Energy I 40 605 

I j f. Wages ! 2,335 

i 

2.62 ' 49.918 

i 
2.40 1 50,815 

1"22. 14,315 

2.69 ' 54,945 
I 

2.73 1 55,420 
I 

0.77 16,650 

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

the financing (34.56%) andmarketing(30.63%). The rest are, respectively, energy, 

transportation 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 raw materials, transportation and 

dis!ribution, 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 ofSMEs (Prananingtyas, 200 I), which are: 

The weaknesses on market access and enlarging market share; 

The weaknes~es 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 among them, 
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Adiningsih (2002) proposed that beside those problems, there another 

problem faced by SMEs, which are: 

• The problem on busineso;. 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 on getting financial source for export; and 

The limited understanding on export document, as well as the process 

dealing with export docwnents that so bureaucratic. 

From the description on the problem ofSMEs above, it can be pointed out 

that there are two main problems that should be prioritize to develop SMEs. Those 

are financing and marketing. Even though, the data of Central Statistical Agency 

stated that marketing is the second problem mostly faced by medium enterprises, 

it should be considemtion 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 !he profile of 

SMEs in Indonesia launched by Central Statistical Agency (2004), 97.73 % of 

SMEs is domestic market oriented, while the rest, just 2.27"A., is export oriented 

SMEs. This figure makes clear that SMEs especially small enterprises are remain 

bwdened bY marketing problem and it should be consideration on SMEs 

development poticy setting, 

The implementation of multilateral agreement under WTO was likely to be 

starting point uf integration and regionalization of economic global of course give 

a direct impact on world economy, The direction to tmde liberalization was 

getting sharp, this will give opportunity an developing prnduct to be sold abroad. 

Nevertheless, behind the open up opportunity, the change also creates new 

challenges that have to anticipate soon. Therefore. an economic actor is pushed to 

improve their capability in order to be able to compete at international market 

One of which is 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 SMEs as well. Therefore, SMEs 

has to move actively. They should not only focus on production aspect merely, the 

performanee of SMEs has to ln line with the dynamic on the market If 

Indonesia's S!\.1Es: 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 international marke~ they have to keep innovate on 

both product and available potential market. As consequence, the performance of 

SMEs should be supported enough by government. Indonesia's government has to 

be active to provide on various facilitation through the policy. 
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CHAPTER4 
RESEARCH OESIGN 

Sandee dan Ibrahim (200 1) on their research has been critised and 

evaluated Indonesja's experiences focusing on increasjng exports for SMEs, are 

based on two aspects, government policy through program implementation in one 

hand and public iniciaHves in other hand which concluded export promotion 

probrram for SlvlEs until this day are not weH succeed. Another result from the 

research said that as a nalional 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 institutions (non government) 

or SMEs are also need for getting more attention from all sectors. 

As the author '"-"Plains 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 SMEs export performances. Analysis are based on 

observation resu1t from primary data without tried to put aside support from 

secondary data certainly in order for getting the picture of S.MEs export 

developing strategies which already implemented and also alternative of overall 

best policies base on preferences ofbolli parties. 

'4.1 :\lcthodolog:- -

The author analysis the interest degree and strategic effectiveness from 

both parties on this study using Analytical Hierarchy Process (A!lP) combined 

v.oth Game Theory. As well known that Game Theory is usually used for decision 

making process whose involving tvvo decision makers which compete actively. 

AHP its self better l--nown as the powerful tools on decision making process in 

order to so!ve multi-objectives and multi~criteria problems, whereas qualitative 

perception wiH be transfonn into quantitative score so we \vill get the best 

decision, because of that whole aspects is based on the process. Game Theory is 

used to simulate interactively each possible combination of alternative decjsions 

selected by each of players and Analytical Hierarchy Process (AHP) is used to 

determine pa.y-off of each combination, 
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4.2 Stnltcgic Priorities DetemJinMion through ~UP ~ . . 
The act of dc1ermining policy prtoritie::; for increasing SMEs export 

performance done through The Atwlitycal Hierarchy Process (AHP). by 

determining some experts' perseption by exerted several quissionairre. AHP 

analysis is based on whole perspective, both by NAFED policy strategic priority 

and SMEs. According to that, this thesis \viil cover with two AHP analyses one 

part is from NAFED preferences and SMEs preferences in t>thcr part. 

Academician preferences complicity is used as balancing and amplifies for two 

main preferences above. 

4.2.1 n.,omposition of Hierar·chy 

ln broad outline, AHP method application are done with two phase, first is 

hierarchy decomposition and hierarchy evaluation 1 
• The measure to 

decomposition of hierarchy covered by three main steps2 which fundamentally are 

perceivable as mode to describe a vmiety of reality as groups of homogeneous 

element and then tried to disentangle into small parts of element and so on, until 

more information could be integrated into a structw'e of the problems. Because of 

that reasons we can said that decomposition of hierarchy is the most important 

parts from decision making process through AHP method, by this hierarchy a 

complex system could be reached is a small way, easier and pereelvable. 

In this research, AHP application model begin by composite three levels 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 

factors/criterion contributing to the goal and tl1e last level describes the alternative 

strategies or considered 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 national economy. On behalf or that, if the points of view of problems 

1 Permadi, Bnmbang, AHP, p,g. I9 
' - Decomposition of hierarchy covered by three maln successive process which have srreng!b 
re!?vath::e among it's, that is fdeznif)ring levels and elements. ..:cnce.pt defii'Jtlon and formulating 
questionnaire. 
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wbich have been faced by SMEs are looking from narrower angle, at lhc 

relevance \'<ith enhancing export perfonnance, hence it can be compiJed path of 

SMEs problems which direct to management conslraint (i.e, production 

management, export management and aiso marketing management). After getting 

input from various parties, author fommlatmg five main problems of SMEs, that 

are: ability to adjusting product character of SME:s into requirement or trend in 

internaliona~ market indeed below of standard. internal management which more 

specific of export procedural competently is still covering by weaknesses~ 

minimum efforts or actions to promote their products and also getting potential 

market infonnatiOI\ and th.e last Is under orientation to conduct market penetration 

directly. Regarding of that, kinds of concrete steps to overcome those problems 

has taken as ahernative strategy in the hierarchy of SMEs problems and interest 

At the second level~ author sets. Improving Economic Gains, Improving 

Product Competitiveness and Brand Image, and Enlarging Market AJ;cess as 

alternative criterions, In nddltJon, if those criterions connected to five strategies in 

the third level and goal in first level of SMEs hierarchy, it can be seen as the 

existence of pyramid correlations \Yhich the achievement of criterions depend on 

the execution of alternative strategy. and thafs \"ith the achievement of goal that 

depends on the achievement of criterions in tlte seCQnd leveL The placement of 

Improving Economic Gains {profit value) residing at the same level with 

Improving Product Competitiveness and Brand Image, and Enlarging Market 

Access bases on the logic frame of hierarchy as representation of problems tree 

related to the effort of enhancing export performance, Generally, increasing profit 

sets as main goal of every individual finn. However, if the export performance 

has been de!ined as the main goal, hence the increasing profit will move down 

into level of criterion as accordance to the concept of pyramid relation among 

level as have been explained previously. It v.iU be more deariy in the fotiowlng 

descriptions: 

• The implementa1ion of alternative strategies in Slvffis hierarchy 

able to enhance potential gains (profit) which can be reached. In 

line with profit enhancement. hence potency of SMEs to make 

capital saving \.\ill increase. Its atso encourage SMEs potencial in 
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improving investment \vhich its means enhancement of production 

capacity from both of volume and quality ~ide. On that ground, it's 

clear that improving economic- gains criterion represent one of key 

factor to be able to reali1.e the enhancement of SMf:::s export 

performance, 

• The achievement of second criterion, that is Improving Products 

Competitiveness and Bran.d Images, wm be determined by 

implementation of alternative strategies in SMEs hiemrchy~ though 

the bigger portion of role is the Products Adaptation and 

DeveJopment, Implementing Promotion for Products and Services 

and Gathering Potential Market Information strategy. Related to 

attainment of goal, can be shown that the enhancement of brand 

image have direct contribution for enhancing export perfonnance. 

• For the Enlarging Market Access, all of alternative strategies have 

equal role in the attainment process of this criterion. Related to 

goal enhancement, ifs also clear that this criterion become 

fundamen!lll aspect in the efficacy of the enhancement of SMEs 

export performance. 

As the compilation process ofSMEs hierarcl!y, tha compilation process of 

hierarchy from NAFED perspective also based on various basic problems that 

have been faced by this institution. Alternative strategies selected by refer to 

variety of services provided by NAFED. Determination of first strategy, 

Conducting Coordination for Developing Export Promotion Program, based upon 

ascription from various parties which stated that one ofNAFED main weaknesses 

is compossing program which conduct unifaterally. without involving or without 

coordination with other institutions (with the similar interest) or with SMEs. The 

strategies of Developing Business Consultation and TrainJng of E>.lXJrt 

Management, Enhancing Effectiveness of Market Intelligence and Analysis, aud 

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 directJy in order to solves several main problems of SMEs related to 

enhancing export perfonnance. Nevertheless. the same as the first strategy, the 
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implementation of those three strategies stili lameness. Do Kothing sets as the last 

alternative strategy base on the reality which there is still existence a confidence~ 

especially from Internal of NAFED, thal NAFED strategies have adequate to 

develop Indonesian SMEs export performance. 

At the second level, NAFED hierarchy also have three altemative 

criterions, which are: Enhancing SMEs Export through Trade Promotion, 

Improving SMBs Products Competitiveness and Brand Image, and 

Comprehensive Potential Market Information_ The same as SMEs hierarchy, those 

three levels in NAFED hierarchy shows pyramid correlation where efficacy of 

aspect attainment in one level wiU be influenced by efficacy of aspects 

implementation in underneath leveL 

• Tho criterion of Enhancing SMEs Export through Tmdo Promotion 

will affected by effectlvenes.o; of strategies implementation in the 

third level, especially affected by Conducting Coordination for 

Developing Export Promotion Program and Organizing Promotion 

for Indoneslan Products and Services (without overrule the 

important of other strategies). Related to goal attairunent, this first 

criterion also represent a~ fundamental factor with an important 

role to play, 

• The second criterion, that is Improving Products Competitiveness 

and Brand Image, c!earJy represent as one of efficacy fulcrum of 

enhancing SMEs export porfonnance. Related to alternative 

strategies. its clear enough that this criterion \\'ill be &ble to reach if 

alternative slrategies in the third leve1 implement effectively, 

• The last criterion which also represent as one of N 1'\Fb"D main 

services as National Trade Promotion Organization of course 

be<:ome standard point in the achievement of NAFED goaL I o be 

able to realize this third criteriort, alternative strategies in th.e third 

level have to implement optimally. 
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The structure of AHP hierarchy as an average value to select strategic 

policy priority \vi\l be defined and e;x:plalned one by one through diagrams as 

follows: 

Figure 4 .. 1. Hicrarthy of Problems and SM.Es S~rnt~es 

Goal ofSMEs 
(Enhancing Export Pel<formancc) 

"·----- c·--- ---

I I 
Prod net Developing of 

Adaptation and Export 
Development Management 

Skill 
{Including design 

& Packaging 
Innovation) 

A. Explanation of figure 4.1 

-~ -~;;,;;.L -I 
Products 1 

Competitiveness I 
and Brand Image . 

'·----~• ow~---' 

Impleme.oting 
Promotion for 
Products and 

Services 

' 

i ____ ] ___ 
-' 

I I 
Gathering Penetration of 
Potential Potential 
Market Fol-eign Market 

Information 

The top of level is an ovemll goal/objective for SMEs Hierarchy: 

"Enhancing Export Perform<mce7
', of course it is come from their own 

perspective as individual finn (business player). in the sense covered achievement 

of export improving for volume or value side. Through set tn export perfonnance 

incr~asing as the tnain purposes, it is important to emerge some ways and average 

values into many strategy implementation tOr priority criterion or strategic in the 

next level. In order to achieve the increasing of export performance for S:MEs, 

some of considerations need to be looked lively especially for all factors which 

e-omc up from inside ofSMEs or outside factors related with the existence ofTPO 

(NAFED), from the top of the level it's amendable from two additional level into 

one of unity of hierarchy, The second 1evel is composed into three, as foliows: 
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J _ ImJlroving economic gains (ftrofit ntlue)- Cl 

As an profit oriented institution, is very perceivable that improving 

econumit". gnms Is one of important cri1erion related with export activities. 

In this av~rage values, the increasing of export had strong correlation with 

inflation if \Ve seen it from value side. Because of that export increasing 

should be seen also from volume side. Another importances for this 

criterion is how to achieve the improving the profit values. 

2. Improving products competitiveness and brand image- C2 

One of problems should be looked lively for SMEs in positioned their 

product in international market as their effort to increase their product 

competitiveness. It's has strong relations with the importances of 

developing and brand image stabilization. This factors is also became the 

blind side oflndonesian SMEs export performance. 

3. Enlarging market access- C3 

The SMEs prosperity in accessing international market is also one of 

problems wilich can not denied. Oftentimes SMEs had already able to 

produce good product which comply with the prerequirement in foreign 

market, but because of market access limitation apt to adopt defensive 

position (waiting for foreign buyers) than tried to doing market penetration 

directly into their target market. 

The third level is consisting of strategic alternatives which tomprise with 

five option as foUows: 

I. Product adaptation and development-S! 

On behalf of penetrate foreign market, all kinds of prnduct and services 

which putting on the market should be adapt.tble v.'ith condition and 

market demand. Qualities of that product became the main aspect which 

consider to high light. Neverthe!ess,. there are some others aspect that can 

not denied easOy, inter-nlia product design, produce liability to comply 

with a request1 packaging by inovative and attractive design. 
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/ 
2. De,•rloping of export mncagement skill- S2 

Export process oftentimes must exceed some st.rip, tong 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 increilsing their export 

perfonnance, and because of that it's also become one of alternative 

Slrategy priority. 

3. Implementing promotion for products and services- S3 

The promotion activity for product (good and services) which coming on 

the market is one of alternative strategy is respecting not to denied. The 

intensities of promotion activity and the e.xactness on chosing media will 

detennine the position of the product on target market. Infonnation 

technology development and multimedia bring SMEs having many options 

of ways lo promote their product independently. 

4. Gathering potential market information - S4 

Accuracy infurrruition on market charo.cteristic Jeads SMEs ability to see 

their product in destination market,. or optimize exploitation about target 

market SMEs could reach these information through trade official of 

foreign representative contained in fndonesia, e.g. NAFED (from 

governmet institutton), internet media access~ and so on. 

5. Penetration of potentia!forcign market - S5 

Market penetration is decipherabie as Sl\.1Es effort directly to their target 

market lt's connoted Swills had already opened actually relationship and 

begin to doing business transaction with partner business at those market 

or target country. 
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Conducting Developing Enhancing organmnrc Do Nothing 
Coordination for ~usiness Effe-;tiven~ or P.romotion or 

Dev~loping Export Consultation and Market Indonesian 
Promotion Training of Export Intelligence and Products and 
Program Man~ment Analysis Services 

B. Explanation of figure 4.2 

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

average values: "Enhancing Export Performance of SMEs'", in case of this, 

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

S:MEs is to found out option of the right alternative strategy related with opinions 

from some literatures which said that there are differences strategies for 

improving SMEs export performance (had getting into foreign market or just 

planning for getting Into those market). Through set in increasing SM.Es export 

performance as main objective, then it's necessary to applied by several ways 

agree with criterion priorities and strategies at the next ofJevei. 

The second level is comprises ''"ith three things which become 

considerations, as follows: 

1. Enhancing SI\'IEs expo•·t through trade promotion- Kl 

So far, the success and achievement for SMEs in opened new market for 

IndonesJa' s products and services aH the more touch upon the 

implementation of a variety of trade promotion program (trade fair, trade 

mission, Regional Export Trade Expo, NAFED Virtual Exhibition, etc) 
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which had been held by NAFED. Because of thai it's perceivable that lhe 

increasing of SMEs export as their roles by joining on NAFED export 

promotion activities. 

2, Improving SMEs products competitiveness and brand image- .K2 

The feebleness of competitiveness and brand image from Indonesia's 

products at international market is perceivable with others as one of main 

constraint for improving Indonesia's export On that ground NAFED is 

also disposed the achieveme:m. for increasing SMEs products 

competitiveness and brand image as one of criterion. 

3. Comprehensive potential -market information- K3 

The act of preparing market information is one of TPOs main services. 

Comprehensive and up date market infonnation will applicable to many 

parties, especially for private company including export SMEs, for making 

some plans and arranges strategy promotion of the products. 

The achievement on this became one of success key for Sl\1Es for 

increasing export capacity and elarge their market internationally. 

The third tevei ls consists with alternati·l/es strntegies which composed of 

five options, as foUows: 

L Conducting Coordination for Developing Export Promotion Program 

-Nl 

Coordination for developing export promotion program ts not only 

covered by internal coordination in order to dynamic stabilization but also 

coordination with all related sectors (other.:; government institutions, 

NGOs, assossiation and SMEs exporters) to avoid programs overlapping 

thnt happened before. 

2. Developing Business Consultation and Training nf Export 

Management- N2 

The capability of SMEs to penetrate and carry out international market is 

necessary to be Improved. Ies not boundaries on bestow upon training 

about export management~ but also NAFED support across through 
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managing consultation forum which vety beneficial for SMEs to 

exacerbate their business analyses. 

3. Enhancing Effectiveness of Market [ntelligence and Auaiysis- N3 

Market intelligence activities has already held by NAFED, through 

Indonesian Trade Promotion Centre (!TPC} supports, on behalf of 

accumulated and provided market analyses which potential for Indonesian 

products and services. However there are some opinions who have said 

that market infonnation covered by NAFED is inaccurate and far from up 

to date oftentimes. Because of that this strategy needed to be looked lively 

so that it could increase market information qualities which serve by 

NAFED. 

Organizing Promotion for Indonesian Products and Services- N4 

As said before, NAFED is actively held a variety of activities to promote 

.l11donesla~s products on international market lnter-alia through organize 

export products exhibition, exhibition at others countries (as organ17..er or 

just participation), virtual exhibition and trade mission deliveries. 

However, not all of those exhibitions were carrjcd on optimized It's 

needed to carried some strategy to improve those aU activities effectively. 

5. Do Nothing- N5 

This retlect on status quo and it's decipherable as one type of NAFED 

strategy which NAPED beJive have no need execute changing for policy 

strate!,;.ry. it is average value as one type developing program for export 

which already used is enough to shore up developing SMEs export. 

4~2.2. Quessionairrc Decomposition aud Respondent lli!termination 

Expert perceptions were gettlng from the quessionairre forms (which 

become primary data) on problems analyses. Ques.sionairre bui1d1ng Is adaptable 

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

composition ott quessionairre is by maidng comparison judgments between 

elements pair on. Those comparisons is by flU out values of scale accord with 

scale for pairwise comparison, that are: equal importance, moderate importance of 
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one over anolbcr, strong or essential importance, \-ery strong or demonslraled 

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

This research is tried to fuse perceptions from three groups of respondent, and 

each group having expert capabitlities related with the issues. 

Those three groups are: 

L FUllclionary or government officer, Js a respondent group whose has strong 

correlation (under Ministry of Trade) or under NAFED organization structure. 

The respondents whose been choosen is two persons. One is Mlnistry of Trade 

ofindonesia Specialized Staff for Developing Trade Promotion and the other 

one is from the division which related directly with policy making and 

developing S.MEs export promotion program (DivL.c:ion of Program and 

Cooperation Arrangement- NAFED Secretariat). 

2. Entrepreneurs, comprised with two respondents which is from Himpunan 

Pengosaha MusiJm Jndonesia (Indonesian Moslem Entrepreneurs 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 de\1eloping export 

capability for SMEs. 

3. Academician, on beho.tf of cast the balance judgments from both parties of 

respondents, then academician whose has strong comprehension with NAFED 

existence and actual condition from NAFED export promotion developing 

program as the best actors program, They are whose involved in tfris research 

are consist of two respondents, trom MPKP- FE Ul and FE Sahid University 

Jakarta whose all in once as F..xport lmport Deputy Assistant, Deputy of 

Marketing and Business Net\vorks Division. Ministry of Co-op and SMEs. 

The experts comb out based on their concerning knowledges wilh the 

issues. Their basis competences finally expectably f.or giving more comprehensive 

3 YAGASU is a local foundation ill No11h Sumatera. <1.11d with suppor!s from NGO (Pianete 
Urgence, lslanllc Relief, Muslim Aid), international and nalional governmental institution 
(BllR NAD-Nias, UNESCO) has provided the local communities in coa.•;.tal villages of North 
Sumatera with small business training, production process, marketing nnd product promotion. 
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preferences, so that the tina[ result from this research is the most eflCctive policies 

strate&ry for improving Indonesia's SMEs export promotion performance, 

4.J Strategic Combination Dctcrminnljqn t.l]rough Game Th('or~· Method · 
" " 

As have been mentioned in early part, Game Theory is usually used for 

decision making process whose involving two decision makers which compete 

actively. In more specific description, the use game theory of this research is to 

find the point of strategic balance or solution between the two sides (NAl'ED and 

SMEs) which every side will defend on optimalizing of objective on achievement 

and their interest. 

NAFED and Sl\1Es are having different point of view in stipulate their 

goal and interest. NAFED tend to use 'vider range point of view that is enhancing 

SMEs export performance in national sc:ale_ 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 scale enterprises, On the 

other hand. exporter SMEs in this research sets 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 dlflbrent scale. lt 

also perceivable, both parties have different perspective related to the effort 10 

enhance Indonesian SMEs export performance. 

As the first step in Game Theory aru~lysis, alternative strategies in SMEs 

and NAl'ED hierarchy will be confronting lo see possibility of pay off matrix 

composition between the two parties. 
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Figure 4.3. Confronting SMEs and NAFED Strategies 
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The understanding of this hierarchy above is that each strntegy of one 
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CHAPTERS 
RESULT AND ANALYSIS 

5.1. Strategies Foi'mulation 1 brought AHP-

The researeb datas is used the answer li:um expert based on quessionaire, 

then the author makes some processable data for getting average values from ea<>h 

comparing criterion and strategy on the hierarchy of developing SMEs export 

performance. Strategic priority li:um each party (SMEs or NAFED) will getting 

after ABP calculation (expert choice software outputs), which through comptling 

and comparing pairwise lllillrix comparison from the average valoes results above. 

5.1.1. SMEs Strntegy for Export Increasing 

Primary data which accumulated li:um 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 ull of the 

perspective score and devided by number of respondent The avarage values of 

respondent's judgement (SMEs) as shown on appendix !. 

Average values and dam from respondent (ABP quessio!lllirre) calculated 

by expert cboice software program. At the first step, the author tried to comparing 

the level of interest from three criteria at second level with respect to the goal of 

problem hierarchy and slrategy for SMEs. It's come up from business actor 

pmpective for achieving increasing of OXj)Qrt performance. They tend to disposed 

lmprov;ng Economic Gatns as the most importanCe criteria lvith number of 

priority foot up to 0. 711. The priority value from other eriterias is eoouected fur 

enough by 0.177 for improving pooduets oompetitiveaess and 0.112 for Enlarging 

Markel Acce:<!". Figure 5.1 shows the value of preference for the criteria from the 

aspect of SMEs strategies. 
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Figure 5.1. Comparing SMEs criteria preferences and weights of criteria. 

J;mprovtng ecconomi<:: Gains- noflt Value .711 
Improving ~<U Competitiveness end BnlndlmaQC .177 
EniArgii'!Q Market A~ .::r.u 
~I'IC¥'=0.07 

wti\0~1~ 

Source : Output data processing 

The next step is analyses level of SMEs interest related with each of 

criteria. If it's correlated with improving economic gains criteria, then SMEs will 

tend to choose actualisation of Products Adaptation And Development strntegy 

with priority foot up to 0,516. ll is because ofindicalioujudgmenttbat SMEs bas 

been exist at export marlret and already bas exploitated marlret. Quality and 

product cbarncleristic about desirability and marlcet trend become more 

importance then others alternative stmtegies. Strategy which placed second 

priority is Developing Qf Export Management Skill (with 0.175 value of 

jugdment) and the last position is plaeed with Galhering Potential Markel 

Information strategy (with 0.66 value of judgment). This figure tried to shown 

comparison of preference from each strategy related with improving economic 

gain- profit value. 

Figure 5.2. Comparing crib!ria forinueasiug economic gains- profit value 

....... ..-wflh~1:tl>: 
~~Exp:>H::PdFt>nn•~ 

;>f#iiPn>wlnsl ~c...-- PrOfit v.fiJI'!I 

Produ::1: Adapt:atfon and oow.topmant .s:u; 
Dc<voklplll!iJ ot ExPOrt Man~~ogem<!:ht: Skill *1TS 
~lornentlng Promotion ro~ Product.!l lind Senti<:.• .1-
G.Hhvlni:J -~"""'tl .. l M.,rket Inrorm:1111:1on .aG& 
P....,etratJon of -to:.ntl.,l Fo...,l!in M.,r1uot ..o:sMJ 
....._..........,...,. ... 1).(118 

wkh 0 ~Jud§:ner-. 

On behalf fur increasing product competitiveness and brand image 

strengthening, SMEs tend to chose Prod!ICis Adaptation and Development as 

strategy alternative selection with the highest priority value 0. 480 and i'enelrotion 
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Of Potential F·oreign Market as the lowest strategy priority 0.080. Strategy which 

taking possession at second p1ace is Implementing Promotion For Products And 

Services based on cogitation that ameluiration for quality product without 

followed w!th best effort to brand image gathering on target market, which this 

could be materialized through promotion ways will not gain an optimum results. 

Overnll order for that strategies priority is shown with figure 53 as follow. 

Figure :5.3. Comparing uiteria for improving products competitiveness and bnmd 
image 

.. ··-·-··· -- ... '''"'' "" .. ···-~"··-··· 
Plrfo~ .... u. ~ tD• 

<Oo.till!!n.luncinvi!X~.._,_._ 
>:r.aonpiiO~ Pf'o<tl.la.O.....,..,..._ .... ....,.,1:.....,.. 

P.......,ctAdlloPtll<th"' and Do.Wlfcp.....,nt 
Dollvcloptrto o~ fl-xPGrt MIII!'II!Ojll'll'ncnt Sldlt 
l'"P'"'m...,tlng ~cm<>rlon fo-, Prod.K;t» end Servlc.,. 
Gath-lfttl Patcntlal M•rftd Infonna'Uon 
P-ob'1!1tfan ar Pot61thil Fo,.,.,lgn Mllll'ktt 
~..,ncy = o.tn 

' 

' ' ' wJ'tll! I) ~ Jqot~ 
.. .. . ... -· .i 

Products Adaptation And Development, Implementing Promotion For 

Products And Services and Developing Of Export Management Skill is the third 

strategy alternative with the highest priority if it be keyed to enlarging market 

access criteria Priority number of judgment for those tlm:e alternative strategies is 

0.360, 0.2 15, and 0.167 respectively. Ove,.n values for priority number on 

enlarging market access criteria is sbown through figure 5.4 as followed: 

Figure SA. Comparillg criteria for enlarging m...-ket a«e:SS 

Pri:uttie:!lfwltb~ to: 
Gem: Enhmtdng export Perfom•u 

:>Enlarging Matkat~ta:ess 

Prolilct Adaptation and Development .360 
Developing of Expert Management: Nl .167 
Implementing Promotion fur Prod.td$ <mel Sen; ices .215 
Gathering Potential Market Infatmation .140 
Penetration of Pot~ntlal Foreign Market .118 
lttc.otl$1sttmcy = 0,05 

wih.O missing~ 

s~ : Data processing output 
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As continuing step from choosen the most importance alternative strategy 

process seleclion with AHP method, the author tried to makes final synthesis with 

the problem hierarchy to choose SMEs strategy priorities fon increasing their 

export. 

Expert choice"" provides two ways of synthesizing the local priorities of 

the alternatives using the global priorities of their criteria; the distributive mode 

and the ideal mode. In the distributive mode the weight of criterion reflects the 

importance that the deci~ion maker attaches to the dominance of each aUernarive 

relative to all other alternative under the criterion.. In this case, the distributive 

mode would be the way to synthesize the result as shown in appendix 4. After 

deriving the looal priorities for the criteria and the alternatives through pairwise 

comparisons, the priorities of the criteria are synthesized to calculate the overall 

priorities for the decision alternatives. 

Result recapitulation from data processing output in order to select SMEs 

strategy priority for increa..o;ing SMEs export promotion perfonnance (from the 

highest to the lowest number of value) shown in1able 5.2 and 5.3 as follows: 

TabelS..l. Priority and Consistency Index ofSMEs Strategies 

. . ' - . 
lndicatGr _p norl(,/ 1nconsistcncy Index . ' ' 

Goal 
Criteria: 
Cl 0.711 
C2 0.)71 0.07 
C3 0.112 

Criteria Cl 
Stn!legy: 
Sl 0.516 
sz 0.175 O.Oll 
S3 0.144 
S4 0.066 
S5 0.()98 

·-··-·--
Criteria C2 
Strategy: 
Sl 0.480 
S2 0.152 
SJ 0.206 0.07 
S4 O.Ol\2 
ss 0.080 
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Criteria C3 
Strategy: 
Sl 0.360 
82 0.167 
Sl 0.215 0.05 
S< 0.140 
ss 0.118 

Tabel :5.2. Consuutive Global Priorities of SMEs Strategies 
Cons:etu-tinl-" ---- - . -~- - · . ,·: ~ 

I
) , . • . . Str:ttcgy \\ cJghf ofStr:tlcgy 
l'lontleS 

1 
2 
3 
4 

5 

Total Weight 

Sl 
S2 
S3 
S5 
S4 

Overalllncoosistency Index = 0.07 

o.4n 
0.170 
0.163 
0.097 
0,077 

Source : Data processing output 

From the result recapitulation (E><pert Choice software output), we could 

found AHP final synthesis which is called weight of SMEs judgment is based on 

human intuition as an autonomus business institution. If we see from pri<.uities 

weight on the second level (criterion) there respondent gives the highest priority 

weight of judgment on Enhancing Economic Gains (Profit Value) criterion. Tbat 

is a natural condition bear in mind as business institution. and then an advantage 

is reflecting their main orientation from total business activities. 

If we see from whole aspect on third level through global priority, the 

highest weight of priority is Products Adaptation And Development. Another 

strategy alternative which occupy second aod third place are Developing Of 

Export Management Skill And Implementing Promotion For Produa.~· And 

Services. Weight of order on this third level 1s reflecting that an overall SMEs ls 

already entering export market, maoagement perspective which used as references 

on enterprise management is focus on market orientation. Because of that 

developing policy for products become one of selection strategies and aU 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 product will not gain an optimum appreclation from the market if it is not 

followed with several effort for strengthening brand image on publict mindset. ln 

this part, tl'!e role from promotion stmtegy of !Jroduct and services become very 

important1
• 

From overall result accumulation had shmvn the inconsistency lndex 

chosen by expert (respondent) both of local and globally. II is shown for low of 

number (under 0,1). That number reflecting as wbole respondent on determines 

their selection has had good consistency level. According to Bambang Permadi 

(1992) if the consistency number is not in good level (more than lO"A. 

prerequirement) then it must to modify pereeptinnjudgment especially on citerion 

level. 

5.1.2. NAFED Strategy Policy 

The act of detennining NAFED strategy priority related with increasing 

SMEs export perfonnance in Indonesia is done with the same analyses step of 

process like SMEs strategy priority selection_ The first step is by accumulating 

average value of respondent judgment bused on AHP quessionairce from NAFED 

side as shown on appendix 2. 

In the same manner as already explained herore, the average values data 

from respondent judgment through AHP quesstionairre and then it processed by 

Expert Choice software. Base on pairwise comparison matrix and the coparison 

from three level of importances criteron which on the second level from the 

problem and NAFED strategy hierarchy seen than NAFED preferences is more 

toward for Improving Smes Products Competitiveness And Brand Image -criterion 

by 0,438 as prority ofjudgmen~ which is unconcerned in distance as big as 0,430 

with Enhancing Sme.y Export Through 11·ade Promotion choosen by respondent 

as placed the second high leveL The value of preference for the criteria from the 

aspect ofNAFED stretegies pointed out from figure 5.7 as follows: 

1 For most companies today, some prolt19tion is essential in orck£ to create customer awareness of 
a product and its ch.a.ra«edstics. (Burnett, .Jhon.J, 1993). 
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Figure 5..5. Comparing NAFED triteria (ft'eferences and weights of criteri<tn 

PriclttiM: with rupect ttl! 

Goal: Enhencing Elq»rt Performance d !ndonesil'lft SMEll 

E:nhanclng SMfs Export Tbrc::u,qJh Trade Promotion .43Q. 

.tmprovlng SMEs Products Compe.titlwness and Brand Image ~438 iiiiii 
Comprehens~ Pcterrtl.al Marftttuformatkll\ .133 
fttQm!tsteMJ ... o.o,a 

with 0- missing t~atts. 

Source : Data processing OutpUt 

Furthermore the author making some evaluation for Enlmncing SMEs 

export through trade promotion criterion. The result from data processing at this 

criterion refleetiog that respondent is realized the importance of policy 

synchronization among stakeholder.; related with improving Indonesia's SMEs 

export performance, and because of that they seem to choose Conducting 

Coordination For Developing Export Promotion Program as ai!JOrnative stralegy 

with the highest priority weight is 0.388. Qlher.; three alternatives sttaregy are also 

getting quite high weighllOd of priority is for Developing Business Consultation 

And Training Of Export Management, Enhancing Effectiveness Of Market 

Intelligent And Analysis and OrganCing Promotion For Indonesian Products And 

Service.s. Each are getting weighted as order with 0. 205, 0.171 and 0.181 value. 

Figure 5.6. ComjJl!lring criteria for t1llwlcing SMEs exjJl!lrt tbroogh lrade 
pmmotion. 

!"'''''""'"' -----·---·--·~~----· ·-·~·~--~ •. _,_ _________ ·- ·- ---

1 Priori'tfu with f'E!S(:U:I; to: 

.. . ... . ......................... _ .. __ '! 

' G!MII: £nbatdng Export hrfonnanao of .lndontdtan SHEs 
>Enhancing SMEs fllxpoc:t: Tlm~tgh Tradli Pr:NnC~tian 

Conducting Coordrt!.at.io« for l.'l!I:JtAIIQPing Export. PtoolOt'uo p~ 
Developing Busi!KI$$ Com:u1tation andTmlnlng off)(pott Management 
l!nfumcing Effettiveness. of Mati<et Intelligence end Anafysis 
Organlzing;P«mtotiott thr Indone$1an Produts: and Servk:• 
Do Nothing 
In«:ons15tBncr = o.os 

wfttt 0 missing jud!Jnen-ts:. 

Source : Data processing output 

-.205 
.171 
.101 ...... 
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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 Por Developing Export Promotion Program and Developing 

Businett5 Con~ultation And Training Of Export Management Respondent 

preferences to choose both of alternative strntegy ~based on internal ordering, in 

NAFED management or others effort for boosting SMEs capability on doing 

some ordering inside their in1em management, in this case is such as increasing 

professionalism on export administration matters. Eventhough, it is clear enough 

that all respondents are not overrode othern strategy impor1llnces. res proven ttl ho 

the level of weighted priorities for Organizing Promotion For Indonesian 

Produels And Services and Enhancing Effectiverress Of Markel lnJelligenJ And 

Analysis which not fur distlnces from !he highest of ho1h alternative sttalegy with 

0.213 and 0.198. As a whole NAFED priority weighted stnltegies respected to 

improving SMEs product competitiveness and brand image is shown with this 

figured: 

Figu"' 5.7, C.....parlng criteria for lmprol'iog SM"' prod..,.. """'petlliveneos and 
brand image 

PriurJlid with ~to: 

Gctat EMMcmg Exp!Mt Petfom'fllnC!I: ---~ "nSMEs 
>Impravfng SMEs Ptl:::lduds CompetftM~tCJS tnd Brand lrna9e 

Conducting Coordination tor Dewtoplnfl Ex;pott Pmmot:ion Program .269 
Developing Business Consultetfon and Training of b;port Management .%6.9 
Enhanelng Eft'ectf'ieneu of Marltet Intelligence end Anatys.ls .198 
OrganizlngPNmotion for lndonefian Pr'lXllds Md Sf!IVlces .213 
Do Nothing -01$1 
lnconslst1uq ""' G.03 -·---Source : Data processing output 

b the manner of observing the relevances with the last criterion is comprehensive 

potential market information, all respondents still disposed Condncli11g 

Coordination For Developing Export Promo1io11 Program at !he top of priority 

wilh 0.372 weighted of priorily. At the second level with 0.208, !hen the 

respondent bad eboosen E11hancing Effectweness Of Marker Intelligence Al!d 
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Analysis. At the last criterion ail respondents stili disposed Do Nothing as the 

lowest alternative stra1egy with 0J)46 weigthed of priority. It's mean with 

impression that a variety of stategy policies is had already implemented by 

NAFED for supporting current SMEs export performance, Altlmugh it fell not 

well fulfill all parties yet Beeause of that the satus quo is getting the lowest 

weigthed if it's compared with others ahemative strategy, The result from data 

processing output for comprehensive potential market infonnation criterion is 

pointed out with figured as followed: 

Figure !U. Comparing criteria for comprehensive potential market information 

--~- -····-~·- --·-·· ~--·-· -·· 
' 

Condueting Coordination fW Devetoptng Export Ptomotion Program 
l."'ltwloplf'lg 8uslneu C»m:uftatlqn attd T~alnlng of Export: Management 
f:nfumclng Effed:iwness of MIH'kirt InteRigence and Analysis 
OrganizlngPromction for lndtmesian Pror:klcts and Setvfees 
Do N<lthlng 
~I'Kf=0.10 

wtlth 0 mlulnf jud&Jmilbo. 

.372 

.171 

.280 

.131 
• 046 • 

The final synthesis with problem and option for NAFED sttategy related 

with lndonesia's SMEs export perfonnance is pointed out with appendix 6, 

Final recapitulation from dala processing outpot in order to choose 

sttategy priority for NAFED for increasing Indonesia's SMEs export performance 

and the order for result priorities is pointed out on table 45 and 4.6 as followed: 

Tabel S.3~ Priority and Consistency :Wdex ofNAFED Strategies 
'' '' 

Inc{lnsistcncy. 
lndicatfJr ' ' I)riority ' ' . . 

' ' lndc~ 
' ' 

Goal 
Criteria: 
Kl 0.430 

K2 0.438 M2 
K3 0,133 

Criteria 1<1 
Stralegy; 
NI 0,38& 
N2 0.205 
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N3 l 0.171 o.os ' 
N4 I 0.181 
NS I 0.0$4 

I 
Critcria K2 
S""'cgy: 
NJ 0.269 
N2 0.269 
N3 0.198 0.03 
N4 0.213 
NS 0.051 

CriteriaD s._, 
Nl 0.372 
N2 (U7I 
NJ 0.280 0.10 
N4 o.m 
NS 0.046 

Tabel5.4. COilSeCulive Priorities ofNAFED Straregies 

Cpon.s('~u.rivc Strolfcgv "'eight ofStra;egy 
nontics . - ~ . 

I 
2 
3 
4 
5 

Tolal Weight 

Souroe : Data processing output 

Nl 
N2 

N:l 

N4 

N5 
.· 

0.323 
0.235 

0.198 

0.192 
0.051 

1.000 

75 

From the table of5.5 we can see at second level the trend of preferences of 

respondents at Improving SAfEs Products Competitiveness criterion with 0,438 

weighted of value, it's catching up with Enhancing SMEs Export Through 1'rade 

Promotion criterion with 0,430 weighted of value and the lowest priority is 

Comprehensive Potential Market Informolion criterion with 0,133 weighted of 

value. It's shows respondent which choosen references from NAFED side is 

realised that implemented policy through that institution ought to give priority to 

support SMEs on developing !heir product. The background of that thought is 
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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 rnarlcet i5 through setting out of uniquene~s 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 Export 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 alternatives as strategy with the highest weight, we can make 

some conclusion from NAFED preferences; it 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 boosring 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 alternative 

strategy priority. The '"status quon awareness as alternative strategies is not right 

for current situation. This realized as preferences from respondent 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 Slvffis side, the Inconsistency Index from expert choice 

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. Sensitivity Analysl• 

Sensitivity analysis can be defined as analysis to see influence of change 

the attribute weight to alterna1ive composition. Being of new infonnation or 

change of condition once in a while making people alters its ;.:;sessment so the 

result from hierarchy as a whole will also be different (Sw:yadi, 2002). According 

to this definition, there can be tl\ken a conclusion that sensitivity analysis 

represents the analysis which good for knowing influence of the parameter 

changing weighted I<> optimal solution of decisioa This will be able tn be utilized 

by policy maker in anticipating situation aod change decision if it is accurately by 

change of pammcter weight The condition can be expressed tlutt sensitive 

decision to change <>f pamneter. 

As explained by Permadi ( 1992). sensitivity analysis from the matrix three 

level is see influence of change at exogenous variable (level two) in the direction 

of the condition endogen variable (level three). After overall of calculation 

process through model of AHP is done well by problems hiernn:hy and SME's 

strategy and NAFED, the author will be getting the sensitivity analysis from both 

hiemrcbies. The assessment has done by respondent as well as for hierarchy 

problems SME's or NAFED, because of many fuctors could be change. For 

example, that caused by change of direction and condition policy of ruttional 

economy hence eaen party assumed that priority weight to various criteria exist in 

level two have imprecise and need to he accommodated, with existence of 

sensitivity analysis will he able to be estimated in the level of friction of priority 

weight in stn!!egy level of each party. This analysis could be used to assess the 

level of oonslllnt from beth hiernn:bies. 

In program of expert choice, there are 5 type sensitivity analyses. But in 

this research are only need 3 type sensitivity analyse; (i) performance sensitivity, 

(ii) dynamic sensitivity, (iii) gradient sensitivity The reason for choosing of 

performance sensitivhy because of the le>'OI of understanding is relative easy. 

These analyses could send all information about level of priority for each attnbute 

and also getting for behavior alternatives if it changes for each attnbute. fn picture 

of grnpb, the criterion is illustrated as vertical bar chert with value of priority in 

vertical axis in the left-side of graph with label Crito/o. The value of alternative 
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priority for each attribute ts shm.vn as a line across to vertical bar chart, with the 

value of alternative priority fbr vertical axis in the right-side by label A1tt/u. The 

dynamic sensitivity is shown as compare of perfonnance sensitivity ana!ysis 

hence the graph will be easy to read because of detail number is illustrated by 

dynamic sensitivity. Through gmdienl sensitivity, it will be taken a detail 

illustration about the level of sensitivity from available alternatives based on the 

attribute For this kind, the graph for sensiiivity analysis that vertical axis in the 

left-side is the value of priority from alternatives, in other hand horimntal axis as 

the value of priority from attribute that "ill be analyzed It is also shown tines of 

graph that the result is appropriate with the result of avuilable akematives. 

In regard to constant of using expert choice software, the petit of 

seru;itivity analysis is used by performance and dynamic sensitivity analysis 

(shown in figure 5.13 and 5J4). 

Figure 5.9~ Performance and Dynamic Sensitivity for SMEs strategies 

r-···-~···---·--.. --~--·"· .. -. ·- ~-~·· .. ---~---"-"'----~-·~--~--~-~-----
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Dynamic Sensitivity for nodes below: Goal: Enhancing !!xport 
Performance 

! 

I 

I l k--r~~~~~~~~~-4 
~~-~~·~-~---~·----"··--- ... -.. -----.-.-·"-

I 
i 
l 

' 
••--•-- ''"•••••o,_• --~--~ '<• ·•• • '•··~~-~ 

Sotlroo : Data processing output 

According to figure 5.13 above, it has shown the attribute wbich !lle 

highest of sensitivity weight is Improving Economic Gains (Profit Value) with 

71.1 % value. This means that the chaoge of weight in the attribute will give a big 

influence to friction weight in each allernative stmtegy, compare to two other 

alternative attributes. 

If looking !lle side of alternative strategy, the Product., Adaptation And 

Development wiH get a high impact in the change of priority weight in side of 

attribute. Although each of altribute bas ehaoged in significantly IJut it bas a high 

priority weight in compare wi!ll others alternative stmtegy. 
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Figure 5.10. Performance and Dynamic Sensitivity for NAFED st'Niteg:ies 

Performance Sensitivity for nodes below: Goal: EnhandiiiJ Export 
Performance of Indonesian SMEs 
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Dynamic Sensitivity for nodes below: Goal: Enhancing Export 
Performance of Indonesian SMI!s 

Source : Data processing output 

unrversity of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



81 

The level of sensitivity attribute for NAFED preferences tends to equalize. 

specifically for Enhancing SME's Export Throllflh Trade Promotion and 

Improving SME's Prod:Jcls Competitiveness which has difference value of 

sensitivity with range not to far. It means tl-.at the change of weight of attribute bas 

a high impact of friction the weight of alternative strategy. In general, alternative 

strategy has n sensitivity level which enough stable, whereas the priority of the 

highest weight is Conducting Coordination For Ekveloping Export Promotion 

Program. Developing Busines.Y Consultation And 1'ruinir~g Of F..xport 

Management Skill and Enhancing Effictiveness Of Market Intelligent And 

Analysis. 

Fig<!l'< 5..11, Gradlmt Sens!IMiy for SMEs below I!Je goal 
~.,-.. , . ., ... ,~_. . .,., .. _., ·-•·--"''"'•'"" -~-··v.-~'-•-·--«• I 
i Gradient Sensitivity for nodes below: Goal: Enhancing EXport Perro"""""" 

I M :"""----------~-----, 
I ~L---+--r--
1 .. 

I=~==============~-----+~~==== I .. f ! -
i . i 

I 
... 

ln'lproYh!Q Eecnomlc G:aW. ·f>t'oftl v.ru. 
-~~-~·~~--··""-~~--···~------

Source : Data processing output 
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Gradient 5enaitivity for nodes below: Goal: Enhancing Export 
Perfonnance of Indonesian SMEs 

Contlucl\n~ Coordlna 
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Source ' Data processing output 
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In this gradient sensitivity analysis. the author only shows the graph for 

attribute with tbe value of the highest sensitivity for each side like Improving 

Economic Gaim in SME's side and Enhancing SME's Export Through Trade 

Promotion for NAFED side. The graph of gradient sensitivity SME's shows each 

of alternatives strategy which has the high level of stability wbereas this 

illustrated with the line of graph most likely horizonlal. However, it can not same 

with notbing or not sensitivity. It is true that alternative of strategy products 

development and adaptation will be able to high priority although weight of 

attribute improving economic gains (profit value) bas changed. But. if tbe 

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 ski!~ there will be decrease with the lower dispositioiL l.n 

more extremely, if the weight of attribute decreased to point 2, it will be friction 

the weight for two other strategies (Penetration Of Potential Foreign Market and 

Gathering I'Olential Market Information). The graph of grndient sensitivity 

NAFED shows the high level of stability. The friction of priority weight will be 
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happen in two sttategits, that are Organi:::ing Promofion Far .S'ME's Products And 

Services and Enhancing Effictiveness Of A1arket Intelligence And Analysis~ it only 

happens if the change of weight priority in enhancing SME's expert through trade 

promotion to above point 7. 

5.2. Determination for Stnuegic Polk~ through G;,uuc Theor~ Comlliniition 

fuuf .\nal~ ticalllicrarch~ Pt'ocess . . 
- - -

After partially conducted analyze on s!rlltegic priority {ftom side of SME 

and NAFED) by using AHP methods, henceforth is conducted Game theory 

analyze and combine with application of matrix calculation on pairwise 

comparison at AHP methods. As previous selfexplanatory, AHP analyze is expert 

appraisal on strntegic priority while the use of game theory of this research is to 

find the point of strategic balance or solution between the two sides which every 

side will derend on optimalizing of objective on achievement and their interest 

Combination of Game Theory and AHP of this research is tn see 

possibility on strategic displacement to becoming primary priority of SME and 

NAFED (partially reflected to AHP analyze), that is the result from Game Theory 

analyze on every side 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 priority determination oo 

both sides. For game theory questionnaire, respondent is not being asked to 

compare strategic priority hierarchy oo criteria or goal ftom both sides but the 

appraisal is done by comparing or giving priority scale of interest ftom every side 

strategy and pay attention of opponent strategies. 

The component for appraisal of respond and/or strategy of SME on every 

strategy in NAFED hierarchy is Product adaptation tmd development (SJ), 

Developing of export management skill (S2), Implementing promotion for 

products and services (S3), Gmhering potential market information (S4) and 

Penetration of potential foreign market (S5). While NAFED respond and/or 

strategy on every strategy in SME Werorchy is Conducting Coordination for 

Developing Export Promation Program (NJ), Developing Business Consultation 

and Training af Expon Management (N2), Enhancing Effictivene.rs of Markel 
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Intelligence and Analys;s (N3). Organizing Promo/ion fhr Jndoneswn Products 

and Services (N4) and Do Nothing (NS). Average calculation of respondent 

appraisal result for an of component of respond and/or strategy can be seen on 

ap;xondix 7. 

Next, the average data of respondent appraisal result on questionnaire 

above is processing using expert choice sothvare2
, 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 Tahle 

5.8 as follows: 

Tahel S.S. 

Indicators CI Indicators 
Priorities 

o •. ,._.,~, ,. ·- ', /<._,:_---'• .-• ' - • - c 

1. Rc.spons to Nl : Respons to St: 
Sl 0.298 Nl 0.294 

S2 0.259 N2 0.344 
SJ 0.230 0.07 NJ 0.183 o.os 
S4 0.120 N4 0.131 
S5 0.093 

2. Respons to N2 ; Respons to S2 ~ 
Sl 0.285 Nl 0.373 

S2 0.367 N2 0.328 

SJ 0.136 0.09 NJ 0.129 0.08 

S4 0.152 N4 0.119 

3. Rcspons to N3: Rf:spons to S3: 
Sl 0.319 Nl 0.37l 
S2 0.180 N2 0.195 
S3 0.209 0.10 N3 0.206 0.05 
S4 0.192 N4 0.113 
ss N5 0.052 

TotaL·· 

4. Respnns to N4 : Re:spOI\$ (O S4 : 
Nl 

2 In coun;e of priority extrapolation in the game theory method, utliiurtion of expert cltoke 
software remains to 00 enabled. However, cllitd of goal node filled in with one of the party 
strategies, while part of alternative filled with other party strategies. 
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Indicators Cl C! 

-
S2 0,1&2 N2 
S3 0301 0.10 N3 0.10 
S4 0.118 N4 
S5 O.o?S NS . ,;: :T<ilhl ' ... · .. . ccL<iOO':i : ' .1'~~ .. 

5. Respous to N5 ; ltes~ns toSS: 
Sl 0.449 Nl 0.353 

S2 0.157 N2 0.225 

S3 0,163 0.00 N3 0.207 O.OJ 

S4 0.107 0.162 

Source : Author's eaieulated data using expert choice 

Next step is to find out the optimal solution such as finding every strategic 

combination between both sides. In game the01y methods, that step is actmlized 

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 priority, from the result 

of Game Theory questionnaire calculation above with the weight of global 

priority from strategy of partial AHP analize which bas been calculating befure 

(on part of 5. Ll and 5.1.2). So, the pay off value for SME can be seen on table 

5.9 as follows: 
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Tabel5.6. Payoff Value for SME 

Sl 
(Products 0.147 0.140 0.157 0.156 0.221 

Adaptation and 

(E>ql()!t 0.044 0.062 0.031 0.031 0.027 

(PromotiQn fbt 0.037 0Jl22 0.034 0.049 0.027 Products and 

(Poleruial 0.009 0.012 0.015 0.009 0.009 -
(Penelnllion of 0.009 0.009 0.010 0.007 0.012 

Source Result of calculated data 

In conclusion from table 5.9 that the benefited strategy for SME is on the 

highest pay off value. on first row and fifth column (0.221) for strategy on 

Product adaptation and development (Sl ). to receive the fifth strategy from 

NAFED, that is do nothing (NS). On the other side, the value of the lowest pay 

off (0.006) is for strategy of Penetrntion of potential foreign market (S5), and is 

achievable id NAFED use Developing Btll!iness CoiiSultation and Training of 

Export Management (N2) strategy. Next, the matrix of NAFED pay off value 

can be seen on table 5.10 as follows: 
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Tabe\5.7. Payoff Value for NAFED 

Sl S2 S3 S4 
{Products (Export (Promotion (Pot.esrtiaJ (Penetralion 
Adaptation Management for Products Market 

· and Slcill) and S..vices) Information) 

0.095 0.093 0.114 

0.081 0.077 0.046 0.049 0.053 

0.036 0.026 0.041 0.062 0.041 

0.025 0.023 0.033 0.028 0.031 

0.002 0.003 0.003 0.002 0.003 

From table 5.10 can be concluded that tbe most benefited pay off for 

NAFED is on strategy Conducting Coordination for Developing Export 

Promotion Program (Nl) whicltcan get value ofO. 120 ifSME doing strategy of 

De>eloping or export management skill (SZ) or Implementing promotion for 

products and services (Sl). The lowest pay off value (0.002) is for Do nothing 

(NS) strategy, in this case to receive SME that has selected Product adaptation 

and development (Sl) strategy and Gathering potential market information 

(S4). 

Next is the pay off value from both sides will bo 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 follows: 
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Tabel 5.8. Payoffl\fatrix for Sl\fEs- NA~"ED 

0.140 0.081 0.157 0.036 0.156 0.025 0.221 0.002 

0.062 0.077 0.031 0.026 0.031 0.023 0.027 0.003 

0.022 0.046 0.034 0.041 0.049 0.033 0.027 0.003 

0.009 0.093 0.012 '0.049 0.015 0.002 0.009 ' 0.028 0.008 0.002 

0.009 0,114 0.006 0.053 0.010 0.041 0.007 0.031 0.012 0.003 

From table 5, II above can be seen !bat it is impossible to reach Pare!O and 

Nash equilibrium'. Jf SMEs is decided to use Sl strategy (since this strategy has 

the highest pay off for SMEs to reach that is 0.221) hence rationally NAFED will 

chosen Nl strategy (where NAFED will get highest payoff value that is 0.095 

from all possibility ofvalue in line Sl). On this equilibrium point (SI-N!), payoff 

value of SMEs will reach 0.147. From the opposite view, if NAFED already 

decide to do Nl strategy (wich possibility to get the highest pay off value that is 

0.120) so SME has two strategic alternative that can be able to use !bat is S2 and 

S3 strategy. Rationally, if NAFED has determined Nl strategy to reach this 

highest value so SME will choose to use S2 strategy, thus can be able to reach tbe 

3 In a game between two players which is non-zero sum. it is recognized some tum of equilibrium, 
two among others are(Permadf, Barnbang. pg. 71): 

!, Pareto equilibrium; happened if both of players get best of payoff value from all of payoff 
value which possible. 

2< Nash equilibrium: happened if there is no possibility to each player to increase their 
payoff value by implementing unilateral movement (changing strategy), under a stralegy 
which. have been specified by iu opponenl 
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higher pay off value (0.044) than that of choose S3 which only give pay off value 

as big as 0.037. However, if SMEs had a mind to get maximum pay off value that 

exist in column ofNI, SMEs tend to shift its strategy toward Sl and its mean that 

the combination ofNI-Sl strategy wiU reach again as an equilibrium point 

Strategy combination as have been presented at table 5.11 represents the 

calculation result of game theory method which not only consider the perspective 

of both competing parties. SMEs and NAFED, but also including the perception 

of academicians to strengthen filllll judgement. Furthermore, the author excludes 

the perception of academicians and repeated the game theory pay-off calculation 

process between SMEs and NAFED. Strategy combination which only accounted 

the per<:eplion of both competing parties is shown on Table 5.12 as follows: 

Tabel5.9. Payoff Matrix for SMEs- NAFED (exclude the perception of 
acadcmieian) 

S3 
(Promotion fur 
Products and 

(Penetration of 
potential 

0.126 O.OB6 0.116' 0.022 0.134 O.otB O.tll6 0.003 

. 0.091 0.074 0.004 . 0.020 0.063 0.023 0.051 0.003 

0.029 0.131 0.025 0.050 0.030 . 0.028 0.032 . 0.033 0.019 0.003 

0.010 0.126 0.012 0.059 0.018. 0.034 0.011 • 0.023 0.011 0.003 

0.007 0.127 0.006 0.049 0.008 0.035 0.009 0.027 0.006 0.003 

From the table above it can he seen that by excluding the perception of 

academician, the Pareto and Nash equilibrium mill can not he reached. The 

existing pattern of this pay off is almost similar witb table 5. 11. The highest value 
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of SNIES 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 Promoti<Jn 

Program strategy when SMEs use Developing of export management skill 

strategy, 

Base on Permadi (1992), in a research which uses game theory method, 

Pareto or Nash equlibrium 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 bas been selected The 

determinant factor of this condition can be clearer if it observes SWOT matrix of 

NAFED as the following table: 

Tabel5.U, SWOT Matrix of NAFED 
lNTERl~Af, F,?'-," '1RONTi\lF,NT JDENTfFfCATION 

STRENGHTS 

l. Laws and regu]ations wWch supporting the 
performance of NAFED .such as Ministerial 
Decree. facilitation of fiscal free policy, etc. 

2. Representatives office in domestic and 
foreign (P3EJJ and ITPC) 

3. Several forms of International calendar of 
event which held in lndonesia and abroad. 

4. The existence of MoU as cooperation 
agreement with other eoWll:ry. international 
TPOs and local governance (province). 

WEAKNESSES 

1, Lack of coordination between central and 
local government, or between central 
goverment and business associations, in 
order to develop national export 
performance programs. 

2. Brand development for best brand, 
especially for exporting products~ have 
not optimal yet. 

3. Products development that based on 
... cluster .. has not conducted yet. 

4. limited human resources to conduct 
market analysis (products and market 
analyst). 

EXTERNAl. F.l\fVIRONM ENT IDENTIFICATION 
' ' 

OPPORTUNITIES 

I. Global market for potential Indonesian 
products and services bas already opened. 

2. Market share for Indonesian export products 
that has been penetrated are relatively small 
and have opportunity to be expanded. 

3. The number of requets for trade relation 
from other country increase (especially foc 
Indonesian best products). 

THREATS 

1. The existence of various reguJations that 
implemented in target marltet (countries) 
of Indonesian export products (non trade 
bariers). 1 

2. Lack of the uses of modem technology 
by Indonesian SMJ.?.s so they unable to 
enl1ance value added. 

3· Hight cost economy. 
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4· Lad( of the entrepreneurs awarene.'i."> in 
diversify its products and enhance brand 
image. 

5· Coordination and cooperation among 
institutions engage with enhancing SMEs 
export performance are stiU not 
hannonious. 

Stlurce. Derived from Renstra 2004~2009 ofNAF.ED Secretariat (changed by author) 

Consider to SWOT matrix of NAFED above, can be seen that the one of 

various weaknesess of this institution is Jack of coordination among centra) and 

local government, and also with industrial and trade association, in the progress of 

developing national export. If it is looking to the threat aspee~ we can find a 

similar point;, that is coordination in interinstitutinal relationship that have 

relevancies with enhancing export perfonnaru::e of Indonesian SMEs~ is 

inharmonious. Both of aspects depeed on the same point of problems, wich is lack 

of coordination in developing of export promotion progra04 sectorally or 

regionally. Those aspects become basic of NAFED perspective in order to 

developt their vision. mission and programs. Hence, we can understand that to be 

able to anticipete this weaknesses and threat point, NAFED choose the 

coordination among regional and sectoral as their regulation base. Later, it clearly 

defined in the priority of strategic option from hierarchy ofNAFED. 

From the contrary) SMEs tend to overview from the narrow perspectiv~ 

which is from they own perspective as a single business institutivn. They set the 

omset enhancement which direct to the increasing of profit as they basis of 

strategy. It is imporlant to remind that SMEs becoming object of on this researeh 

is the SMEs which already exist in export market, and they know that market 

share for their export products have potency to expand. Tbe importance specific 

constraint must be faced in order to expand their market share is adjusting their 

product character with market e><pectation. Hence, it is rational if they try to meet 

market demand and the strategy products adaptation and development commited 

to implement 

Base on the condition as mention above, can be seen that the difference 

point of view from both parties is 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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CONCLUSION AND RECOMMENDATION 

6.1. Conclusions -

Based on the result and analysis for improving perfonnance of Indonesian 

SMEs e>.port; a number of conclusions can be drawn from !!Je studies, which are 

summarized as fullows: 

l) Rating Priorities oo SMEs Bien.rclty 

• Based on SMEs peiSpective analysis, rellltl:!d I<> improve export 

performance, they tend to choose improving economic gains as the most 

importance criteria (local OI global). It stands tbe reason views of their 

position as business inslitution, hence the increasing <>f profit represent as 

tbe main orientation from overall executed activity (OCCOiding with their 

alternative strategy). 

• Observed at the raring priority ef its five applied ahemalive stmtegies, 

SMEs tend to choose Products Adaptation and Developroent as strategy 

alternative selection with the highest priority value This decision is lhe 

logic consequences of !heir existence that already entering export maria:t 

aod have specific market segment On this condition, the management 

perspective which used as references is fulfillment of vision, mission and 

strategy to dimct the mari'et orie!!llltion. Therefore. the adjostment of 

product's cha.mcter to the trend and market demand is • must However, 

the pmeess of product development does not stop here as the only strategy, 

because of high-grade prodtl()t will not gain an optimum approeiation from 

the market if it is not followed by several efforts for strengthening brand 

ima,ae on public mindset In 1hls pa<!. the exislenoe of other strategies is 

needed as supporting stral.ngy so the effort to enbance SMEs export 

perfonnance will reach eftectively. 
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Rating Priorities on NAFED Hierarchy 

• Base on NAFED perception, in the attainment effort of the main goal that 

is enhancing export performance of Indonesian SMEs, the front criteria 

aud hence gets highest priority is Improving SMEs Products 

Competitiveness and Bnaod image. It indicates that the responder, whieh 

in this case represents perspective from NAFED side, fully realize l.hat 

overall NAFED policy shall be hase on the orientation ro assist the 

improvement ofSMEs products. This idea comes from the awareness that 

one of main constrnints of SMEs to enter global market is tbe nspeet of 

products quality which oftentimes does not compliance to marJ.:et 

expectation. 

• For lloe alternative stiategies, from overall weight of local aod global 

priority, NAFED tend to choose Conducting Coordination for Developing 

&-port Promotion Program as the main alteroatiw stralegy. It shows 

responder consciousness to the impo!fmlee of policy syn<:hronization 

between various parties which related to the development of SMEs export 

perflmnance in Indonesia It also indicates validity of indication which 

have been statod by many parties about the overlapping of the 

development program ofSMEs export aod NAFED realize the importance 

of synergy enhancement of its SMEs export promotion programs with 

similar progmms wbich executed by various institutes in Indonesia. 

• The consecutive ofNAFED strategy priority also sbows that D<> Nothing 

is alwnys on tbe lowest position with priority weighted is fur distances 

with other allemative strall:gy priority. It realizes that -._,. quo "1 is not 

an appropriate altemarive strategy at this moment. It can compmhend also 

as opinion of responder whiclt direct into idea that various SMEs e.-port 

promotion programs \\.ft[clt implemented by NAFED are not optimized to 

1 As have been explained in (:hapter 4, Do Nothing reOect on status quo and it's decipherable as 
one type of NAFED stn\tegy which NAFED believe have no need execnw- <::banging ro.r policy 
sttategy, it is average '\<71lue as one type developing progwn fbr export which already used is 
et:tr.llJgh to shore up deveiopingSMEs export 
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boost up for SMEs export porfonnance and because of that it needs to 

make scme improvements. at variety of policy implementing aspects. 

3) From the result of game tbeory analysis. there is no stressing point hence 

Pareto or Nash Equilibrium dves not txist. The highest payoff of SMEs is 

Product Adaptation and Development, which is happened when NAFED 

applied strategy of Do Nolhing. On lhe contrary, 1he highest payoff of 

NAFED is Conducting Coordination for Developing Export Promotion 

Program, which is reached when match twO alternative strategies of SMEs 

(Developing of Export Management Skill and Implementing Promotion for 

Products and Services). The result of repeating the geme lheory pay-off 

calculation process shows that by excluding 1he perception of academician lhe 

Pareto and Nash equilibrium still can not be reached. 

6.2 Hcco.mrn<'ndution · 

Based on this research and some literatures, 1here are several 

recommendations which could give critical point for stakeholders concerned in 

SMF~ export promotion program, as folltnw: 

a. Policy Recommendation 

• The author bas suggestions on behalf to compromise m form of 

combination Slmlegy between Product Adaptation and Development (Sl­

SMEs) and Conducting Coonliuation for Developing Export Promotion 

Program (Nl-NAFED) which remain to 1he bestcboice ful:both of parties 

to link 1heit point of vlev.s. Through this combination, although 1hey can 

not reach lheir optimal payoff value, 1hey can obtain stmtegic unifieations 

which a.re able to form a synergy so that can support attainment of the 

objective, either from SMEs or NAFED side, in an optimal way. 

• For the overlapping current problem on SMEs export development 

programs as mentioned by many p3rties, the aul.bor fully concurs 

reganling with San dee and Bnddy (2002) said that it requires an institution 

which bas authority to coordinate, so entirely programs inter institutions 

will be doing well in accordance and synergy of each other. 
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• Based on actual and recent conditions, NAFED and many institutions 

(government and non-government) related to the development of SMts 

export perfonnance have to more concern on the actualization of 

associated programs directed to the development of SMEs' products. 

Recently the snpports given are more focused on the production capacity 

improvements, conversely, the supports should be delivered to the product 

quality side, including the product desigo quality. 

• The existent promotion for SMEs products which partially administered 

by many institutions (especially NAFED) and SMEs, have to be well 

coordinated. Therefore, the promotion concept should be integrated and 

focused on the establishing brand image of Indonesian SMEs products in 

global marlret. 

b. Rerommendation on Future Stody 

• The result of Game Theory aualysis is reflecting different point of view of 

SMEs and NAFED in the process of composing >'lmtegies. This factor also 

becomes a direct cause of asynchronous of SMEs and MAFED strategies 

hence the combination unable to reacl> highest payoff value. To solve this 

problem, a solution that bas to be taken is repeating the process of Game 

Theory until synchronous point of view of NAFED and SMEs can he 

obtained and bnth of parties oould get a compromise to harmoni2e their 

vision. 

• In this research, the anther limited to two perspectives. Nevertheless, 

observing the actual condition where many stakeholders have their o\\<n 

interest for the SMEs development~ thus. it requires more comprehensive 

study and lnvokes more perspectives. 

• This researeh is discussing SMEs export generally; therefore it would be 

better if there were some studies concerning SMEs export development 

based on cluster or products classification. Base of thought that there is a 

dissimilarity of product chamcter which would call for difference 

approach. 
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• Last but not least. government institutions \vho have their ov..n interest of 

the improvement SMEs export performance oblige to do lots of studies 

having the disposal method which capable aecommodating 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 involving other related parties. 

University Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



91 

LIST OF REFERENCES 

Adiningsih, Sri, (2002) Regulasi da/am Revitalisasi Usaha Kecil dan Memmgalr 
di Indonesia, http://www.Ifip.org. 

App!eyatd, Field, Cobb, Intemntional Ecvnomic 2005, Fifth Edition, Me Graw 
Hill Company Inc. 

Asian Development Bank (2004 ), Special EvaiiJiltion Study of Small and Medium 
EnterpriSe Policies and Operations, Manila. 

Azis, !won. J, (1990), Analytic Hierarchy Process in the Bemfits/G'ost 
Fromework, European Journal ofOperatiO!lll! Resean:h, SeptemberS, Vol. 
48, no. I. 

Balasa, Bella (1978), Export and Eoonom/c Growth Journal of Development 
Eronomic, North-Hollarularul Publishing Company No.5, pg. 188-189 

Bayazit, Ozden & Kaqlllk, Birsen. (2005), An AHP Application in Vendor 
Selection, Hawaii: Central Washington Universicy. 

Berry A. and B. Levy, (1999), Techni.Ca~ Marketing and Firumcial Suppott for 
lrulonesia 's Small and Medium Jnduslrlal Exporlers, in Levy, B., A. Berry 
and J. R Nugent; with J. F. Escandon et al., Fulfilling the Export Potential 
ofSma/1 and Medium Firms, Dordrecltt: Kluwer Academic Publishers. 

Bourgeois, R. (2005). Analytical Hierarchy Process: an Overview, UNCAPSA­
UNESCAP. Bogor. 

Bruton Hemy J. {1998), A Recon.sitieralion uj' Import SubstituJion. Journal of 
Economic Litefa1UI'O XXXVI: 003-936 

CDASED. (1999). Business Development Services for SME&: Preliminary 
Guidelines for Donor·FW1ded Jnterwnlions. Washington: Committee of 
Donor Agencies fur Small Enterprise Development 

Das, Bbagaban. Sbil, Nikhll Chandra and Prnmanik, Alok Kumar (2007~ 
Sirenglhening SM& to nVJke export competitive. University ofMuenchen 
!;ttlp:l/mpra.ub.uni-muenchen.de/7800/MPRA Pa(l<!r No. 7800. Maroh 
2008 

Dimkpah, Young 0. and Bethune-Cookman College, {2002) 1'he Stage •if 
Economic Development. Export ami Economic Growth,' An Empiri:C-41 
bwestigation, The African Economic and Business Review 3 (I~ 

Dutta, Prajit K. (1999), Strategies and gamesc tfteory and practice, MIT Press 

Fear, Richard. A & Chiron, Robert J. (1990), The EvaluaJion Interview- Fourth 
Edirion, New Yolk The McGraw-Hill Companies, Inc, 

uni-ty Of lndonula 

Confronting Strategies..., Sulistyono, FEB UI, 2009



98 

Feenstra_ Robert. C (2004). Advanced buenrational Trade - Theory and £vidence, 
United Kingdon: Princeton University Press. 

Firdaus, M & A, M Farid. (2008), Aplikasi Metode Kuantitatif Terpilih Ufl/ttk 
J.lanaJemen dan Bisnis. Bogar: 1PB Press. 

Francois, Joseph. F & Reinert, Kenneth. A (1997), Applied Ml!!hod< for Trade 
Policy Ant~zysis a Handbook. New York: Cambridge Universit)' Press. 

Giovannucci, Daniele, l\'i:Jtional Trade Promollon OrganitatiOJrs: their role and 
fimctions, A Guide to Developing Agricultuml Markets and Agro­
enterprises and consultant to MarketS and Agribusiness Thematic Team 
(MATT), The World Bank 

Gotz-Debniclca, Ewa and Bai!J'llmaa (2004), Fact Fiadmg Ana!y.<is on SMEs 
Export l'roJtwtion Policy, Instruments ond Tools of Mongolia ond 
Countries in Transition, <HZ, Export-oriented Industrial and Trade Policy 
Project no G/21/04, Mongolia. 

Hank Lim (ed),rt Asirm SMEs ond Globali:mliotr, ER1A Reseanit Project Report 
2007 No. 5, Match, Bangkok: ER1A 

Hasan Khan, Ashlilque, (2005) Paki.'!l<m's E.rport: Whal Need< To Be Done? 
Pakistan Ministry ofFinaru:e. 

Hayashi, Mitsuhiro (2002). DevelopmenJ of SMEs in tfle Jndcmesitm Economy. 
Faculty ofEconomies and Commerce- AUSI!lllian National University. 

Hill, Hal (1997), Smali-Medir~m Enterprise ond Rupi<l ladfJSfrializaiiw: The 
ASEAN Experience, in lndmu:sia~< lndu•lrial Traa';{QI'IlfQtiun, lnstitule of 
Southeast Asian Studies, Singapore. 

hly!;//www.nafed.gp.idlprofile 

JSBRI, (1998), Asia Chusho Kif!YO no Oenjyo ni kt»tsuru Clw.sa Kenkyu (A Study 
on the Present Conditions of Asian SMEs), Tokyo: Japon Small Business 
Resean;h Institute. 

Kiao We, Thee (2006), Policies for Private Sector Development In ftulonesia, 
ADB Institule Discussion Paper No. 46. 

Kuncoro, Mudtajat (2008), UKM dan Orientasi Ekspor, bttp:!fwww.seputar­
indonesia.cOJnledis:icetak/periskop/ukm-dan-orientasi-ekspor.html 

Levine, David. K (2002), Economic and Game Theory, Wlwt is Game Tlleory?, 
download at http:/iwww.en. wikillildia.orglwiki/Game theory. 

Ma'arif, Syamsul and Tanjung, Hendri, (2003), Teknik-Teknik Kuantitalif'l!ntuk 
Manajemen Grasindo. Jakana. 

Magiera, Stephen.L. (2003), Remlings in Jndcmesia Trade FoliC)\ USA: Harvard 
Institute of International Development 

Un!ver.~ity Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



99 

Marsuki, (2006), Pemikiran dan Strategi MemherdtJ_Valam Seklor Ekonomi 
{J7t1Klvf eli (ndonesia, Mitra Wacana Media 

Mazzarol, T", Valery, T", Doss, N., & Thein, V" { 1999). Factors influencing small 
bu.<iness start-ups. International Journal of Entrepreneurial Behaviour and 
Rcrearch. 5(2), 48..Q3. 

Miller, James H (2003), Game theory at Work: Haw to Use Game Theory to 
Outihink and Outmaneuver Your Competitiol!, New Yorlc McGr~w-Hill. 

Nenci, S and Pietrobelli, C (2007), Does Tor!lf Liberalization Promote Trade? 
Working Paper CREI N<>.4, Rome, UniversityofRome 

O'Herron, Thomas. F (1990), Terms of Trnde, The Language <>f lnternaticmal 
Trade Policy, Lm• and Diplomacy, DC: lAS Publishing. 

Partomo. Tilctik Sartlka 4l!Id Soejoedooo, Abd. R.ahman, (2004). Ekonomi Slr:ala 
Kecll!Menengah & Koperosi, Gbalialndonesia. 

Permadi, S..mbang. 3" (1992),AHP, Depok:PAU-EK· Universi!lls Indonesia 

Poundstone, WiUiam. (1992), Pr!.wnrer's Dilemma: Jahn •on Neummrn, Game 
Theory and the Pu::zle <>/tire Bomb, Anchor, ISBN 978-0-38$41580-4. 

PPTA & The Asia Foundaticm (2005), Provincial SME Dewilqpment - Droj/ 
Final Report, Part 1: Provincial S!lJE DevelQj>ment in Indonesia, ADB 
PPTA 4281 !NO, Project Preporn!Oty Technical AssiS!llnce Team, Kantor 
Deparlemen Penndustrian. Jakarta. 

Prananinglyas, Paramitba, (2001 ), Punbaharutm Peroturan Perrnttkmg-!ealangan 
.Mengelrai U$0/UI Ket:il iftm Menengah di lndonesia. 

Rafinaldy, Neddy (2004). Prospelt: Pengembangan Ekspor Ulal MOCSME. 
lnfolrop No. 25 year XX. 

Reksodipoetro, Hatanto (2007). Stralegi Ekspor dafam Membang1ill Networking 
lnlernasional. MinistJy ofTtllde. 

Rubinstein, Ariel and Osborne, Martin J. (1994), A course in game theory, MIT 
P.ress 

Saaty, Thomas. L. (1982), Decision Milking for Leaders, New York: Van 
Nostrand Reinhold. 

Sandee, Henry and lbrabim, Buddy (2002). EWJiuatioll 011 SlJE Trade and &port 
Promotion in Indonesia. ADB Technical Assistance SME Development­
MOCSME. 

Sehulpen, I""" & Peter Gibbon (2002), Private Sector DevelopmenJ: Palif:ies, 
Practi<X'S and Problems, in: World Development, Vol. 30, no. I, pp. 1-15. 

Small B11siness and Trade in APEC (2002), at www.apec.org 

Unlve,.;ty Of!ruloneola 

Confronting Strategies..., Sulistyono, FEB UI, 2009



100 

Suesilo, Nining I. (2002), kfanajemen Strategik di Sektor Publik (Pende.kaltlJI 
Pruktis). Depok: MPKP- Universitas Indonesia. 

Spanu, Vlad (2003), Liberali:ation oflnternmional Trade and Economic GrowTh: 
lmplic:;tionjOr Both Developed and Developing Countrie.o:, Paper Harvard 
University 

Tarmidi, Lepi and Soosi!o. Nining I. (1999), Revi/alisusr Ke/embagacm 
Perdagangan Dalam Rangka Pengembangan Ekspor, LPEM- Universitas 
Indonesia 

The Trade Research and Development Agency (TREDA) and the lndofll>Sia Trade 
Assistance Project (IT AP), Application of Analytical Hierarcky Process 
for Priontizing. (2007), paper presented for Economic Tmde Research 
Wol'kshop, Hotel Borobudur- Jakarta. 

Umta, Shujiro (2000}, Policy Recommendati(Jf! for SME PraTTWtian m The 
Republic of Indonesia, Report of the JICA Senior Advisor to the 
Coordinating Minister of the Economy, Finance and Industry, Japan 
lntemational Coordination Agency, Tokyo. 

World Bank (2004). World Bank Group review of small business activities. 
Washington, D.C.: World Bank. 

World Bank (2005}, World Development Indicators 2005, Development Data 
Center, Washington, D.C. 

Unlversl1y Of Indonesia 

Confronting Strategies..., Sulistyono, FEB UI, 2009



Appendix- f ~Average Value for S~\1Es P;..>rspective 

Average velnes of Respondent's Judg;menls (Sl\fEs) related with AHI' 
Questionnaire 

I Products~....! 
Dew!opm<nt(includlngproduds 
design and packaging) 

2 Products~ and 
Devel"'""""'(in<ludingpmc!um 
design am! packaging) 

3 l'roducls~and 
Dewlopm<nt (includlng pmc!um 
design and packaging) 

4 l'roducls ~and 
Deve!OIJIII<nl [ltldudingpmduc!s 
design and paclcaging) 

5 Developing of ClqlOrt ~ 
si:m 

6 ~ofClq!Ort-ment 
skill 

7 Developing <>!'Clq!Ort ~ 
skill 

8 Implementing """""'""' fur 
pmduc!sandservic<s 

9 lmpl ........ ing promotion fe< 
products and servic<s 

!0 ~poleneialmorket 
infurmation 

l Produ<:.tsadaptatinn and 
~·Iopment (including products 

V5 De\1illopi:Dgof ""P'rt~ 
skill 

VS lmp!emenling promotion fur 
pmduc!s amlservic<s 

,. Go!heriag poleneialmario:t -
vs Penetrlllion of p«emial foreign 

market 

-~ lmp!emenling !'"''"'-' ro. 
products and seM:<s 

vs Gathering ...... lOialmario:t --"" -ofp«emial fil<eign 
mmi<et 

vs Gslhcting polenCial""""" 
inf'Oilatration 

vs Penetxa!iOnofpaiM!Oilfil<eign 
morket 

"' p...,..tino ofpok1llia! fureign 
IIWf<.et 

10! 

5333 

4.300 
~-~··· 

-··-
5Jl00 

3.633 

1.586 

4.500 

!.400 

3JS3 

1.433 

1.100 

4.000 
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';-: _,,..__ .-:' --o--:: 7'' :"-" ·:~ 1: - - ".-: · ~ ~,.~,.-- -~ ~ :~ -...,- ----- -~:;'7'.::-7;.--=-7--::' 7- ·- - .:;, • ,"~ ~:C; • ~ ~ • ~-_ .-.· ~· • ;r; 
:~~ NO.I < . · :~ Mlli.\Vlin:coMPAlliSON ·._:~t..: '~: >:. -: '· ~SCORE·-;.:; 
:;L~VEL .· : .. ··· .·: - .. : _:. · ... ,. ··-:-··:::..·.·. ..~.-~· ·. ,.- :. _>··.:.~~~ 

{t) (.!) (3) 

"' Developmeru:(including produets servic<s 3.500 
design and paclolging} 

3 Products adaptation and "" Gallletin8 poi«!Cial-
Development (including produets information 4.000 
design and packagins) 

4 Produots adaptation and vs -of polllntial foreign 
Development (including produets marl<e< 5.000 
design and packaging) 

5 Developing of export management vs hnpl<menting~ fur 
skill produetsand- UlS6 

6 Developing of export management vs Oathering;>oi!OJI:iat-
skill inful:matioo 2.619 

7 Developing of export managemoot vs Pm:tmtion of poUlrltial foreign 
skill - 1.167 

& Implementing promotion for vs Galhering pol«lCial-
produets and services inlllm>atioo 4.333 

9 Implementing promotion fa< vs l'ene<ration of poUlrllial foreign 
produ<tsand- mml<e< 3.!33 

10 G.thering;>oi!OJI:iat- vs Pene<rationofpolllrltiai foreign ~ .... ~-

infonn:atioo - 1.600 . 
f--. 
! 
' 
' 

l Products adaptation and vs Developingof<Xj>Oft-
~(inclndingpmducts skill 2.419 
design and packaging) 

2 l'roducts adaptation and .. lmplementingpromotion fo< 
Ilcvclopment (ioolmting products productsandsa:vic:es 2 . .586 
design and packaging) 

3 Products adaptation and vs Galherin,gpoi«<Cialmml<e< 
~(includingproduets inrormati<m 1.400 
desige and packaging) 

4 Products adaptation and vs Pene<rationofpoll!tltial fureign 
Dovelopmeot(including p.-oducts - 3.!00 
design and packaging) 

5 Developing of export..._., VS lmplementing promotion'"' 
slcill produetsand- 1.086 

6 Developing of export mana.,nement '"' Galheringp<>!ellcialmml<e< 
skill information 13$6 

7 Developing of export management , .. PmetmtionofpoUlrllial furei!ll> 
skill - 1.100 

8 lmplementingpromotion for "' Gallteringpo~«~Cial.mml<e< 
products and ,.,...,.,.. information 2~619 
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·=~·,"·--;;'"::o.::r':.':!:"'--:"?"".::::~,....~.'"'::~:--·--= ::·~.';- ·-;;-- ·.:--_~-~-:::-- :·- ~ 
. -·-- ... :. -:---''~ -- -:::: 

t'NOJ · ·· '"···• '· · · · · ·· · ' ' 

,f'~EVEL J . ; :· ~ '. · · :~. :P~~\'\'ISE COMPARI~N~:. : ·SCORE; .. ·: 
-: >;:;->''\-\'o!>- - , ' . • ~ . • .. . ' 

(I) (2) (3) 

9 Implementing promotion for vs Pmetrntioo ofj:l(l!<ntial foreign 
products lllld servi<es - 2.t33 

10 Galhering potencial nwket vs P<neu!ltioo ofj:l(l!<ntial foreign 
information - uoo 

. ' 
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AppendiX- 2- Average Value for NAFt:D Perspecli\'C 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

Average values of Respondent's Judgments (NAFED) related with AHP 
Questionnaire 

Conducting Coonlinatioo. toc "" Developing Busin£ss Coos!.dbJtion 
Uevelopmg Elq>ort J>mmotioo and Trnining ofExpott 
Progmm Managetneot 
Conducting Coordination fur vs Enboooing Effi:cli-of 
Developmg E:<pon Promotioo Ml!rlretlntelligenooand Analysis 
Progmm 
Conducting Coordiru!tion for vs Organizing Promotioo far 
Developmg Elq>ort Promotioo Indooesi>n Produetsll!ldServi<es 
Progn;m 
Conducting Coordlnation 'fOf "" Do Nothing 
Developffig .l!xport Promotion 
Progmm 
Developing Business Consuhation vs Enboooing Effe<tiveness of 
and Tminingof.l!xport - Intellig<nee and Analysis 
Management 
Developmg Business Comul1ntion vs Organizing Promotion foo-
and Training of.l!xport Indonesian Produetsand Services 
Management 
Developing Business Consultation vs DoNillhing 
and Trnining of .l!xport 
Marulgement 
EnhMelng Effectiveness of vs Ot_gs1•i2ing Promotion for 
Market lnte111genc:e and Analysis Indoncoim-andServi<es 

l':nhancmg E!!C<tiveness of \% Do Nlllhing 
Market InteUigence and Analysis 

Organizing Promotion f« '" Do Nothmg 
Indonesian --and Setvices 

3.000 

2.51!6 

3.300 

1.833 

1.300 

4.000 

1.300 

4.500 

6.500 
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Conducting Coordination for vs Developing Business Consultation 
Developing Export Promotion andTrainingofExport L086 
Program Management 

2 Conducting Coonlinotinofor vs .Enhancing Effe<:tiveness of 
Developing Export Prom~Juon Marl<et lnteUigence andAnalysia 1.300 
Progt11111 

3 Ccnductieg Ceordination for vs ()rgatlWng t'romD!ion w.: 
Developing Export Promotioa lndorresian !'roducts and Services l.SOO 
Program 

4 Coodu<ting Ceordinauon for vs DoNolhiog 
Developing Export Promonon 4.500 
Program 

5 Developing Business Consultation vs Eril>!l!oing Effectiv.,.,. of 
and Tntinins of Export Msnag......u Mor~«otll1tenigenoe and~· 1.833 

6 Developing Business Consulrarion vs O!ganizing PromoUon W.: 
and Training of Export Manogemeot lndooesian Products and Setvi ... uoo 

7 Developing Business Consulmtion vs Do Nothing 
and Training ofExport Manag- 4<500 

8 Enhancing Effectiveness of Market vs O<ganizingl'romoUoof..- <~··-·-~ 

Intelligence and Analysis lndonesUm l'roduc1s and Services 1.000 

9 Enhon<:ing Elf~ ofMarket "" De Nothing 
lntellil!"'l<'l and Analysis 5.000 

10 O!ganizingPromotino for Indonesian YS Do Nothing 
Products and Services 6500 

I Conducting Co..-diantion for "" Developing Business Consulllltion 
Developing Export Promotion and Training of Export 4<500 
Program Manasement 

A Cooductieg Coonlinetion fur vs Enllllnoing Jllfe<:liwness of • 
Developing Export Promotion Morl«otlntelligenoe and Analysis 1.578 
ProgllJ11l 

3 Conducting Coordination for vs O!ganiz;ing Promotion for 
Developing Export Pmmonon lndooesian Products and Services L800 
Progmm 

4 Condooting Coordination for vs Do Nothing 
Developing Export Promotion 4<500 
Program 

5 Developing Business Consulh'ilion V5 Enhancing Effectiveness of 
and Training ofExpurt Management Marl<et lntelligenoo and Analysis U67 

6 Developing Business Consultation VS Organiziogl'romoUon fut 
and Training of Export Management Indonesian Products and Services L300 

7 Developing Business Coosultatioo vs Do Nothing 
and Training of Export Management 4<000 
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:..···-;;;""'"'·.~·:-:">.....-.,-•. -·- -~~"~--- ·-· :~·- -_.·;:-::"""'"""-·'"' ~----:::-:-~_!::.-:~,.,.:~ ... ;--;;::"~:;r·~--:=1~ .. _,~.,..""" "l 
,: JNOJ -" · · . · ·. rAni,v.s.~: coMiiA:ruooN --.;.: . . .. · · .. '·. : .,. ;,s.:.orut , ' 
:~EV~l:-l, .->- ·. · -·~·-·:~::::.·.},:_::~-:~.,.,-:;~~- _>:-_.··-.. ---~:.: .. ·".·_·-~:!;.:: 

I 
8 Enhancing Effectiveness of Market vs O:rgmlizing Promotion for 

lnteUigence and Analysis Indonesian Products .and Servlces 4.500 

9 Enhancing Ef'fectiveness of Market VS Do Nolhing 
lnlolligence and Analysis 6.()(){) 

10 Organizing: Promotion for Indonesian vs Do NO!lling 
Products and Services 4.000 

. . 
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Appemlix- 3-- t>ainvis~ Compari.•ion Matrix. for SAfEs Perspective 

Pairwise J\-Iatrix Comparison fer rom paring SMEs criteria preferences and 
w.;ghts of criteria 

Pairwise l\fatrix Comparison for comparing criteria for increasing economic 
gains- profit value 

Potential Market 

Pairwise Matrix Comparison for comparing criteria for improving products 
competitiveness alld brand image 

Pairwise Matrix Comparison for comparing criteri.o for enlarging market ...... 

______ ..; 

--···--~--·-· ·- ----~----- ···-~---"·------·--"'"'·-~ ........ '"" 
' 

Promotion fOr Pnodu 

Potential Market 

University Of ln-la 
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Appendix - 4 ·-Final S):nt/u;sL\'for SMEs Pr?rspecf ive 

Synthesis with respect to SMEs goal 

Synthesis with respect to: 
Goal1 Gohlmoflv lii):pOitPed't~m~OllQ• 

OV&~I !neonslst&fl¢}' "" l.l7 

Product Ad:ip~ ond 0&\lalopmt:>nt .492 

Doli<!IIC>plng Q, ~IMa~ngomurrt Skill "170 
!mplemo.ntlng Promoion tor ProdiJOtS 4nd Slnvloes .1$3 
o.tttti'Jirlng Pctontial M<uket~formatlon .urt 
Pl:lnKMbn of Potllnt!QJ Forol;n MMk1!1t .091 

Synthesis with ,...poet to Eocb SMEs Criterion 

!08 

Synthesis with respeGt to: Improving Economic Gains • Profit Val ... 
(Goal: En~ Export Po >lmproYIQ'J Economlc.Gttlnl) 

Owfat lnrons~ney = .OS 

Product Adaptation and Ciewt!opment 
OC1tElophg of Export Managemem: Skill 
!mplementfng Promotion for Product& and Servlce!'l 
Gathetlfl9 Potential Market InformatiOn 

.516 !!!!!!!!!!!!1••·······-.175 

Penerratbn of Potential Foreign Market 

.144 

.000 
Jl!l6 

Synthesis with respect to: Improving Products Competitiveness .•• 
{Goal: EnhatnQng ExportPe>tmprc.wing Prcd\ds Comr:-IJ 

OVeral tnoonslstaney "' .07 

Product Adaptation artd Development 
Developing o, Export Management Skill 
lmpimlenUng Promotion for Produets and Setvloos. 

Gatherlr.g Potnodal Marl<:at bformaHon 
Penwatbnot Potential FoielgnMarkfJt 

Synthesis with respect to: Enlarging Market Access 
!Go.SI;C,.IlM<rllllfiii'!:IIPQI1 P• > S!\141Qh'lQ Market A-{) 

OVoml !nc.m;J!.Wf\CY "" .O!> 

Pr<>ductAd>lp!Mion and Oe-lopmert! .380 
Deve!Qplr!qof E><portM<mogem"'nt Skill .1ll7 
hl'lplememlng Proll"'<)tj(>n for t>rod~s and Se<Ytetts .215 
G.atlwr!ng Potential Mlltkorl. lllk>rmo:..tkm .14(} 
PE-ru•IT.stlt;onof Poto!tUJO.I For<>lgn M1!TP!et .118 

Source.: Data processins output 
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Appendix~ 5 Pairwise Comparison Matrix for NAFEV Perspective 

Pairnise Matrix Comparison for comparing NAFED criteria preferences and 
weights. of criterion 

Pairwise Matrix compllri.son for comparing criteria for enhancing SMEs 
export through trade promotion 

Pairwise Matrix Comparison for comparing criteria for Improving SMEs 
products competitiveness and brand image 

Pairwise Matrix Comparison for comparing criteria for comprehensive 
potential market information 

·········-"''"·~·-···-- --· ··---·---·· 

Effectiveness of 
Promotion for "'4'o.,.•i 

University Of lndonesta 
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Appendix 6 ---Final Symhesisfor NAfE{) Perspeclive 

Synthesis with resped to NAFED goal 

Sy nthesls with respect to: 
Goat Enttandng &ponP$riorrn.l!fl:ie ct lrw:loM$~SMEs 

Overallneonslslercy = .OS 

110 

CoR:II.Krtlng Coordination for Oeveloplng Export P... .323 -;;;;;;;;;;;:1111111• 
Dewloplng Business Cornmftailon and Tr;!!Jn!ng of... .235 ! 
Enhancing Eil'ecllveM$5 of Mark$1: lntellgeneean... .100 

OrganiZing Promotion tor lndonesran F'rodudS an... . 192 
Do NotNng J)51 

Sooroo : Data processing output 

Synthesis with reopeet to Eaeh NAFED Criteria 

Synthesis with respect to: Enhancing SMEs Export Through Tra. •• 
(Goal: Enhanr$1g Export Pill> Enhln¢1ng SME!!i EXp«tThr) 

Overal lncol15isteney = .as 

Conduct!ngCoordlndonfa DeveloplngEXpQrtP.- .300 -;;;;;;;;::-······­
Developlrlg BUiSIIOO$$ Com1.iltatloo and ll'alnlngof... .205 ! 
Enh::mclfi!J Effeetlveness of Martwt lnteiiQence an._ , 171 
Organltlng Promotion rot ln®neru&n Products an... .131 

Oo Nolting .054 

Synthesis with respectto: Improving SMEs Products Competitiv ... 
{Goef: En~ EKportPe > lmprovfnrl SME!i Produ::ta CJ 

Ovet:l:l tneons~sttmcy"" .llJ 

i 
"---·-----; 

Synthesis with respect to: Comprehensive Potential Market lnfor ... 
(Goa!: Enhand~ ExportPe~Comprahmslve Potentia! M:) 

Overalln.co~ = .10 

COtlductlog Coor<l!nationfor DeveloplngExportP... .372 !iiiiipE~:::: oewropi'lg Buslress Consultation and Training ot, ,171 

I ···,·---~~m-o_c_log-=E~~--"_''_ooo __ •

7

c-1M __ w_~_'.'_m_•_"_"_'"_"' __ ·~ __ ._:_.~!.,~'----------------­Qrganfzfng P•omotiQI'l for Indonesian Produd:i an ... 
Do Nothing 

Source : Data processing output 
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Appendix~~ 7-- Average ::a!C?t!ation ofrespond.ml appraisal 

Average cal~ulation of respondent appraisal on Gllmc Theory Questionnaire 

N' · r.- ~ ·•' , -- - ~---""· ""'··--,· -·.;---::' · ' .. , .- ;.1 ~· -··~· -~~~.- -~-r;;.-,,.,_..."~~"=-~~ !~ . ..,...-~~--,~ "''·~ ·~=""~=-""'""""~""'-~' ·--~-:==""""-":~,..__.....,.,., . ---~~ 
Oi"' .,,~- :.-"·'"'~;sm~st ~{Sl···-- -.·-·- ·'~!--\.·"':-, ·:-·.';7::: ·FEP t • 'f~·;;.-e: -. tx~ ~-·~---~.i.r])~·,w~:- :. -- -:··-~ .·"·'"'~~~v- -.- ~;\:~':::/;'_·- · - ~U-t~::~-,.;;:s·.:;.:w,.;,,_~J-' {~;::;r.~~,;;:;;: 1•!-,~.L. ';-.:;~ 

Comparison Value Comp.t.Noft Value 

I Strategy re!ipons relaled Y..ith Nl Strategyrtspom relared ~i'th Sl 
s l : $2 UiOO Nl ; N2 1.333 
Si : Sl 2.086 Nl : NJ 2.28<1 
Sl : S4 l.S7ll Nl : N4 1.600 
Sl : $5 2,078 Nl : NS 4.000 
82 ; 83 1.433 N2: N3 3.500. 
S2:S4 3,333 N2: N4 3.000 
S2; ss 2.100 N2 : NS s.ooo 
SL S4 U33 N.l : N4 2.300 
83 : ss ).500 NJ: : N5 5.500 
S4; ss 1.800 N4: N5 4.000 

2 Strategy respons related with N2 Strategy respoos related with S2 
Sl : S2 1.167 Nl : N2 2 .. 333 

St : Sl HU Nl: N3 3.000 
Sl : S4 1.133 Nl : N4 2.300 
Sl : SS 3.333 Nl : N5 4.000 
S2: S3 3.500 NZ: N3 4.000 
S2: 54 4.500 N2: N4 4.000 
S2:S.S 3.500 N2 ~ NS s.soo 
S3 : S4 1.100 NJ : N4 1.300 
S3 : S5 4.000 N3 : NS 4,000 
S4 : SS J.$00 N4: NS >.500 

3 St:rntegy respons related with N3 S-- ~elated Mil> S> 
Sl : S2 2.&00 N!:N:I. 3.333 
Sl : S3 2.600 Nl : Nl 1.833 
Sl : S4 1,167 Nl; N4 1.333 
Sl : S5 1.433 Nl : N5 4.500 
S2 : SJ 1.333 N:I.:Nl !.333 
S2 : S4 1.167 N2: N4 1.500 
S2 : ss 1.833 N2 : N5 3.500 
S3 : S4 l.SOO Nl : N4 Ull 
SJ : SS 3.833 Nl: N5 4.000 
S4 . ss 2,833 N4: NS 5.500 

4 Strategy respons related with N4 Strategy rupons related with S4 
S! : S2 3,000 Nl : N2 2.)00 
Sl : 53 !.333 N! : N3 1.333 
Sl : S4 1.43> m: N4 1.133 
Sl : 55 J.SOO Nl: NS 4.500 
S2 : S3 1.333 N2 : N3 1.333 
S2: S4 1.3H N2: N4 1.300 

University Of lndcnesla 
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N2: NS 4.000 
S3 : S4 5.500 N>: "!4 5.000 
83 : 85 5.000 NL NS 6.000 
S4 : SS 1.4Jl N4: N5 3.500 

'"'!l'lllS 

:S2 5.500 Nl :N2 1,586 

Sl : Sl 2.619 Nl : N:l 2.313 

Sl : S4 4.500 Nl: N4 2.J3J 
Sl : SS 1.619 Nl : NS 4,500 
82: SJ 1.419 N2: N3 1.33> 
82 : S4 Ul33 NZ: N4 1.333 
S2: ss 1.433 N2: NS 4.000 --- -------

SL S4 :2.1:33 N3: N4 1.833 

S3 : ss L6JJ N3: NS 4.500 

Source : Reeapitu.lat.km of questiomim! a\:ettge data 

Univonllty Of Indonesia 
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AppendLr ~ 8 ~ Quessionaire fOr SMEs PerspecTive 

Survey 
l'eningkatan Kinerja Ekspor 
Usaha Kecil Menengah di Indonesia 

Cont:tcl person: 

Sulistyono 

T dp.(fl2! l 7 I ! 1 XXXX 

lip. O~J7.15.XXXX 

E-mnil : tee.tiorlttt~gmHilxmn 

tee. on02(~i".yahoo com 

Jf3 
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Daia Responden _ • 

Mohon diisi nwugcnai da!a prihadi rcsponden berikul iui: 

Nama Respontlen 
----··--···----··-·-·······--

2. Ahunat Rumah 

Jakarta Kodepos: 

3. TeiiXJn!Fax '---------------------------

4. Usia Responden 1nbun 

5. Pendidikan terakhir ···~· ···~-· 

a. SD/SLTP 0 b. SLTA 0 c. Dl/D21D3 0 
d.SI 0 e. S2 0 e.S3 0 
f. lainny.a {sebmkan) 

6. Pekerjmm -·----

a. PNS!fNI 0 b. KaryaWan Shvnsta .0 c. Wints\VdSUl 0 
d. Buruh/tani 0 e. Ibu Rumnh T:mgga 0 e. M.uhasiswll!Pelajar 0 
f. Pensiunun 0 g.. Lninnyu (sebutkun) 
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Kucsium.·r Un!uk UKM 
"PeRin katan Killer·a Eks or U.Ki'\11 Tndonesia" . • · 

Dari Scei Kcpen!ing;n dun Stratcgi UKM 

I. Ltlltu Dclakang dan Tujuan Peneliti:m 

Satu dasuwarsa }'tmg lalu, pada SZJat Indonesia digoncang krisis perek.onomia:n, b3nyak usaha besar 

yang tcrpuruk dan mengalnmi kebangkrutnn. Sungguh diluar perkiraan, dilenguh situa;;i krisis tcrsebut ternyata 

Usaha Mikro Kecil clan Mencng<Jh (UMKM) mampu un\uk telap benHri dan terbukti langguh bertahnn (Jumal 

KUKM edisi April 2007}, Prestasi ini mendapalkan apresiasi dnri banyak pihak, hiogga Presiden Soesilo 

Btunbati~ Yuclhoyono dalam s:alu pemyataanrt)'U menyebutk::m, ''Bisa dibilang UMKM sPat ilu menjadj satu­

satunya seluor yang mampu memutar roda perekonomian Indonesia. Pasalnyn, sam itu sektor riil besar 

mengnlami kemandcgan hingga kebangkrutan. Hal yang sama terjndi pada sektor perbankan, properti, 

perdagangnn dan kelornpok usaha besar lninnya". 

Hal di alas menjmli salah satu bukti lmhwa penlingnya pcranan UKM dahun perekonornian Indonesia 

scbagaimam1 telah clisebutkan dibebernpa perammn dan perundang·undangan ndalnh bem1r adanya. UU No. 9 

lnhun 1995 menyebutkan posisi usnha ltedl sebagni bagian integral dunia mmim y<~ng mempakan kegintan 

ckonomi raky<~:l mempunyai kedudukan, potensi dan pemn yang strntegi~ didalam struktur perekonomian 

nasionaL Posisi dan pcrun UKM terSebul ditega.skan pula melalui bc:berapa peratunm yang lain. yuitu PP No. 44 

tahun 1997 tentang, Kemitrann, PP No. 32 tnhun 1998 tentang Pembinaan dan Pengernbangan Usuha kecil, 

lnpres No. JO tahun 1999 lentnng Pemberdayaun Usahn Menengah. dan Kepres No. 127 mhun 2QOl tentang 

Bidang!Jenis Vsaha yang dicndartgkan untuk Usaha Kecil dan BidangiJenis Usahn yang dicadomglrnn untuk 

Usaha Menengab mau Besnr Denga:n Syarat Kemitrann. UU No. 20 tabun 2008 scbagni pengganli UU No. 9 

tahurt 1995 kembnli mcnyatabn dengnn jelas aka:n posisi dan per.m UKM, Wmana discbutkan OObwa sesuai 

deng:m amana! Kelel<.tpan Majelis Pennusynrnwatan Rakynt Republik Indonesia Nomor XVIIMI'R~RI/1998 

tenl<tng Politlk F.konomi dalam rangka Demokr.lsi Ekonomi, Usaha Mikro, Kccil, dun Menengah pedu 

diberdayakan sebagai ba,gian imC$ral ekonomi rakyat yang mempunyal ketludukan, pera!l, dan polensi slrategls 

untuk mewujudkan struktur perekonomian nasional yang makln selmbnng, berkembnng, dun berkeadilan. Dan 

karerumya, pemberdaynan UMKM perlu diselenggurakan secnrn menyeluruh, optimal, dan berkesinnmbungan 

melalul pengcmbangan iklim yang kondusif, pcmbc:rlan kesemp:H<Jn berusaba, clukl.mgan. pcrlindungan, dan 

pcngembangan usnha sc!uas~ltmsnyn. schingga mampu men1ngkatkrm kcdudukan, reran, dan potensi Usnha 

Mikro, Kccil, dan Mcnengah dalam mcwujudkan pcrtumbuhnn ckonomi, pcmer..tlaan dan peningkatan 

pendapat.1n wkym. penciptnun !apangan kcrja, dan pengemasan kemiskimm. 

Sepanjang rent:mg 1ahun 1997~2006, jllml;tb usoha skula kecil dan menengall mencnpt~l sekitar 99% 

dari kesclurulmn jumlah mmhn di lndonesin dan memberik:m konslribu~i scbe&~~ 54-57% dari Iota! Prucluk 

Oomeslik Bruto. Namun mcskipun jumlah dnn pcrtumbuhan tnhunan UK.i\1 cukup tinggi, peum UKM tcrhadap 

konfigurasi ekspor naskmal masih bcrnda jauh dlbawah usnlm skala 'besar. ini dik:~rcnakan keb:utynk:m UKM 

tn:JSih cendemng rncnggarap pasnr domeslik d:m juga karen:~ masih mJanya bebcr.tpu kendnla yang harus 

dlhndupi oieh UKM untuk mnmpll menembus pasnr lntemasionnL Sampni sn;t! sek.nrung, kemampuun tmtuk 
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mengcnali pa,.;nr poh:nsiH!, p¢ningkalrtH wgmn dan kunh!as pruduk ser1<1 ke!.:rlmt;~;;:m akscs ke pasar gl9hal 

merupakan tamar.g;m umum bagi UKM Indonesia. 

II. Pctunjuk Umum rcngisifln Kucsloner 

Sknln Perscpsi 

Nilui Skala 
Ocfinisi 

P~njclns:m 
(berdasarkan tingknt kepenlin~) 

I Kedua elemen suma pentingnya 
Dua strategi yang memillki tingkot 
kepentingan yang snma terhadap satu !Ujuan 

Elemen yang satu sedikit Jebih 
Strotegilkegiatan yang satu memiliki tinykat 

3 kepentingan yang sed:ikit lebih tinggi darl 
penting daripuda elemen yang !ainny<1 

strategi/kegintan yang lain 

Elemen yang satu lebih penting dari 
Strategilkegiatan yang satu memiHki fingkm 

5 kepentlngan lebib linggi dari slrntegi/kegia!an 
pada elemen lainnyn I vane lain 

Sntu e[emen jelas lebiO penting Uari 
Strategilkegiatan y,nng satu memi!iki tingkat 

7 kepeniingan yang jauh lcbill tinggi dari 
pada elemen L1innya 

strat~i/keuJ.ntan vana.lain 
Satu efemen jelns sang:ul penting Strntegi/kegiatan ynng satu memiliki tingkat 

9 (secam mutlak) dari pm:ln elemen kepenting;m yang muUak lebill linggi dad 
la!nnya strntegilkeginUtn yang lain 

Contqh pcngi~ian bila dipilih nilai 5 di ssbclah kiri 

Lebill penting meningkatkan nilni keunlungan Sarna Lebill penting meningkatkan daya saing 

<- penling produk dan memperkokoh brnnd image - -9 I 7 I! 5 )I l 3 I 5 I 7 I 9 ...,__.., 
Bila dipilih 5 di kiri (dilingkari) artlnya meningkatkan niW.i keunlungan 5 koli lebih penting dari pnda 
mcningkatkan dayu saing produk dan mcmperkokoh bmnd image 

HI, Kuesioncr Baginn 1 - Tujuan dan Str.ategi UKM 

Tujmm Ununn tiiLi\:1 
(Ml~ninv;lwtl<-<m l{inclja Ek!-ipm•) 

-------- ---------Mll'ningkatnyn Nitni 1'-leninglmtny-..t Ihi,Y11 Memp~:rluas 
KciJntungan S;~ing Produk dun 

Mcmpc:rlwkoh 
l'nngsu Ptlm~l" 

llntnd lmOJgll' 

f'eh111juk Pengisiun: 
Lingkarilah ,febturlt uugku .mjtt dibawah ini yang menccrrninkan kepcnting:mnyl'l 
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Uutuk Tujuan L'mum UKM meniugkatl\nn kinerja 
ini yang mc-ncerminkn1l tingkm kepentingannya 

E:kspor. maka lingknrilah M!hilfllt tmgku .mitt dibawah 

Lcbih penting meningkatkan nilai kcu;mmgan Sama Lebih penting meningkatkun dnya saing 
peming produk d;m memperkokoh brand image 

9 I 7 I 5 I } 3 I 5 I 7 I 9 

Lebih penting men!ngkatkan ni!ai kcuntungan Sama Lebih pcnting memperluas pangsa pasar 
penling 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

Lebih penting meningkatkan daya sning Sama Lebih penting memperluas pangsa p-asar 
produk dan memperkokoh brand image penting 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

Tujmm Untutn UKl\!J 
(1\l<.~ningkatkan Kinctia Ek..<ipor) 

I 
Meningkatnya 

Nilai 
Keuntungan 

/~ -----=:::: 
Mclakuk;m ~fcninglmtkan Mclukuk11n Mcngumpulkan M!.!mnsuki PMl!r 

Pengctnb:111gan Kcmnmpu:m f>ronwsi lnrormasl Pas:tr Asing yang 
Produk Mana}<! men Pwduk/Jasa yuog Polensia! Pulensinl 

(lc:rnmsuk dlimin FJ:sp<lr 
produk dan 

~ 
011~kmdn!!l 

Berdasarkan bagm1 him1ki di aJas, handingknnlah lingknt kepenting.1n duri masing-JnDsing h1juon atnu al!ernatif 

stnnegi y.mg dilaksannknn oleh UKM da!-am upoya meningkntkan kinerja ekspornya dengan menulisktm nila! 

sesuai rnnklng yang m.b pudn panduun sk:ala persepsi. 
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Pcrbandmgan lingkat k~nenlingan anhlr nlternnl!f 

1. Untuk Tujuan Umun• UKM meninglwtk:Ht kincrj;, f.kspor kims:usnya Un111k Meningkalnya Nilai 
Kcunhtngan UKM, altematif mana yang lcbih penliog ham.; dkapai olch UKM? {lingkarilab ), 

0 

Lcbih pcfliing melukukan pengcrnbangan Sama L~bih p;;:ming m-:ningkatkan kcmampmm 
procluk {termusuk disain produk dan pcntiug mmmJemen ekspor 

packaging) 

<--- ~----------~ 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

2. Untuk Tujuan Umum UK!\1 mcningkaik:m kincrja Ektpor kltu.susnyn Untuk Menhtgkatnyu Nilai 
Kcuntungfln lJI<I\1, altemntif mana yang lebih penting harus dicnpai uleh UKM"! (ling:karilah ). 

Lebih penting melnkukan pengembangnn Sarna Lebih penting melakukan prontQsi 
prot.luk (lermasuk disnin produ': dun penting produkljasa 

packaging) 

(---- ---
9 I 7 I 5 I J J I 5 I 7 9 

3. Untuk Tujuan Umurn UKI\1 meningkatkan kinerja £kspor khususnya Untuk Meningkntnya NU:ti 
Keuntungan UKM, ultematifmana yang lebih penting harus dicapai oleh UKM? (lingknrilah ). 

Lebih penting melakukan pengembangnn Soma Lebih pcnting mengumpulkan informasl pa.sar 
pmduk (terruo.suk disain produk dan penting yang potensial 

packaging} 

<- - __, 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

4. Untuk Tujuan Umnm UKM meningkatkan kinerja Ekspc>r khususnya Untuk Meningkatnya Nilai 
Keuntungan UKM. altemalifmnna yang lebih penting harus dicapai oleh UKM? {lingkarilah ), 

Lebih penring melnkukrm pengembangan Sama Lebib penting memasuki pasar aslng }'llng 
produk (tennasuk disain produk dan penllng potensial 

packaging) 

I -- --------4 
9 7 I 5 I 3 3 I 5 I 7 I 9 

5. Untuk Tujuan Umum UKM mcningkatlum kincrja Ekspor khususnya Untuk Meningkatnya Nilai 
Kcun!ungnn UKM, nhematif mana yang lcbih pentlng haros: dicnpal oleh UKM? (lin,gkntilnh ). 

Lebih pentlng meningkntkan kemnmpt.mn Snma Lebih pcoting melakukao prontQsi protlu!Vjasa 
man..'ljemen ekspor penling 

(--~-------- ----~----------> 

9 I 7 I 5 I 3 3 I 5 I 1 I 9 
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6. Untuk Tujuan Umum UKM Hleningkatk:ln kincrj:1 Ekspor khusnsnyn Untuk MeniHgkntnya Nilai 
KeuJI!nngun Uf<M, nlternatif m:ma yang lo.!bih peming harus dicupai Clkh UKM'! (linekatilnh } 

" 

Lcbih peming meningkatkan kemampmm Sama Lebih r~ming lllCI:gumpnlkan informasi flll%.1r 
m:Jnajeml!'n ~kspor pcnting yomg poietlsial 

<--~~~--~----~--~ ----·-----------~-; 

9 I 7 I ' I 3 l I 5 I 1 I 9 

7. Unluk Tujuan Umum UKM meningkatkun kinerja l!:ltspor khusu:-nya Unltlk Mcningkntnya Nilai 
Keuntungnn UKM altematifmana yang lebi!t penling hnrus dicapai oleh UKM'~' (lingl.;nriloh) . 

Lebih penling meningkatkan ke.mampll<m Soma Leb!h penting mt':masuki pas<~r using yang 
manajcmen ekspor penting potensial 

+------ -------___.....-)o 
9 I 7 I 5 I 3 3 I s I 7 I 9 

8. Untuk Tujuuu Umum UKM meningkarkan klnerja l:tkspor khususnya Untuk Mcnit1gkatnya Nilui 
Kcuntungan UKM all.ematifmana yang lebih penting l:mrus: dicapai oleh lJKM? (liugkarilah} . 

Lebih penting melnkukan promosi produkljasa Sarna Lebih pc:nting mengumpulknn informnsi pns;~.r 
pentirtg yang (X>tensial 

<--

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

9. Untuk Tujuau Urnum UKM mcn!ngkatkan klnerj:a Ekspor khususnya Untuk Meningkatnya Nilai 
Keuntungan UKM a!tematif mana ynng lebih penting harus dicapni oleh UKM? {lingkari!ah) . 

Lebih penting melnkukan promosi produkljasa Sarna Lebth penting memasuki pasar asing yang 
penting potensial 

<---- - --> 

9 I 7 I 5 I ) 3 I 5 I 7 I 9 

10. Uutuk Tujuan Umum UKM meningknlklm kinerja Ekspor khususnya Untuk Meningkalnya Nilai 
Keuntungnu UKM. altemntir mana yang lebill penting hurus dicapai oleh UKM'? (lingk<:~rilah }. 

Lebih penfing mengumpnlkan infonmud pasar Sarna Lebih penting memasuki pasar asing yang 
yang polensinl penting pote!lsial 

<--- ~---- - --~~-- -~----~~~~ 

9 I 7 I 5 I 3 3 I 5 I 1 I 9 
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C. Toioan I 'unon U<~l 
,\Jcningkatl~an f.,Hh'l]<l IJ\.~IHtd 

L Meningkatnya Daya 

I 
Saing Produk dan 

Mcmperkokoh Brand 
Image 

~ ~ ----Melnku'k:m !l.lenlogl.:n!kan Mclakulum Mcngumpulkno Mcmasu\:i l'asur 
rengl:lllh .. 1ngan l\ci!HU11p!l;ln Promosi lnfol'fllasi l'n~ar MiTif;~11ng 

Produk Mannjl;!mcn Eksjk>r Ptoduk/Josa yang Pnl\li'ISi~l l'ntllllsial 
[lcml.Thllk dis:~ in 

prod\1kdan 
pa<:k;~gillg) 

Berdasarkan bagan hirnrki di alas, bandingkanlah tingkat kepentingan dari masing-nmsing tujuan atnu nltematif 

strategi yang dilaksunakan oleh UKM dalnm upaya met~ingk.atkan kinerja ekspornyu dengan menu!iskun ni!ai 

sesuni ranking yang uda pada pnn(!r,Htll skala pe~psi. 

~rbandingnn tinakat kenentin!!an antar alternatif 

1. Untuk Tujuan Umum UKM meningkatkan kinerja Ekspor khususnya Untuk Meningk.'\lnya Oaya 
Saing Produk dan Memperkokoh Brand Image, altemnlif mana yang lebih penting hnrus dlcapai oleh 
UKM? (lingknrilah} < 

Lebih penting melakuknn pengembangan Sama Lebib penting meningk.o.tkan kemampuan 
produk (termas.uk disain produk dan penting mannjemen ekspor 

packaging) 

<- - ... 
9 I 1 I s I 3 3 I 5 I 7 I 9 

2. Untuk Tujuan Umum UKM meningltatkan kinerja Ekspor khususnya Untuk Meniogka!nya Oaya 
Saing Produk dan Memperkokoh Brand hnagc. altematif mana yang lebih penting harus dicapai oleh 
UK.M? (Hngkari!ab ) < 

Lt::bih penting melnkuknn pengembnngan Sam a Lcbih penling melakukan promosi produkljusa 
produk {[ermasuk disain produk dan penting 

packaging) 

<-·- - - ·-> 

9 I 7 I 5 I 3 3 l 5 I 7 I 9 

3. Untuk Tuju:m Umum UKM mcningkfltkan kilu:rj11 Ekspor klntsusnyu Unwk Meningkutnya Onya 
Saing Produk dan Mcmperkokoh Brand lnmgc. altemntifrrnma y<~ng lebih penling lmrus dicarmi ()!eh 
UKM? (lingkurilah} 

Lebih penting melnkuk;m pengcmb~ngnn Somm Lcbih penting meugumpulkotn informasi pmmr 
protJuk (lermasuk di:mi 11 protluk dan penting yang pote.nsial 

packaging) 

o(-w-~------------- --u~- --- .... 
9 I 7 I s I J 3 I s I 7 I 9 
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4. IJntuk TujMu Umum UKM mcningk:ltkal! kincrja Ekspor khmmsnya Unwk Mcningkatnya D<l)'ll 
Sai11g Produk dun Mcmpcrkokolt Brand lnutgc. ;thcmatir m:ma yang lcbih renting harus dicapui oleh 
UKM'1 (lingkari!uh • 

Lchib pcntlng mdakukan pcngembangan S:una Lebih penting mcmasukl pasar :~sing yang 
produk {tennasuk iJ;sain produk dan pemil\g po!ensial 

paclmging) 

<-·-------- ~----~----t 

9 I 7 I s I 3 3 I ; I 7 I 9 

5. Untuk Tujuan Umum UKM mcningkafkan kincrja Ekspor khususnya Untuk Meningkalnya Oayn 
Sning Prnduk dan Memperkokoh Brnnd Image, nllernatifmann yang tebih penting harus dicapa.i oleh 
U KM? (lingkari!ah ) 

Lcbih penting rneningkatkao kemampuan Suma Lebih peming melakuknn promosi produk/jasa 
manajemen ekspor penting 

9 I 7 I 5 I 3 3 I 5 I 7 9 

6. Untuk Tujuan Umum UKM mcningkfltkan kincrju Ekspor klmsus:nya Untuk Meningkatnya Daya 
Saing Produk dan Mcmperkokoh Brnnd Image. alternntif mann yang lebih penting harus dicapai oleb 
UKM? (lingkarilal\) 

Lebih penting meningk.mkllrl kemmnpuan Sam a Lebih pcnting mengumpulkan infonnasi pm;ar 
rnanajemen ekspor penting yang patensiul 

<- -+ 

9 I 1 I 5 I 3 J I 5 I 1 I 9 

7. Untuk Tujuan Umum UKM meningkatkan kinerja Ekspor khususnya Untuk Meningkatnya Daya 
Sah1g Produk dan Memperkokoh Brand Image, altematif mana yang lcbih pentlng fwrus dicapai o!eh 
UKM? (lingkarilah ), 

Lebih penting meningkatkan kemampuan Smna Lebih pcnling memasuki pusar asing yang 
manajemen ekspor penting potensial 

--- - --
9 1 I 5 I 3 3 I 5 I 7 9 

8. Untuk Tujuan Umum UKM mcningkatkan kinerj.~; Ekspor khususnyn Untuk Meningka!nya Oaya 
Saiug Produl{ tbn M\!mpurkokoh Brand Image, ahematif mana yang lebib penting harus dicapai oleh 
UKM? {ltngkarlluh ). 

Lebih penting melakukan pro1110Sl produk/jasa Sama Lcbih pe1uing meny:1.m1pulkan iufommsi p:1sar 
peming yang jlolensial 

~----~----- ~~---------~~ 

9 I 7 l s I 3 3 I 5 I 7 I 9 
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9. Untnk Tuj11:U1 llntum UKI\1 nu:nlugkatk:tll kiu~·rjll Ekspor khm:u~nyn Untuk Mcuiugkalnya Oaya 
Saing Protlnk tlan MC<mpcrkolwh Grand lma~c. ;1hermdif rn;mu y~ng kbih renting lmru~ dit:ap<li oleh 
UKM! (lingkari!ah ). 

Lt>bih renting mcl:~kukan pronmsi pro(l\I!Vj<Jsa Sa!lltt Lcbih penling mcmusuk1 pasar :~sing yang 
pcnting potensial 

+------------ -----M-----> 
9 I 7 I 5 I ) 3 I 5 I 7 I 9 

10. Unruk Tujuan Umum UKM meningkatkan kinerja Ekspor khususnya Uatuk Mcuingkatnyl'l Daya 
Saing Produk dan Mempcrkokoh Brant! Image, a!tematif mana yang lebih penting hnrus dicupai oleh 
VKM" (lingknrifah} 

Lebih penting mengumpu!lmn infonnasi pvsar Sama lebih peming memusuki pasar asing yang 
y.mg po!ensia1 penting potensial 

<- --
9 I 7 I 5 I 3 3 I 5 I 7 9 

Tnjuan 11mum TJKI\'1 
( JHt>lting:J.mtJmn Kinel'ia Ek•moJ') 

I 
Memperluas 
Pangsa Pasar 

~~ 
Mclo.kukan Mcningkatkan Mdakukan Met~.eumpulkan Menmsuki Pas:~r 

Perl&cmW.ngun J.\l;!!lllllllf'!l.1!') Promosi lnformasi Pas.1r Asingyong 
l'rod"k J>bn;ijemcn Produk{Jun yong Pclcmlal Pottll£1111 

(t~nnii.Suk disain l!k<po, 
prOOukdan 
;mdl;aging) 

Berdasarkan hagan hirnrki di afas. bandingkanlah tingkat kepenllngan dari masing~masing tujmm utuu a!tcmnlif 

strntegl yang dilaksanaknn oleh UKM dalam upaya meningkatkan kinerja ekspomya dengan rnenuliskau nih.1i 

sesuai rnnkiug yang ndu pmJu panduan skola pe!'l'epsi. 

Perbandingan tinekal kercntingan antar ~11ernatir 
1. Untuk Tujunn Umum UKM meningkalkan kfncrja EkSJWr kllu~usnya Untuk Memperlnas fl:mgs<l 

fasar. altema~if morm yang lebih pcnli~tg llaru~ dicnpai o!eh UKM? (lingkarilah ). 

lebih penting melakukon pengl!:mbnng;m S;Jm:t Leb!b penting mening:kmkan kemamptmn 
produk (termasuk disain prot!uk dan penling m;~najem~n ck~por 

paek<:~ging} 

-(-~~------~--~·--- ------~·-------) 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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2. Unlltk Tujunn Umum UKM m~ningkallmtl kinerjn Eksftol' kl!ustlsny;t Untuk 
Pa~mr a!•crmnifmnna yang lebih pcnting fmrus dicarai uh~h UKM? (liut;:kari!lth) 

Mempcrluns Pangsa 
. 

' 
. 

L;;bih pcnting mctakukan pcngembungan Smna Lcbih renting mc!nk,tkan rromosi produkljm;a 
produk (lemmsuk Jisaia produk dan pcnting 

packaging) 

+------- ----~------......-t 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

3. UnlOk Tujuan Umum UKM meningkatk:m kincrja E-kspor khususnya Untul< Memperlun:s Pangsa 
Pnsar nltematif mana yang !ebih penting harus di~apai oleh UKM'? (lingkurilah ) . . 

Lebih penting melllkukan pengembangan Sarna lebih penting mengmnpulkan infonnasi pasar 
produk (termasuk disain produk dan penting yang polensial 

packaging) 

-
9 7 I 5 I 3 3 I 5 I 7 9 

4. Untuk Tujuan lJmum UKM meningkatktm kinerj:~ Ekspor khususnya Untuk Mcmperhms Pangsa 
Pas.u allematifmana yang lebih penting harus dicapai oleh UKM'' (lingkarilah) . 
Lebih pen ling mefakukan pengembangan Sm11U Lcbih pcnting memasuki pasar using yang 

produk (lermasuk disain produk dan penting potensial 
packaging) 

<-
9 I 7 I 5 I 3 3 I 5 I 7 9 

5. Untuk Tujuan Umum UKM mtmingkatkan kinerja Ekspor khus11snya Untuk Mempcrluas Pangsa 
Pasnr altemahTmana yang lebih pen!ing harus rlic<~pai olch UKM? (lingkarilnh) . . 

Lebih pcnting meningkalkan kemnmpuan Sanm Lebih peming melakukan promosi pmdukljasa 
manajemen ekspor pen ling 

..__ ---
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

6. Untuk Tujul\n Umurn UKM meningkatkau kinerja Ekspor khususny:~ Untuk Memperluns Paugsn 
Pns:1r alteroalifmana yang lebih penting hurus dicap.1i olch UKM? (!ingkarilah) . . 

lcbih penting meningkntkan kemampuan S;una Lebill pen!ing mengumpulkan infommsi pnsar 
m::m;~jcmen ekspor penting ymtg potensial 

<-- -- - -- -- - --> 

9 l 7 I 5 T 3 3 I ' I 7 I 9 
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7, Unhtk Tujuan Umum UKM mcningkalkan kincrja F.kspo:r klmsusnya Un!u:k Mcmpeduns Pllltl::sr~ 
Pasar allcrnati f marm y<~n£1..:bih peming hnrus cl ic;1rmi oleh UKM'' (lingk<trHnlJ j . 

Lcbih peming meningka!k.1H kem;unpunn Sromn Lebih penting mt':'musuki pasar asing yang 
munnjemen ckspor pen ling po!ensiaf 

<--------- --------R---+ 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

8. Untuk Tujuan Umum UKM mentngkntkan tdncrja Ekspor khususnya Untuk Memperluas Pangsa 
Pasar allemntifmana yang lebih penting harus dicapai o!eh UKM? (lingkarilah) . 

Lebih penting mdakukan promosi produk/jasa Sarna Lebih pentlng mengumpulkan informasi pasar 
penting yang potensinl 

-> 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

9. Untuk Tujuan Umum UKM mcningkatt.:an kinerja Ekspor khususnya Untuk Memperluas rangsa 
Pasar altemalif mana yang !ebih penling harus dieapai o[eh lJ.KM? (lingkarilah ) ' 

. 

Lebih penting melakukan promosi produkljasa Sarna Lebih pcnting memasuki pasar asing yang 
peming potensial 

9 7 I 5 I 3 3 I 5 I 7 9 

10. Untuk Tujuan Umum UKM meningkatkan kinerja Ekspor khususnya Untuk Meropcrluas l'angsa 
Pasar alternatifmana )'ruJg lebili ~nling hatUS dicapai oleh UKM? (lingkarilah) • . 

lebih penting mengumpulkan informasi: pasar Samn Lebih penting memasuki pasar asing yang 
yang potensial penting potensial 

9 7 I 5 I 3 3 I 5 I 7 9 

IV. Kuesloner Bagian 2. Strategi UKM dafam menghadapi strategi BPEN 

Badan Pengembaogan Ekspor N.asional (BPEN), sebagai Trade Promolion Organiuttion (Tf'O) di 

Indonesia, yang didukung oleh Pusal Pelatihan Ekspor Indonesia (PPEI) dan Indonesian Trnde promotion 

Centre (ITPC}. telak berusaha mewujudkan program-program yang bertujuan untuk membantu UKM ckspor 

dalam mcogembangkun produk d11n jasunyu sehin,ggn mumpu bertnlwn ditenguh kancah pers~tingnn pasar duniu. 

Sayangnya. program pengembangan ekspor yang diselenggarakan oleh BPEN dllihut oleh !mnynk pihak tidak 

mampu meningkutkan kincrju ekspor UKM secnra optimal. 

Berdasar pada beberapa fnk!a di atas. peneliti<m ini akan mcmber!knn penekanan terhadap berbngni 

permasa!ahan dan strategi dalam upaya men!ngkalkan kincrja ekspor UKM di Indonesia, baik yang tcnvt~jud 

melalui program-pro~,.rram BPEN maupun y<&ng dilaksunakan olch UKM hu sendlrL Aspek yang dltinjuu duri 

_I··-
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kue>'ioncr ini <ldahlh penilai:w cxpcn: clal:1m PQ\lisi :;dl;lgni b;tgi;m dad ;Junia u.":1hMUKM {bukan pemc-ril\Hth) 

tcrkuit dengnn tujmm tersebut di ntns. 

Bagun berikut mcrupokan bentuk hiwrki dari pcrmas::lalmn dan slr:J!cgi UKJv1 dalnm upayn 

meningkatkan kincrja ekspomya. Level atw:; mcrupak:m alternatlf-ahcrmnif s!rotegi yang dipilih olch UKM 

umuk dapat rnencapni kriterio ntaupun tujuun t1!;!1Thmya (goa!). Hirarki ini juga sekaligus menggambarknn 

bahwa suategi yang dilakukan oleh UKM ten;ebut ulnm mcnghudapi. atau mungkin jugu berbcnturJ,n, dengnn 

strnlegi--strategi BPEN yang juga bcrkeinginan untuk mencapal tujuan tJtamanyn {level bawab). 

Mclakukan Mcningkalkan Mclakukan Promosi Mcngumpulkan Memas11ki Pmm.r 
Pcn~rnbang.m Kemampuen Produk/Jasa infonnasi PnS<~r Ashogyang Potenslal 

Produk M:anajemen Ek$por yang. Potensiul 
{termt~Suk disaln 

produkdan 
packagingj 

Po;.> Qlf oome U>eory 
ontora 

111<M tfnn FIPFN 

Mdaksanabn Menyclcnggornknn Meningkntknn McnYtJCflgy>rakan: Tldak Mcl.-akokan 
Koordinasi untuk Kon$\llla!i Bisois Efcl.:tivi1as Kcgi:o!an Promo.'li Pwduk don Apapun 

Pcnyusunan dan Pdatihan Market Intelligence Jusa [ndonesiu 
Progmrn Manujemen Ekspor (Analisa Pasar) 

Pengembangan 

"""'" 
Seliap poin permasatnhan yang ada pada kuesioner di bnginn ini, ukan dil<1ngkapi dmgan hinu1d yang 

mcmberikan garnbaran bahwa datam melaksanakan setiap allematif strateginyn, UKM akan menghadapi slralegi 

BPEN. Karenanyn, penentuan tingkat kepenlingan dari masing-masing slralegi UKM barus telap melilmt 

keletkailannya dengan stra.tegi yang diaplikasikan uleh BPEN. 

Mcngll:tdapi kcllfltdat pdt!<HI:! ~lr.ttcgi OPEN 

BPEN MelalvJ:anakan K{l()rdinasi untuk 
Pcnyu$unan Program Fcngembangan 

Ekspor 

:::::.- ~ 
~lm!r.t::i !,.!KM: Strutsai urn S!ryJggi U,KM ~itills&i l!l:illl §!.ml£&i.l!KM 

Mclakukan M(:nlngkatkan Melukukan Mengumpulkan Memasuki 
f>(!l'lgcmbangnn Kcmampt~an Promosi Tnrormasi f>mmr Pas<lr Asing 

Produk Man,ajc:men Produk/Jasa Potensinl yang l'clemial 
(l(lnnasuk disain Ekspor 

pmdukdun 
packotging) 
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I. l!n!uk memlilR,t;;lpi i>lr>~l~gi lWEN --· "MI!Iaksmmkan Knon.linasl tmtnk l~cnyusmmn Program 
Pengcmlmng1m f:.kspm•". ~trateg1 mana yang khih pcntingtet'i:-ktif lltl!uk di!uhmwkan ok•l1 UKM'! 
(!ingkaribh). 

Stra!~gj UKM: Lebih peming: nwl;::kukun Snma Stmteg.i UKM:lebih pen1ing m~11ingkatkan 
(Y.!I1£C!nh:mgan produk {tennasuk disnin pen1ing kemampuau m;majemen d;~por 

pnx.lul; dan packaging) 

(---~-~----~~----- -----~--~-----~---4 

9 I 7 I 5 I J 3 I 5 I 7 I 9 

2. Un!uk mcmmggopi slrulegi BPEN -- ,.Mclaksanakan Koortlinnsi unt«k Penyusunan Program 
Pf.'ngembnngan Ekspor", :;:trnl.cgi mana yang lebih penting/efekt(f untuk -di!aksnnukan oleh UKM? 
(lingkarilahj. 

Strat;;gi UKM: Lcbih peming me[!lkukan Samn Stnnegi UKM: Lebib penting melnkllkan 
pengemhnng;m produk (lermasuk disain penting pronwsi produkljasa 

produk dan puck<~ging} 

+-~-- ---- -> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

3. Unluk nwnanggapi ~trnlegi BPEN ~~- '"Metaksanakan Koordinnsi 1,mtuk Penyusunan Program 
PengcmbnngaP Ekspor'', strotegi mana yang lehih pen.ting!efeklif untuk dilnks<~nnkan oleh UKM? 
{lingknrilah). 

~i UKM: Lebih penting melakukan Sarna Stnneei UKJt..1: Lebih penting mengumpulkan 
pengemb:tr~gan produk (lermasok dlsain penting informasl pa.~ar ynog potenslal 

produk dan packaging) 

' - - - -> 

9 J 7 I 5 I 3 3 I 5 1 7 I 9 

4. Untuk mennnggapi sttlJtegi BPEN -- "Metaksanakan Knordinasi untuk Penyusunan llrogram 
Pcngemblmgan Ekspor", strutegi mana yang lebih penting/efektif untuk dilaksnnakan oleh UKM? 
(lingkarilal;). 

Strntegi UKM: Lebih penting melakukan Sama Sirntegi UKM: Lebih penting memasuki pnsar 
pengembangan produk (lernwsuk disain penting asing yang potcnsiul 

produk dun packaging} 
. 

<--- - --- --------t 
9 I 7 I 5 I 3 J I 5 I 7 I 9 

5. Untuk menangg<~pi mwtegi BPEN ·- "Mehd;s!makun Koordinasi uniuk Penyusunan Prognun 
Pengembaugan Ekspnr"', strntcgi mana yang lebih peminglerektif untuk diiaksan;tkan oleh UKM'! 
(lingkarilah •. 

Strategi UKM: lebih renting 111cningkatkan Sama Stmlegi UKM: Lebih penling melakubm 
kem;m1puan mnnajemcn ekspor penting promosi prOOuk/jasa 

f-----~~---~~-~---- -----~-------> 

9 I 7 I ' I 3 3 I 5 I 7 I 9 
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6. Urtluk 111<:11<:n~gapi slr.ll~·gi BPE:-l --· "Mrlaki;Hmk<lll Koun.lina:s:i un1ttk l'cu)'ii:S:Illlllll l~rugram 

l'cngemb:wgrm f:t.;spor-. ,{lnlh:gi m;HM yan!-} kbih peminglefeklif unwk Jllnk~lnakan oh.:l1 UK:vp 
{I inok11rllnh J 0 . 

Strmegi UKM: Lcbih pemiag 11\Cilirtgk;nkan S:tma ~'!tegi UKM: Lebih renllng mengum1'ulkan 
kemumpunn mmmjemen ek~rur peming informasi IW~<Ir y;mg poh:n:>tal 

(-~---- -- -- ----- ---> 

9 T 7 T s T l 3 I 5 I 7 I 9 

7. Untuk mermnggap! str.uegi BPEN ~~- "Melaksanakan Koordinasi untuk fenyusunan Progrnm 
Ptngembangnfl Eks:por"', slmfegi mana yang lebilt pentinglefektif uniuk <iil~ksanalwn oleh UKM'! 
(lingkarlbh) 

Strr!legi UKM: Lebih penting 111eningkn!kan Sa"" Strntegi UKM: Lebih penting meroo:>uki pasur 
kemnmpuan manajemen ckspor pcn1lng as:ing yang polcnsial 

... 
9 I 7 I 5 I l l I 5 I 7 I 9 

8. Untuk menanggapi str.uegi BPEN --~ "Melaks.anakan Koordiruui untuk Penyusunan Program 
Pengembangan Ekspor", Slrntegi mana yang lebih penlinglefektif untuk dilnksanakan oleit UKM'? 
{lingkarilah) 

Stratcgi UKM: Lebih penting melnkukan Sum a Strnlegi UKM: Leblh peming mengumpulkan 
promosi produk/jnsa penting informasi pasa.r yang potensial 

-
9 7 T 5 T 3 l I 5 I 7 9 

9. Untuk menanggapi strategi BPEN -- "Melak.sanakan Koordinasi untuk Pcnyusunan Program 
Pcngembangan Ekspor", slralegi mana yang lebih pentinglefektlf untuk diiaksanalmn oleh UKM? 
(lingkarilah) 

Strotegi l)KM: Lebih pen1ins melakukan Sarna Strategi UKM: Lcbih penling ntel111lSUki pasar 
promosi produ~asa penting asing yang po!ensial 

-
9 I 7 I 5 I 3 3 I 5 I 1 I 9 

I 0. Untuk memmggapi strn!egl BPEN --~ "Melak!iannk:m Koordinasi untuk Penyusunan Program 
Pcngembangan Ekspor". strJtegi man:~ ynng lebih penling!efekti( untuk dlluks:maknn oleh UK..\1? 
(lingkarilah) . 

~~rnlcg:i UKM: lebih ptmting mengumpulkan Sarna S!rutlja;i UKM; Lebih penting memasuki pasar 
infommsi pasar yang potem;iul penting l'!liing yang potensial 

~---- ---- ... 
g 1 7 T 5 l 3 l I 5 I 7 l 9 
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BPEN Menyclcnggarakan Konsu1tasi 
Bisnis dan Pelatihan Mnnajcmcti 

Ekspor 

:::::------ ~ 
S.!ratcsi tlKM. Slmt~ ~{.l.:KM SU:1tegi Uls;.M ~ttn!~:gi !.!!QU 

Mclakuk:m MeningkaLkan Ml:fakukan Meng.urupulkan Mcmasuki 
Pengcmlmn&un Kemampuan 1'rt»JWs! lnfurmasi Pasar Pasar Asing 

Prorluk Manajem:m ProdukfJ,l!S:I Pnt;.msial yang Potcnsial 
(tcrmasuk diS<~in 

produkdan ""'""' 
p;\t:k!lging} 

S!ratq:.i til\1\! 

L Umuk menanggnpi strutegi BPEN -·- "Mt:nyelenggarnkan Konsuftasi Bisnis dan PehHihan Manajernl!ln 
Ekspor" strnlegl mana yans lebih pentinglefektlfuntuk dilaksanakan oleh UKM'? (lingkarilah) • 
St:rnlee.i_UKM: lebih penling melakul<:an S"ma Strntegi UKM: lebih penling meningkatl;an 
pengembang.on produk (tennasuk dlsain penling kemampuan manajemen ekspor 

produk dan packaging) 

-
9 7 I 5 I 3 3 I 5 I 7 9 

2. Unluk menanggapi strntegi BPEN - .. Menyelenggandum Konsultns! BUnis dan Pelatihan Mttmtjemen 
Ekspor"' strategi mana yang lebih pentinWefektifuntuk dilaksanakan oleh UKM? (lingkarilah) • . . 

Strategi UKM: l..cbih pen!ing melakukan Sama Strntegi UKM: lebih panting melakukan 
pengembangan produk (tennasuk disaln panting pron10sip~uk/jasa 

produk d:.m pa<:kaging) 

9 7 l 5 I 3 3 I s I 7 9 

3. Untuk menanggnpi slrategi BPEN- "'Menyetenggarakan Konsultnsi Bisnis dan Pelatihan Monajemen 
Ekspor" s(rntegi mana yang lebih penting/efektifuntuk dilaksanakan >O!eh UKM? (lingknrilah) . . 

,Strategi UKM: lebih penting melakukan Sarna Strotegj UKM: Lebih penting mengumpulkan 
pengcmbangan produk (termasuk dlsain penting inforrnasi pasar yang potensia( 

produk dan packaging) 
~~· __ ___, 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

4. Untuk mcnanggapi strntegi B.P£N -- .,Menyefenggarakan Konsulhtsf Bisnis dan Pdaiiban Manajemcn 
Ekspor" slrategi mana yang lebih pentinglefektifuntuk dilaksanukan oleh UKM'l (lingkari!ah) . . 

S!ra!egi UKM: Lebih penting melakukan Suma S,irulegi UKM: Lebih pcntlng menmsuki pasar 
pengembangan pmduic {!ermasuk disuin pettling asing yang poleasi<~l 

produk dan puo:;kaging) 

<--------- --- - --> 

9 I 7 \ 5 I 3 3 I 5 I 7 I 9 

r-
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5. Untuk mCli>lll!,!gHpi strmcgi BflEN w•• ''Men}clenggnrakan Konsnltasi Oisnis dan Pelntilmu Mmwjem('n 
Ekspor" slrategi m:mn yang lehih pcnting!efektlfuntuk dilnks.1m,kan olch UKM"' {lingk;~rilah.l ,. 

,S!rateg1 UKM: Lcbih pcnting meningkatb.in Sam<! ;:itrategi UKM: Lebih penting mclukub.m 
kemampu:llt mtmajemetl ekspvr peming promosi produkJja.s.J 

... --- --------~ 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

6. Umuk menanggapi s1rmegi BPEN ••• ''Menyelenggaraknn Konsulta$1 Gisnls dan Pei!Hihan Mnnajcmen 
Ekspor'", straregi mana yone lcbih penlingfefektif unwk dilaksanakan oleh UKM? {lingkariluh). 

Strategi UKM: Lebih penting meningkatkan Samu Strate!!LUKM: !..ebih penting mengumpu!lmn 
kemampmm manajemen ekspor penting informasl pasar yang potensi::~l 

--- ---> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

7. Untuk memmggapi stroteg! BPEN ~-- "Menyetengga:rnkan Konsultasi: Bisnis dan Pelatihan Manajcmen 
£kspor•'. stra!egi muna ,Y<ang \ebih pentinglcfektif untok dilaksanakan oleh UKM? (lingkarilah}. 

Strategi UKM: Leb1h penting me11ingkatkao Sama S!rntegi UKM: Lebih penling memnsuki pasnr 
kemampuan roanajemcn dt:spor renting asing yang poteosial 

-
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

8. Uniuk. menonggapi strlllegi OPEN--· "Mcnyelenggamkan Konsultas! Bisnis dan PehHihnn Mamtjemen 
Ekspor" stra!egi mana yang Jebih pentinglefektifuntuk dilaksannkan oleh UKM" (lingknrilah) ' 

S!D!tegi UKM: Lebih penting melakukan Sama Strntegi UKM; Lebih pentlng mengumpulkan 
promosi ptodukljasa penting informasi pasar yang potensial 

9 7 I 5 I 3 3 I 5 I 7 9 

9. Untuk mernmggapi strolegi BPEN .. ~ ''Menyclellggaraktm Konsultasi Bisnis dan Pelatihan MarHlj~men 
Ekspor"', strntegi mana yang lebih p«nling!c!Cktifuntuk tliluksanukan ok>h UKM'? (lingkurilah}. 

ID_rategi UKM: Lebih penling ntelakukan S:mu1 Strategi UKM: Lebih penting memusuki pasur 
promot:i produkljnsa penting using yung potensint 

+------~~----- - ~~~~ - -
9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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f 0. Unt11k m<:mmggopi s!nucgi BPEN ~·· "1\lcnyelenggarak:m Konsullasi Bisnis dan l'ci;Jti!um Manajcmcn 
Ekspor" s!r;rhJt!i mana yang leb1h pcntinglef<!ktif mlluk rlilaksanakun olch UKM'' (Jingkarilal1) -

Strntegi UKM_: Lebii1 penting mengumpulkan Sarna Stmtegi UKM: lebih pen!ing memnsuki pasnr 
informasi pas11r yang fK!!ensial penting v.sing yang potcnsiul 

+--------- - -7 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

o'lfcuglmdnpi krrullrlll/ pclmmg Slnllt•j!i BPE!\ 

BPBN Meningkatkan Efcktivitas 
Kegiatan MarKet Intelligence (AnalUa 

Pasar) 

~ ~ 
Stmtcgi UKM Stratcg.i fJKM S!rntc¢ UKM Strnlcgi O]:!M ~M 

Mclakukan Meningkatkan Mclnkul«m Merq;umpullmn Mcmnsuki 
Pcngembangau Kcmampuan Promosi !nfonnasi Pasar Pa.s.ar Asing 

Pruduk Mannjemen Produk/Jasa Putensial Y<~ng Potcnslal 
(tcrmnsuk disain ""'"'" produlcda11 

packaging) 
. 

so·~th!JP llKI\1 

L Unluk menanggupi stmtegi BPEN -~ .. Meningkafksn Efektifitas Kcgiatan Markel lnteUigcnce (anaUsa 
pasar)'\ slrategi mana yang Jebih pentinglefektifuntuk dilaksanakan oleh UKM? (Hngkarilah), 

Strategi UKM: Lebib penting me!akuk:m Soma Slrntegi UKM: Lebih penting mcnlngkatkan 
pengeminmgan prod1.1k (lermasuk disain penting kemampuan rnanajemen ekspor 

produk dan packaging) 

-> 
9 7 I 5 I 3 3 I 5 I 7 I 9 

2, Untuk menangg.apl strategi BPEN- .. Meningkatkan Efektifitas Kcglatan Market Intelligence (analisa 
pasar}" strategi mana yang febih penlinglefektif untuk di!aksanaknn oleh UKM? {Hngkarilah) . 
Stralegi UKM: Lebih penting melakukan Sarna Sirntegi UKM: Lebih penting melakuknn 
pc:ngcmbangan pmduk (lermasuk disain penting promosi produk/jasa 

produk dan packaging} 

<-- - --> 

9 I 7 I 5 I l 3 I 5 I 7 I 9 

3. Untuk mei'W.nggapi suategi BPEN ~·~ "Meningkatkan Efektifilas Kegiatan Markel lutclfigcnce (analisa 
pasarJ" slrategi mana yang lebih pentin,Wefektifuntuk diJaksanakan olch UKM? (lingkaril11h} . . 
Strategi UKM: Leblh pealing mclukukun s,nw Stralel!i UKM: Lebih penting mengumpulkiln 
pengemb.angan produk (terrnasuk disain penling informasi pasar yang polensiul 

produk d<~n packaging} 

+--------- - - --7 

9 I J I 5 I 3 3 I 5 I 7 I 9 
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(( fllllfnucj(H' 11j)J1CIIdi.r ,\') 

4. Urnuk mcmmggaru Mnm:gi IJPEN "~ "Meninitkuthan Ef{>klifilns Kcgiatan Mnrket lnldligcnec (am!lisn 
pasar}'', .str<~tegi mana vung !<!bib JWillim.!id'.•l.tif umuk dilak~un<~bm olch UKM'? {lingkurilah}. . -
~gi UKM: Lebill p~nling melnt:uk:m Srnna Strategi UKM: L~bih pcnting menmsuki pnsur 
f)(ngembangall produk (l.::rmasuk disain pentillg asing yang potcn~i:tl 

pmduk clan packaging) 

<--~-------~-«~- ~----~~---~ 

9 I 1 I s I 3 3 I 5 I 1 I 9 

5. Untuk menanggapJ slrategi llPEN --- ""McningkaHmn IUekJHitas Kegiutan Market fntelligtnee (analisa 
pasar)'\ stralegt mana yang lebih pcntinglef~ktif unlak dilnksanakanoleb UKM? (lillgkarilah} 

Strn!egi UKM: Lebih penting menineku!kltn Snn1:1 ~trntegi UK.t.f: Lebih penting melakukan 
kernampmm mnnnjcmen ekspor pcnting promosi produkljasn 

-- ___, 
9 7 I s I ) 3 I 5 I 7 I 9 

6. Untuk rnenanggapi strat~gi BPEN --- "Meniugkatkan £Jcklifitas Kegiatan Market lntelligepc-c {analiSll 
pasarf\ stnatcgi mana yang lebih pcntlng/efektifuntuk dilaksanakan oleh UKM? (lingknrllnh), 

Strntegi UKM: Lebill penting meninJ,;katlmn Sama Strntegi UKM: Lebih penting mengumpulkan 
kenlilmpuan manajemen ekspor penting lnformasi pnsar yang potensinl 

.,_ -
9 I 7 I 5 I 3 3 I 5 I 1 9 

7. Untuk menanggapi strategi l3PEN -- "Meoingkatkan JUoektifitas Kegfatan Market Intelligence (analiSll 
pasar)~, stmtegi mana yang lebih peuJinJY'efektifuntuk tlilaksanakan oleh UKM? (lingkarilab). 

Strategi UKM: Lebih pe1lting meningknl~a:n Sama Suategi UKM: Lebih penting memllsuld pnsur 
kemamplilln mannjcmco ekspor penting asing yang potensial 

<- - -
9 I 7 I 5 I 3 3 I s I 7 9 

K Untuk mcmmggapi srmtegi Bf'EN --- "Mcningkatkan Efektil1h1s Kcgiatnn Market Intelligence (annlisa 
pasar)", slrategi mana yang lebih pcntinglefektifuntuk dilaksaoakan oleh UKM? (lingknrilah) 

Strategi UKM~ lcbih peotiog mc!akuknn Sanm Strategi UKM: lebih penting mengump\!lkan 
promosi produkJjasa penling informasi pa:sar yang poteosial 

-E-----~----·--- ··--~~~-----·--> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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(CuntimteJUr appendix- 8) 

9. Umuk m<:nnnggapi S!nu~:gi BPEN ~·· ''Mtningkntkan Erek1ilihts Kcghlt~1n Mllrkct lntdligt·ncc {analisn 
(Ji!Sar)'' stmleg.i mnou vang lebih pt:minw'cfektlfuotuk dilnh11tltlkan olch UKM'1 (llngk;1rihth) 0" - - -

Suategi U~M: Lebih pcnting melnkukan Sam a Sltal!;!!LUKM: Lebih pen1ing memasuki pas;.~r 
ptommd produkljasn penting asing yang potensiul 

<-- ------ - -- -------~~~-t 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

10. Untuk menanggapi strntegi BPEN ·- "Mcningkatkan EfekUfitas Kcgiaian Markrt Intelligence (analisa 
pasar).,. stralegi mana yang lehih pentinsfefektif untuk dllaksanaknn oleh UIQ.i? {lingkarilah) . - -

Strategi UKM: Lebih pcnting mcngumpulkan Sama Strntegi UKM: lebih pen1Jng memasuki pasar 
inronnasi pusar yang potensiat penling asing yung pc!cmoial 

- ---;. 

9 7 I 5 I 3 3 I s I 7 I 9 

-
BPEN Menyclenggarakan Promosi 

Produk <lan Jasa Indonesia 

-::.:::- I -.:::.::: 
S!rat!:gi QKM StO!ISS! J.lKM atratm !.!KM atraiegiQKM S!r:n!ggi UKM 

Mclakulmr: Me:ningkatkBn Me:l&kukail M<mgttmpullmn Mcmar;uki 
P1lngembang;m Ke:mampwm - lnformasll'aSllr P;umrAsing 

Produk Mnn~emcn Produk/Ja:m Potensial yan& 'Pote:nsial 
{termasuk dis.lin 

pruduk dan 
Ek>p<>< 

packaging) 

Strut;.•t!i UK~1 

1. Untuk menanggapi s!mtcgi BPEN -- "Menyetenggarakan Promvst Produk dan Jasa Indonesia", 
Slmtegi mana yang lebih peolinglefektif untuk dilaksanakan oleh UKM" (Jingkarilah) 

Strntegi UKM: Lebih penting melakukan Soma Strateci UKM: Lebih penting meningkntbn 
pengembangan produk {termasuk disain penting kemampWlrt manujemen ekspor 

produk dan packaging) 

---> 

9 7 I 5 I 3 3 I 5 I 1 I 9 

2. Untuk menanggupi strniegi BPEN - .,Menyclcnggarakan Promosi Produk dan Ja.~a lndonesi:~ .. , 
strnlegi mana yang lebih pentinglefektif untuk dilaksanakan oleh UKM? (lingkaril<!lt} -

~trategi UKM: Lebih penting melakukan Siuna :£tr.llegi UKM; Lebih penting mclakukan 
pengembangan produk (tennasuk disain peoting promos! produk/jusa 

prod1.1k dan packaging) 

<---- - -- _____________ __, 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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3. Untuk ml!nunggapi slmh!gi BPEf'..: ~-- "Mcn~·dcnp:wtntkan Pn1mosi Produk d:m 
stm!cgi mnru1 yang lebih penling/ctCkiifLI!l!uk dilnks<umkan olch UKM'! (lingkurilahl. 

J:tsa Jntlone.sia"'. 

Smuegi UKM: Ubih pcming noclnkuk;w Sr111m Smttegi UKM; Lebih p~nling mengilmpulkan 
p~ngembangan pr('lduk (!emmsak tlisain pendttg iufonnasi posnr yang p01cnsi111 

produk dan packaging) 

<-- -
_________ ,. 

9 I 1 I 5 I 3 3 I 5 I 1 I 9 

4. Untuk mennnggapi strategi BPEN -~ "Menyclcnggarakan Promosi Produk dan 
smnegi mana yang Jebih pentinsJefektiftmmk dilaksnnakan oleh UKM? (lingkarilab). 

Jnsa Indonesia", 

Stra1egi UKM: Lebih penting melt~kukan $;una Slmteui UKM: Lebih penting mcmnsuki pasar 
pengembangan produk (lcrmasuk disllill pcnting using yang poteosial 

produk dan packaging) 

9 7 I s I 3 3 I 5 I 7 9 

5. Unwk menanggapi strnlcgi BPEN ~-· "Menyclcnggarat.an Promosi Produk dan 
stt3tegi mann yang !ebib pemingJefekti f untuk dilnksanaknn oleh UKM'! (fingkarilah}. 

Jasa 1ndonesia". 

S!rntegi UKM: Leb!h penting meninglwtknn S;~.ma SJrategi UKM: Lebih penting mcl.-1kukan 
kemampuan manajemen ekspor pent ins; promosi produktjasn 

- ... 
9 1 I s I 3 J I s I 1 I 9 

6. Untuk menanggapi strn!egi BPEN ~-· "Menyelenggnrakan Promosi l"roduk dan Jasa Indonesia'\ 
strntegi mana yang lcbih perttinglerektif ontuk dilaksanakan oleh UKM? (lingkarilnh}. 

Strategi UKM: Lebih penling meningkntklln Suma Strnl;;gl UKM: Leblh penling mengumpulkan 
kemampuan manajemen ekspor petlling in(ommsi pasar yang po!cnsial 

.... 
9 7 I 5 I 3 3 I 5 I 7 I 9 

7. Untuk menanggapi strai.Cgi BPEN ··~ "Mcnyelenggarakan Promosi Prnduk dan Jasa Indonesia", 
strategi mana yang lebih pentinglefektif untuk dilak:mnaknn old! UKM? (lingk:trilah}. 

_fu.~»tegi UKM._: Lebih pen1ing meningkatknn Stml.1 S!mtegi..UKM: Leblh peming mcmt~suki pasar 
kem<tmpuan manajemcn ekspor penting using yang potens!at 

<(-----------~-- ------------~ 

9 I 7 I 5 I 3 3 I 5 I 1 I 9 
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(Cuminuej(w Upfu:ndix - 8) 134 

S. UrHo.~k memmg:gupi ~;.r.ategi BPE~ ••• "Mcnyelcnggataknn Promosi Produk dan 
J>trutegi mann yang kbih pcmingl<!fektif untuk r.lilaksanakan oteh UK}.i? (lingkari!;1h). 

Jasa J ndonesia", 

~Jmh!gi !JKM: Lebih pcnting me!akukan Sama Smnegi UKM~ Lcbih pen!ing m~ngumpulkan 
promosi prodllkljasn pcnting infonnasi pi!Sar yang pnlensiJJI 

+----------- ---------> 
9 l 1 I 5 I 3 l I $ I 1 I 9 

9. Untuk menanggapi slrolegi BPEN - "Menyelcngga:rakan Promosi Produk dan 
sttategi mana yang lebib penlinw'efektifuntuk dilaksanakan oleh UKM? (lingkarilah} -

Ja~m Indonesia"', 

Stmtegi UKM: Lebih pcntlng melakuknn Saw.a Strategi UKM: Lcbih penting memasuki pasar 
prornosi produk.ljosn penting asing yang: potcnsinl 

9 I 7 I 5 I 3 3 I 5 I 7 9 

10. Untuk mennnggapi strulcg! BPEN -~- "Menyclenggarakan Promosi Pruduk dan 
stralegi mann yang !ebih pentingtefek(ifuntuk di111ksanakan ofeh UJU.'f? (lingka.ri!:th) 

Jasa Indonesia", 

Slrategi UKM: Lebih pentlng mengumpulkan Sarna S!rntegi UKM: Lebih penting memusuk! pasar 
infonnasi pasur y.ang putensial penting asing yang pol~nsial 

9 l 7 I 5 I 3 3 I 5 I 7 9 

,\<lcnglmd;tpi kt•t!dala/ p~lnang Stratcgt UPf.N 

BPENTidak Melekukan Apapun 

~ ~ 
StrafgJ:j UKM S!Ull!:iii UKM ~ Slr.!!~i J.!KM §lm!~ 
Mclakuknn Meningkatkan Mclnkukun Mengumpulkan Mcmasuki 

Per~gcmbrmgnn Kemampuan Promosi lnformasi Pasnr Pa:mr Asing 
Pmduk Mannjcmcn f'rodukjJIIS11 Pullmsial ynns Polcnsial 

(t4!tmasuk disafn Ekspor 
produkda.a 
paclwg'ing) 

1. Untuk mcoanggapi slrrllegi BPE:-.1 ~-~ ,.Tidak Melakukan Apapun"', strategi mnna yang le:bih 
penlinglefektif untuk dfl;~ksanakao oleh UKM? (lingkarilah), 

Stmtegi !J_KM: Lebih penttng melnkukan Sum a Strnteg! UKM: Lebil1 penting meningkatkan 
pengembangan produk (tcrm.asuk dtsain penting kem:.lmpuan manajemen ekspor 

produk dan p;~ckaging) 

+---------- --------> 
9 I 7 I 5 l 3 3 I 5 I 7 I 9 
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2, Untuk nle'll<lllgg.npi strme~i BPEN •·· "'Tid:1k l'rlelakuknn 
penting!efi:ktif untuk tlilaks.J.nak:nn olch UKM'! ! lmgkari!ahl. 

Apapuu". strateg:i m;:~na yang: lebih 

Strategi U.I:<M: Lebih pen1ing melakukan Sam<t iitm_tcgi UKfvl: Lebih pen1i11g melakukan 
pengembangan pruduk (tenna..,uk disain peming promo.si pmdukljasa 

produk doll\ packaging} 

<--- - -- --- -> 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

3. Untuk menanggnpi s!rategi BPEN --- '"Tidak Mclnkukan 
pentinglefektif untuk dilaksanukan oleh UKM? {lingknrilah). 

Apapun", strnlegi mnn11 yang lebih 

Strtllegi UKM: Lebih peming melakukan Sam a Strulegi UKM; Lebih penting mengumpu[kan 
pengembangan produk (lunnasuk disuin penting infonnasi pasar yang potcnsin! 

produk dun pn<:kaging) 

<-- - -+ 
9 I 7 I 5 I 3 3 I s I 7 I 9 

4. Untuk menansgapi slrategi BPEN -- .,Tidak Melakukan 
pentiog/efcktifuotuk diluksanakan oleh UKM'! (lingkarilnh). 

Apapuu". strotegi Jmlilll yang lebih 

Strategi UKM: Lebih penling melakukom Sama $tralcg[ UKM: Lcbih peming memasuk.i pas:ar 
pengembangan produk (tetmasuk disala peming asing yang polensin.l 

produk dan packaging) 

9 I 7 I 5 I 3 3 I 5 I 7 9 

5. Untuk menanggnpi strategi BPEN -~- .,Tidak Mclakokan Apapun", strategi mana yang lebih 
pcntinglefektifun!uk dilttksanaknn oleb UKM? (lingkarilah). 

Strateci UKM: Lebih pen.ting meniogkntkan Soma S!rfllegl UKM: Lebih penting melakukan 
kem11mpuan manajemen ekspor penting promosi produk/jasa 

<-- --
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

6. Untuk menanggapi slrnlegi BPEN -·· "Tidak Melnkukan Apnpun", strategi mana yang lebih 
pcnting/efeklifuntuk dilaksmlakan oleh UKM? (lingkari!ah). 

StratcgJ UKM: Lebih penting: meningkatkan Sama ~ltcgi UKM: Lcblh penling mcngumpolkan 
kemampmm m>lnajemcn ekspor perniog informnsi pasar yang potellSi<tl 

'li---~~------~--- --~------------> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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7. Umu~ mcnang.gapi ~lnlll:g:i !WEN ~-· "Tidi!k Mclnkukan Apapnn''. stral.:g1 nmna yang lcblh 
JWHing!cfcktif unw~ di!nk~>tnitk<tli olch UKM'! !lingk;~ril;lh). 

Stmtcgi UKM: Lcbib pcnting mcningkatkitn Sama Strm.:"i liKM: Lchih pcnting memasul:i pasar 
kcrnampmm m:mnjcmen ckspcr peming using yang polcnsia[ 

(------~------- -- - - ---> 

9 I 7 I 5 I 3 J I 5 I 7 I 9 

S. Umuk memmggapi strategf BPEN ~~~ "Tidak Mclakukan Apapun". strategi mana yang lebih 
pentinglefektifuntok dllaksanabn oleh UKM? (!lngkari!ab}. 

Stratcgi UKM: Ll!bih penting melakukan Sama S1ra1egi UKM: Lebih peming mengumpulkan 
pronwsi produk/jasa peming infurmasi p<~snr yang potensial 

-+ 

9 7 I J 3 I 5 I 7 I 9 

9. Untuk menanggapi strategi BPEN - "Tidak Melakukan Apapun", straregi mnna yang lebih 
pentingfefeklif untuk diluksanakan o!eh UK..\1" (lingkarilah) 

S!rategi UKM: Lebih penting melakukan So. rna Strategi UKM: Lebih penring memasuki pasar 
promosi produlvjasa penting asing yang potenslal 

- -9 I 7 I 5 I 3 3 I 5 I 7 I 9 

!0. Untuk menanggapi strnl.egi BPEN ·~- "'Tidalc Melalwkan Apapun .. , strntegi mana yang lebih 
penttngtclektil untuk ditnksnnakan oleh UKM'! (!ing:karilab), 

Stra!egi UKM: Lebih pentlng mengumpulkan Sarna Straoegi UKM: Lehih pcnling memasuki pasar 
informasi pnsar yang potensial penling asing yang potensial 

9 7 I 5 I 3 3 I 5 I 7 9 
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V, Kuesioner Gagiun 3- Pe:rranyaan Umum 

L Kondisi perusahaan anda saa! sekarnng 

• Nitai penjualan rata-rata perrahun : Rp. 

~ Nilai ekspor rata-rata pertahun: Rp, 

2. K.e negara manakah lujuan ekspor perusahrum anda : 

3. Faktor apa sajakah yang mengbambat pengembangan ekspor perusaluien anda? 

4, Faktor apa sajakah yang mendukung pengembangan ekspor perusahaan ando? 

IH 

5. UniUk dapat meningkalkan volume ekspor perusahaan andn, strategi atau earn apa sajaknh yang pernah 
anda laksanakan? 

6. Dalam upaya meningkatknn volume ekspor perusabaan anda tersebut. pibak~pihuk atau lembaga 
pemerintah mana sajakah yang telah memberikan dukungan secara intensif? Dalam bentuk apakah 
dukunga:n tersebut diberikan? 

7. Dalam upaya meningkatkan volume ekspor perusahaan anda, apakah BPEN te!ah memberikan 
dukungan yang sesuai dengan harapnn anda? 

Jikalau sudah, dukungan dalam bentuk upakah yang Anda rasnklln sangat membamu? 

Jikalau belum, dukungan dalam bentuk apakah yang anda hnrapkan dati keberadnnn BPEN? 

----- Terima kosi/, alas partisiptrsi Amla -----
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APPENDIX 

Ap[Jendt):- 9- Quessionaire for NAFED Perspective 

Survey 
Peningkatan Kinerja Ekspor 
Usaha Kecil Menengah di Indonesia 

' ·.' ' 

Contact 1x:rsmt: 

Sulistyono 

TdpJ021) -7/IIXXXX 

Hr. !iRI7.15.XXXX 

E-!li,Ji!. lee.lhm(ti-gm;.!iLcnm 

tee _onll2(ti_:yalm~) cum 

13& 

'--. 

·< ·. 
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(Cu!llillltt:'}hr appemli.r 9) 139 

Data Responden • 

Mohon rliisi mc:ngenai d;tl.a pr!b:tdl t(.>sporttlcn berikut ini; 

1, Nama Responden 

2, Alamat Rumah 
-·--·--------~---------

Kodepos: 

3. Telpon!Fa:o: 

4. Usia Respondcn tahuo 

5. Pcndidikan temkhir 

a. SDJSLTP D b.SLTA D c. Dl/Dl/03 0 
d. Sl 0 e. S2 0 e.S3 0 
f lainnya (sebud:an) 

·-·--

--·-
6. Pckerjaan 

a. PNSITNI D b. Karyn.wan Swasta 0 c. Wiraswasttt D 
d. Buruh/tani 0 e. 1bu Rumah Tangga D e. Mahasiswl;l/Pelajar D 
[ Pensiunan D g. Lainnya {sebutkan) 
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KncsionCI" Untuk BJlf:N 

"Peni a tan Kine ·a Eks or UKM Indonesia" 

Dad Scgi Keot:nlingan dan Sfntlet!l BPEN 

L Latar Bclakang dan Tujuan Pencliti:m 

Dukungnn ekspor terh:tdap perekonomian Indonesia Oebernpa tahun terakhir ini terus mengnlami 

peningkatan. Mcnyowli peran ekspor, mo.ka pembahasan tidak akan l.cpas dmi ekspor Mn migns yang 

merupakan tulang punggung ekspor Indonesia" Dalam slruktut ekspor, komoditi non migas sccura konsisten 

menyumbang leb!b dari 75% !erfmdap total ekspor Indonesia dalam beberapa tnhun lerakhlr, Karenanya, 

pemerintah secara intensif terus berupaya untuk mendorong pengembangan ckspor non mig.'IS melalui berbagal 

kehijakannya. Antara lain melalui keberadaan dan pemn Badan Pengembangan Ekspor Nasiona! (BPEN}, 

Seperti disebutkan dalam profilnya, BPEN yang berdiri pada Lahun 1971 dengun muna lembagu 

Pengembangan Ekspcr Nasional {LPEN) ini dihampkan rnampu memberikan dukungan dalum mcmposisikan 

produk dan jasa nasionnl sehingga m.ampu bertahun di ten gab kompelisi pasar global. Berdas:ar pada Kcputusun 

Menteri Pcrlndustrian dan Perdagangan No. 29t:Mf'PJSK/2/!996. BPEN memillkl tugas pokok untuk 

melak.snnakan koordinasi dan pembinaan dibidang pengembangau ekspor nasio.nal. lebih lanjut dijelask;m pula 

bahwa vis! BPEN nda!uh mewujudkan daya saing global produk non-migas Indonesia dan menin~,;katkan pernn 

ekspor non-migas untuk memacu pcrtumbuhan ekonorni nasional. Melihal tugas dan fungsinya tersebut, dapat 

dikatakan bahwa 8PEN, scbagai organisasi }lang juga dikenal dengan istilah Trade Promotion Organization 

(TPO}. memiliki peran strategis dulam memberikan daya dukung lerhadap peningkntan kinerja ckspor nasionnl. 

Kembali dlka.itkan dengan dukungan ;:!lcspor terhadap perekonomian Indonesia, berbagai knjian 

menyebutkan bahwa terdnpat ketlmpang:m da!11m kontigurasl ekspor nasional, yaitu peran UKM sebagai sektot 

yang memegung porsi sekitar 99% dnri total usnh<~ di Indonesia ternyata masih belum marnpu memberikan nilai 

konstribusi yang signifikan. Hal ini tentunya· patut menjadi perbatian BPEN sebagai lembaga yang berada di 

garda depan pengembang.1n ekspor Indonesia. 

I. Peiunjuk Umum Pengisian Kuesiuner 

Skala Persepsi 

Nifai Skala 
Delinisi 

(berdasarkan tingkai kepentingan} 
Penjelmmn 

Dua scrntcgi yang memiliki tingkat 
Ked'ua clemen samu pentingnya -~- , _,_ 

------,--+~k~e'-"''~"~'~in~g~·~n2x~·n~g~a~a~m~a~~~,ha~d~aY.P~';''~·~·~·"",~"~""c--+ 

3 
Elemen yang satu sedikit lebih 
penting daripada elcmcn yung lainnyn 

1-,---+--
J 

1 

Elemen yang satu lcbih penling dnri 
pada clemen luinnya 

Satu elcmcn jela'> lcbih pcntingdari 
pada elemen l11innya 

Snategifkegiatnn yang satu memiliki tingkat 
kepenlingan yang sedikit lebilt tinggi dari 
strategi/kt::giatan yang lain 
Strategi/kegiatan yang salu memi!iki tingkat 
kepenlingan leblh linggi dari strategi!kcgi<I!an 

I yang lain 
Slmlegi/kegia!an yang satu memiliki tingkat 
kepcnlingan yang jauh febilt ringgi dari 
str.ucgilkegialun }'<1lllf lain 
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(Continue.fOr appendix - 9) 141 

~··--··--ri;-,-,.-,-,-el~~-cn_j_d_a;--sa-n-ga-t p-e>-lli-ng-· ---~ :SI-,.-.. -g-ilke-g-ia_'"_n __ y_a_o_g -s~hl memiliki tingbn 

9 (sec;mt motlak) dari padn elcm-eu kcpe:mingan yang motlak !cbih tinggi d.1ri 
lainnya \i!rategilkegiamn yang Jain 

C€1ntoh pengisian bilft dipilill nilai 5 (!i scbelab kiri 

Lebih penting meningkatkan ekspor UK/1..1 Sama lebih peming meningkatkan daya sning dan 
melalui promosi dagang pe.nting brand image produk UKM 

<-~ -> 

9 I 7 I( 5 ll 3 3 I 5 I 7 I 9 

'---"" 
Bila dipitih 5 di kiri (difingkari) artinyu meningkalkan ekspor UK..\1 melalui promosi dagang S kali lebih 
penting dari pada meningkalkan duya saing dan brand image produk UKM. 

II. Kuesioner Bagian I - Tujuan dan Stralegi BPEN 

Tujuan Umum BPl~N 
(Meningkatkan Kincrja Ekspor UKM Indonesia) 

-------- -------b-teningkatnya Mcningkatnya: Daya T<:Niediatt}'a 

""'"""'KJ\1 Saing dnn Brand Informll1li Pasar 
Mehllul Promosl hn111ge Produll UKlf-f Potensial ynng ,.. .. Kompl'ehensif 

Petunjuk Pengislan; 
Ungka.rilah sebuah. ongka saitt dibawah ini yang mencenninkan kepenlingnnnya 

U,ntuk Tujua11 Urnum BPEN meningkatknn klnerja Ekspor UKM Indonesia:, maka lingkatllah sf!btmll 
augka soia dibawab ini y.mg mencerminkan tingkat kepentingannya 

Lebih penting meningkalkan ekspor UKM Sarna Lebih pcnting mcningkatknn daya S<~ing 
melalui promosi daga:ng penting produk dun brand image produk UKM 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

Lebih penting mcningkatkan ekspor UKM Sum a lebih penling menyediakan informasi pnsar 
melalui promosi dagang penting po!ensial ynng komprehensif 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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Lebih penting meningkatkan daya saing Sum a Lebih penling menyedinkan in!Ormasi pnsar 
prod\lk tlan brand irrmge produk UKM pen!illg potensi:~f yang komprebcnsi r 

9 I 7 I 5 I J ) I 5 I 7 I 9 

Tujuan lJnmtn BPEN 
(l\1cnint!katkan Kin(•t•ia Eksnor (JK!\'1 Indonesia) 

-1 ------
Meni.ngk;atnya Ek.'>por 
UKM Melalui Promosi. 

Dagang 

/~ 
Mclaksanakan Menytlcnggatakan Mcningkol!lum Menyelcnggar.U:a 11\Jak Mclaku\(.an 

Koordinnsi unluk Kunsultm:i llisnis Eflilktivitas ' Ap;.~puf'l 

Pcnyusun1m d11n Pclntihilll Keglutall Mlarkct Prom().Si J>roduk 
Prugmm Marmjemcn lnll;llll~liO! danJnso: 

Pengcmbangan ""'"'" (Ans.lis.l Pas.ar} Indonesia 

"'-

Berdt!.S#rkan bagan hlrurki di alas, bandingknnlah tingkat kepentingan dari masing~masing tujuan ainu 

altematif stralegi yang dilaksanakan oleh BPEN dalam upaya meningkatkan ldnerja eks:por UKM dj lndQnesia 

dengan menulisknn nilai sPSuni ranking yang nda padu panduan skaln persepsi. 

Perbagdingll!! tingly!f kepegtini!BU antar aUernatif 

1. Untuk Tujuan Umum BPEN mcningkatkan kinerja Ekspor UKM indonesia kbususnya Untuk 
Mcningkatnya Ekspor UKM Melalui promosi Dagang, altematif mana yang lebih penting harus dlcapni 
oleh BPEN? (llngkarlluh ). 

Lebih penting melnksanakan koordinasl Sama Lebih penting menyelenggarakan ko.11sullasi 
penyusunan progrnm pengembangan ekspor penting bisnis dan pelntihan manajemen ekspor 

9 7 I 5 I 3 3 I 5 l 7 9 

2. Untuk Tujuan Umum BPEN meningkatkan kinerja Ekspor UKM Indonesia khususnya Un!Uk 
Meningkatnyg: Ekspor UKM Mcfaloi prnmosi Oagang. allernntifmana yang lebih pentlng harus dicnpai 
oleh BPEN? (lingkarilah ). 

Lebib penling melaksanakan koordina."i Sarna Lebih penting meningkalk!ln efektifitas 
penyusunan program pcngembang:m ckspor penling kegiulan market inlclligence (analisa pnsar) 

<---- ----> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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3. lln!uk Tuju:tn tJmum !WEN mcniugkn!kan kincrja Ekspor UKM lntlonrsi:~ khusu~ny;1 Unwk 
l\1~ninglmln;nt El\spur UK M Mdalui pmmosi Oagang, all!!mtlli f lll<mu, ynng lebih penting fwrus di\::1p:1i 
ukh !WE;-.J"! (1ing:ki1rilnh ). 

Lebih pcnti11g mdaksan:thlll kooffiiJWsi Suma lebih 11cnting mcnyekngg11raknn promosi 
f!C!Jyu~urum progtmn p.:ngt:mhangan ekspor peming rroi.luk dan j;tsa indonesia 

...... ----~-------------- -----~~--------+ 

9 I 7 I 5 I l 3 I 5 I 1 I 9 

4. Unluk Tujuan Umum BPEN meningkatkan kinerja Ekspor UKM Indonesia khususnya Untuk 
Meningkatnya Ekspor UKM Melalui promosi Da~ng, altcmalifnmna yang tebih penting hams dicapai 
oleh BPE.N? {lingkarilah }. 

Lebih penling melaksanakan koordinasi Soma Lebih penting tidak mc.lakukun npapun 
penyusunan progmm pengembungan ekspor penting 

<- .. -- .. __, 
9 I 1 I 5 I 3 3 I 5 I 7 I 9 

5. Un!ult Tujuan Umum O:PEN meningkatkan kincrja Ekspor UKM Indonesia khususnya Untuk 
Meningkatnya Ekspor UKM Melalui promosi Dagang, allematifmana yang lebih pentlng lmrus clicapai 
oleh BPEN? {lingknrilah }. 

Lebih pentlng menyclenggnraktm konsultasi Sama Lebih penting mcningkutbn efcktifitas 
bhmis dan pelatihan mnnajcmen ekspor peming kegintan mnrket intelligence (analisa pa~ur) 

--
9 7 I 5 I 3 3 I 5 I 7 9 

6. tJntuk Tujuan Umum OPEN mcningkatkan kincrja Ekspor UKM lndon~sia khususnya Untuk 
Meningkafnya Ekspor UKM Melalni promosi Ongang, atlematifmunu ynng Jebih penting harm; dicapai 
oleh BPEN? (lingkarilah }, 

Leblh penting menyclenggnmkun konsultasi Sam:l lebih penting menyelenggnrokan promosi 
bisnis dan pelatih<m man:Uemen ekspor penting produk dan jasa lndoncsi;:t 

. . -> 

9 7 I 5 I 3 3 I 5 I 7 I 9 

1. Untuk Tujuan Urnum HPEN mcningkatkan kinerja Ekspor UKM Indonesia kbususnyn Umuk 
Mcningkatnya Ekspo-r lJKM Melahd promosi DagMg, a!lernntif manu yang lebih penting harm; tlicapa! 
oll;;h BPEN'~ (lingkarilah ). 

Lebth penting mcnyeleoggm"ltknn konsultm;i Sama lebill pen!ing tiduk mcl.1kukat1 llpi"lpun 
bisnis dun pclalihun mamyemen ekspor penting 

~------------~M-- ------------~~ 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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8. Untuk Tujuan Umum OPEN meutngkatk;w kincrjo1 Ekspor UKM lndom.-sia khusw;nya Untuk 
Meningkatnya £kspor UKM Melalui promosi D!lg;u1g. :!l!crnnlifmanu ynng lcbih pcntlng harus dicapai 
oh.!h BPI!N'! {hngkarilah ). 

Lebi!t penting r,1cningkatkan efektifitas Sam.1 I Lcb!h pcnling mcnyelenggurakttt) pmmosi 
kegimun market intelligence (annlisa pasar) pentlng pmduk dan jnsa lndonesin 

>f------- ---- -> 
9 I 7 I 5 I l 3 I 5 I 7 I 9 

9. Untuk Tujuan Umum BPEN tneningkatkan kincrja Ekspor UKM Indonesia kbususnya Untuk 
Mtningkatnya Ekspor UKM Melalui promosi Oagang, ahcrnalifmana yang lcbih penting haros dicapni 
o!eh BPEN? (lingkarilah ). 

Lcbih pc:nting meningkatkan efekllfiw.s Soma Lcbih pen1ing liduk melnkukan apapun 
kegia!an market intelligence (analisa pasar) pe-nling 

<-

9 I 7 I 5 I 3 3 I 5 I 7 9 

HJ. Untuk Tujuan Umum BPEN' meningkatkan kinerja Ekspor UJ<M Indonesia khususnya. Untuk 
Mcningkatnya Ekspor UKM Melalui promosi Oagang, altemntif mona yang lebih penting hams dicapai 
oleh BPEN? (lingkarilah ). 

Lebih pentlng menyelenggarakan promosi Sarna Lebih penling tidak melakukan apapun 
produk dan jasa Indonesia pet~ting 

9 7 I 5 I 3 3 I 5 I 7 9 

Tujuan Umum BPEN 
(Meningkatkan Kincl'ia I·:k.sJJOr UICM Indonesia) 

Meningkabtya Daya Saing 
dan Brand Image Produk 

UKM 

~ ~ 
MclaksanJkan Mcnyelrnwrnkan Mcningkutkan M~l>yclcnggomkan Tidak Mclaltuknn 

Koorditmsl untuk Konsul!osi llisnis EiektMtas Promooi Produk Apnpur; 
f'l:n}1'6llllnn dnn Pcbtibnn Kcgi~t;m ~1arkcl dnn Ja5a Indonesia 

Progrnm Manlljemt:n l?.kspot Jntcllig~nce 
Pcn~;.embttllgnn (Analis.ll'u5:ar} 

RhfVIl" 

Derd<~sarkan hagan hirarki dl atas, b-undingkanlah lingkat kepentingan dnri m:~sing·masing tujuan atau 

alternalif slralegi yang dilaksanakan olch BPEN dalam Up;!y.t mcningkatkan kinerja ekspor UKM di Indonesia 

dengan rucnulisknn nilai se.su:1i mnking yang ada p;tda pandu<tn slmla persepsi. 
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Perbnndingan tingk:lt kenentiugan anlllr allerrl<llif 

L Uutuk Tujunn Umu1u IWE.~ meningklltk:HI kiuerjn EkspQr Ul\M lodonesin khtrswmya Untuk 
Meningkatnya Oayll S:1i11g dun Brand Image r•roduk UKM, alt~m;llif m;m:; yaJlg kbih pcmiog. h;trus 
d!capai ol¢11 BrCN? (lingknri!uh 1. 

Lebih pcming md;tk:>anuk;m kuordin<lsi Sama Lebih pcnling nlltnydellggaruk:ui kunsulwsi 
penyvsunun program pengemb:mga11 ekspor pcmir1g bisnis drtn pclulihan manajcmen cks1mr 

<------------ ---------+ 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

2~ Untuk Tujuan Umum OPEN mcningkatkan kincrja Ekspor UKM Indonesia khusuSJI)'fl Untuk 
Mcningk;Unya flaya Saing dan Bn:md Image Produk UKM. alternalif mann yang !ebih peming han1s 
dieapai oleh SPEN? (!ingkttrilah }, 

Lebih penting melaksanakan koordinasi Sam• Lebih penting meningkatkun efeklifH<I!i 
penyusunnn program pengembang.an ek.spor penling kegialan market intelligence (unalisu pasar) 

<-------~-- --~~---+ 

• I 7 I 5 I J 3 l 5 I 7 I 9 

3. Untuk Tujuan Umum BPEN meningkatkan kincrja Ekspor UKM Indonesia khususnya Umuk 
Meningkatnya Days Ssing dan Brand Image Produk UKM, al!ematif mana yang lebih pellting h<.~rus 
dicapai oleh BPEN'! (liogkarilah ), 

Lebih penting melaksannkan koordinasi Samn lebih penting menyelengg,o.rakan promosi 
penyusunan program pengembangan ekspor penting produk [f<m jasa Indonesia 

<--

9 I 7 I 5 1 3 3 1 5 I 7 I 9 

4. Untuk Tujuan Umum OPEN meningka~kan kinerja Ek.'ipor UKM Indonesia khususnya UJ'Ituk 
Meningkalnya Daya Saing dnn Brand Image Produk UKM, altematif mana yang !ebih penting harus 
dica.pai oleh BPEN? (lingkarilah ), 

Lebih penling melaksanukan ko(}rdinasi Sarna Lebih penling tidak melakukan a:papun 
penyusunan program pengembangan ekspor pcnting 

---- --
9 7 I 5 I 3 3 I 5 I 7 9 

5. Untuk Tujuan Umum BP'EN meningkntkan kinerja Ekspnr UKM lndoHesia khususnya Unwk 
Meningkatnya Day,, Saing dan Brand Image t'roduk UKM, allcrn:uif nmna yilng lebih penting hnrus 
dicupai o!eh BPEN? (lingknri!:th}. 

Lebih penting menyelcnggarnkHn kons:uhasi Sama Lebih penting meningkatkan efektHitas 
blsnis dan pclatihun manajemeo ekspor pen1ing kegi:lt<ln m;trket imelligcnce {nnnlisa piMUtr) 

+------------ ---~------------~ 

9 I 1 I 5 I 3 3 I 5 l 7 I 9 
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6. Untuh Tujuau Umum (JPEN meningka!knn kinl•rj:l Ekspnr UKM lmJonesin k!wsusny;< Unh:k 
Mcningkafnya Dayu S;\ing d1cu1 Bnllld Jmagc Prnd111\ UKJ\1, nhernalif mana yang kbih peming h;!rtls 
dicapai oleh BPEN? (tingk<~rilnh ). 

Lebih penting menyelenggarakml kunsulmsi Sumn Lebih penting menyelenggarnkan pwmosi 
bisnis d<:~n peimihan maoujemen <!k~l'tlt renting produk dnnjasa lndortesiu 

~~------ ------.lo 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

7. Untuk Tujuan Umum BPEN meningkatkan kincrja Ekspur UKM Indonesia kbususnyn Untuk 
Meningkainya Days Saing dan Brand Image Produk UKM. ahematif mana yang lebih penting hnms 
dicnpal oleh BPEN'? (lingk.arilah ). 

Lebih penting menyelenggarakan konsultasi Samn Lebih penting lidak melakukan np<~pun 
bisnis dan p;:llatihan manajemen ekspor penting 

.... 
9 I 7 I 5 I l 3 I 5 I 7 I 9 

8. Unlllk Tujuan Umum BPEN meningkatkan kinerja Ekspor UKM lndnnesia k.hususnya Untuk 
Mtnlngkatnya Oaya Saing dan Brand Image Produk UKM, altemalif m;lna yang lebih penting hams 
dicapai oleh BPEN? (11ngkarilah ) . 

Leblh penting meningkatknn efekfffitas Sama Leblh penting menyelenggucakan promosi 
kegiatan market intelligen-ce (anatisa pas,.r) penling produk dan jasa Indonesia 

9 7 I 5 I 3 3 I 5 I 7 9 

9. Untuk Tujuan Umum BPEN mt!'ningkatkan kintrja Ekspor OKM Indonesia kh1.1Susnya Untuk 
Meningkatnya Daya Saing dan Brand Image Produk UKM, al~matif mana yang lebih penling harus 
dicapai oleh BPEN? (.lingkarilah ). 

Lebih penting menlngkatkan efektifitns Sarna Lebih penting tld.ak mclnkukan apapon 
kegiatan market intelligence {ll!Ulllsa pasnr) penting 

.... 
9 7 I ; I 3 3 I 5 I 7 I 9 

10. Untuk Tujnan Umum BPEN menh1glrn1kan kinerjn Ekspor UKM Indonesia khususny.a Umuk 
Mcningkatnya Oaya Saing dan Brand lmagc Produk UKM. altematif murw yang lebih penting barns 
dicapai oleb BPEN'< (lingkarilnh) . . 

Lebih penting mcnyelenggarakan promosi Samn Lcbih penting tidak melakukan upapun 
produk danjasa lndonesi:1 penting 

<-- ··- -- - ------ __ ..., 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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TuJuanl'mum BI'F';' 
! (\ ll"ll i11g:l>allw n Khu·1:ja EI<SIH\1" l 'h l\,.I I nd~ lllt''-i.a ) 

-Tcrsediunya lnformnsi 
PaSDr Potcnslal yang 

Kompn!hensif 

~~ 
MclilksaMimt M~:nyc!Cflggam!mn Meningkntkan Menyclcngg;trnklm Tidak Mclakulwn 

I(O!mfin~si tlrltuk Kon:su1ta.s'1 Bisnts ECekth>itas Promosl Produk i\p.lf'lll1 
Pcnyummnn dan Pdntlbor< Kf';giatan Mil.rktt dan Jas.1 lrn.fooesla 

Prngrnm Manajemen Ekspor Intclligencc 
P~bangan (Analffia hsar) 

""~' 
Ber'dasarkan hagan hirarki di alas, bandingkanlah tirtgkat kepenlingan dari masing-masing tujuan atau 

altema1if stra!egi yang dilaksanakan oleh BPEN dalo.m upaya meningk.atkan ldnerja ekspor UKM di Indonesia 

dengan menuliskan nilui sesuai ranking yang ada pada pandmm ska!a persepsi. 

Perbandingan tingkat kepentingan antBr alternalif 

1. Untuk Tujuan Umum BPEN meningkslkan kinerja Ekspor UKM Indonesia khus.usnya Untuk 
Tersedlanya lnformasi Pusar Potensial yang Komprchensif, allematif mana yang lebih penting fmrus 
dicapai oleb BPEN? (lingkarilah) 

Lebib penLing melaksa:nakan koordinasi Soma Lebih penting tncnyelenggarnkan konsultnsl 
penyusunan program pengembungan ekspor penting bisnls dan pelatihan manajemen ekspor 

... 
9 7 I s I J 3 I s I 7 I 9 

2. Untuk Tujuan Umum BPEN rneningkntkan kinerja E.kspor UKM Indonesia khus1.1snya Untuk 
Ters«<ianya lnrormasi Pasar Potensial yang Komprehensif, altemnt!f mana yang lebih penling harus 
dicapai oleh BPEN'? (lingkarilnb ). 

tebih penting rnelaksanakon koordinasi Samn Lebih penting meningkalkan efekt.ifitas 
penyusunan progrnm pengemhangan ekspor penting kegiat.an market intelligence (analisa pasar) 

... 
9 7 I s I J 3 I s I 7 I 9 

3. Untuk Tujoan llmnm BPEN meningkatkan kinerja Ekspor UKM Indonesia khnsusnya Untuk 
Tersedianya lnformasi Pasar rotensial yang KomtH"~hensir, altemutif mana yang lcbih penting harus 
dicapai olch BPEN? (lingkarilah) . 

Lebib panting me:laksnrmkan koordinasi S<1ma Lcbib penting menyclcnggarak;m promosi 
penyusunan progrum pengembangan ebpor pcnting produk dan jasa Indonesia 

<----- --------~ 

9 I 7 I 5 I 3 3 \ s \ 7 I 9 
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4. Untuk Tujuan Umum IWEN meningkr~!lmn kinnja £kspor UKM Indonesia khul>ul>nyH Untok 
Tersedirmya lnrormnsi P;1s:1r Potcllsial ~·lln~ Ko111pn•heusir. ahem;llif 11111/M yang lebih peming hnrus 
dic;Jptti nkh BPEN'' (lingkanlah) " 

Lebih penting; melaksanzkun koorditWSl Sama Lebih penting tidak melakukan apapun 
penyusunan program pcngcmbnngan ckspor penting 

+--------------- - _ _, 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

5. Unluk Tujuun Umum HPEN meningkatkan kinerja Ekspor UKM Indonesia khususnya Umuk 
Tcl'$edi:mya lnformasi Pasar Potcnsiul y:mg Komprchcn,-ir, al1emutif mttrnt ynng lebth penting haru.~ 
dicapai oleh BPEN? (lingkariluh ). 

Lebih pcnting menyclenggaraknn konliultwti S<imH l..ebih penting meningkatkan efektifitas 
bisnis dun pelallban mannjcmen ekspor pem!ng k~gialan markel inlelligence {analisa pasar) 

-
9 7 I 5 I } 3 I 5 I 7 9 

6. Unluk Tujuan Umum BPEN meuingkatkan kinerja Ekspor UKM lndonesfn khususnya Untuk 
Tersedtanya lnformasi Pasar Potensial yang Komprcltensif. altematif mana yang leb-ih penting harus 
dicapai oleh BP'EN? {lingkarilull ), 

Lebih perning menyelenggnrnkan kon:mltasi Sanw Lebih penting menyelenggarakan promosl 
bisnls dan pelatihan manajemen ekspor penting produk dan jasa Indonesia 

9 I 7 I 5 I 3 3 l 5 I 7 9 

1. Untuk Tujuan Umum BPEN mcningkalkan fdnerja Ekspor UKM lndonc.sia khususnya Uo!uk 
Tcrsedianya lnforma.si Pasar Potensial yang Komprehenslr, al!~matif mana yang lebih penting h<trus 
;;ticapai oleh BPEN'! (lingl.;ilrilah ). 

Lcbih penting menyelenggarnkan konsullasi Sam a Lebih penting tidak melakukan apnpun 
bisnis dun pelatihan marmjemett ekspor pertting 

---~-- ---
9 7 I 5 I l 3 I 5 I i 9 

8. Untuk Tujuan Umurn RrEN mcni•lgkatk.'ln kincrjol Ek:s-por UKM lndont'sia kht1susnya Vntuk 
Tcrsedianya lnrormasi f':osar l>otcnsial yang Kontprehensi(, altematif mnn::t yang Jcbih penting hams 
dtc(lpai oleh BPEN? (Hngkaril~h ). 

Lcbih penting meningknd:an efektilitas Sumn Lcbih penti11g menyelenggarakan promosi 
kegi:.u;m markel intelligence (urudis<~ pasar} peming prod\lk dan justt Indonesia 

+---------- -----~------M--·-> 

9 l 7 I 5 I 3 J I 5 l 7 I 9 
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9. Untuk Tujuun Umurn BP£.~ meningkatkan kinerja Ekspor UKM lndoue$1>! khu:>usnya Umuk 
Tersedianya lnfonnasi Pr.sar Potcnsiu! yang Komprehensif, ahernntir fllana ynng kbth pet1ting hlln.!.~ 
dicapai l!leh BPEN? (lingkarilah }. 

Lebih penting meningkutkan efekttfitns Snma Lebih penling tidak melnkukan ap<1pun 
kegiatan market in~elligcnce (nnalisa pasar) penting 

~---- - .... 
9 I 1 I 5 I 3 J I 5 I 1 I 9 

10. Untuk Tt.~juan Umum BPEN rneningkatkan klnerja Ekspo.- UKM Indonesia khususnya Untuk 
Terscdianya lnformasi Pasar Potensial yang Kornprchensif, alternatif mana yang !ebih penting hams 
dicapai oleh BPEN'! (lingkt!rilah ). 

Lebih pent!ng menyelenggaruknn promosi Snma Lebih penting tidak melakukun npapun 
produk dan jasa Indonesia penting 

... 
9 1 I 5 I J J I 5 I 7 I 9 

II, Kucsioner Bagian 2 ~ Slralegi OPEN dalam meughadapi strategi UKM 

Melihat keterkaitan antura dukungan ekspor terhadap perekonomiun Indonesia, berbagni kajian 

menyebulkan bahwa terdapa! ketimpangan dalam konflgurasi. ekspor nasional, yaim peran UKM: sebagai sektor 

yang memegang porsi sekit<lr 99% dari totalusaha di Indonesia temyata masib belum mampu memberikan nil~l 

konstribusi yang signifikan. Hal ini tentunya pntut rnenjndi pcrhatian BP£N sebagai lc:rnbaga yang bernda C:i 

garda depan pengembangan ekspor Indonesia. Terlebih apabila melihat anggapan banyak pihak yang 

menyatakan bahwa progrnm pengembangan ekspor yang selama ini diselenggarnkan o1eh BPEN belum mampu 

meningkatkan ldnerja ekspor UKM secara optimal. Dalam salah satu !apornnnya, ADB Technical Assislance 

menyebutkan bahwa terdapat banyak program pengembangan ekspor UK..\1 yang tumpang tindih antar berbagai 

kementerian dan !embagn, Solusi terdelrnt dati permnsalahan tersehut nda!ah deng<~n pemusatan semua program 

promosi ekspor di tingknt ru:tsiorml, ynitu di BPEN. 

Berdasar puda beberupa faktu di atru;, penelitinn ini aka:n memberikan penekanan terhadnp berbagni 

permasu[ahan dan slrntegi dalmn upnya meningka~kan kinerja ekspor UKM tfi lndonesin. baik yang terwujud 

mela!ui progrnm~program BPEN maupun yang dilnksanakan o!eh UKM itu s~dirL Aspek yang ditinjnu dati 

kuesioner ini adaluh penilaian expert dalam posisi scbagai b.Jginn dari aparmur pemerinlah tc.rknit dcngan tujuan 

lerniliu! di atas. 

Bagan berikut mcrupakrtn bcnlUk hirarki dari permasulnhnn dan slro~tegi BPEN da!am upaya 

meningka!kan kioerjn ckspor UKM Indonesia .. level atas merupakun nl!ematif..altematif stmtegi yaog dipilih 

oleh BPEN untuk daput mencapai kriteri<t atuupun tujm.m utamanya (goal), Hin:trki ini juga sck;:l!igus 

menggambarkan bahwa slrategi yang di!akukan oleh BPCN tersebut aknn mengbadapi, atmt mungkin juga 

berbenturan, dcngan stmtegl-smucgi UKM yang juga berkeinginan untuk mcncapai tujuan ummony:~ (level 

bmvah}. 
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" !'IIIII~ ,;~1 ,;,\I \ I!H;f!ll 

Mclala:anAknn 
1\oordlnasi enl\lk 

Pcn)11$l!l'lan 
f>rogram 

!'t:'ng;::mlmngan 

"""'" 

Mclakokan 
F'cngcmbanga:n 

Yroduk 
(tcrmasuk disain 

produkdan 

"'""""lll 

Mcn~\!!en~m·nk 
Konsultasi Disn 

d:m f'd4!ihan 
"" is 

1\lanajl'mcn F.kspo ' 

~ 

Mcningkatkan 
Kcmampuan 

Man!ljCillCO Eks '"" 

Meningkatbm 
Efekthitas 

K{'giatan Ma:tkct 
!nlelligcnre 

(Analba f'd$[1r) 

P.oy off~" lh~ry 
anlrn-<>-

BPf::Nd.emUKM 

Mclal;ukan 
Pl"t"Jtn(lSi 

Pnxiuk/Jasa 

n .• ~put· l I :>. f l I ,, Ill l•rtl"'l;l 

Menydcnggarakan 
Promosi Produk 
dan Jasa Indonesia 

r-
Mengl!mpulkan 
Infonnasi l'a5a.r 
yan{!! Ptrtensinl 

Stmtcgi IJKM untub. i\IL•niugkatl;.un Ki!E.'J·jn Eksporu\":1 
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·ndak Mvlak11lrun 
1\papnn 

Mc111~suki Pm;ar 
Asing yang: 
Potcnslal 

Setiap poin perm3SalaJm.n yang ada pada kuesioner di bagian ini, akan dilcngkapi de-ngan hir.nrki yang 

membecikan gambanm bllhwa dalnm meiaksannkan setiap attematif slrateginya, BPEN akan menghad<tpi 

s1ra1egi UK.M. Karenanya, penemunn tingkat kepemingan dar.i masing-masing slrntegi BPEN hnrus tetap 

melihnt keterkaitannya dengan strategi yang diaplikasikan oleh UKM. 

Mcnghadapi kcndala/peluang Stratcgi UKM 

UKM 1\i:elakukan Pengembangan 
Produk (terrqasuk disain produk dttn 

packaging) 

I 
Simlttsi BPEN: Sl!:i!l!ml J.!eEN: Sttlltelri BI'E~; ~1gz.! l!PEN; ~J:!!!!:g; !l£F::N: 
.Melaksrmnkan Menyelcnggarnk Mcningkatkun Mcnyelr:mggarnk Tidak 

Koordtnasi untuk ill! Konsultasi Efektivitas an PfOfn(JSI Mefal::ukan 
Penyusurnm Bisnisdan Kegiatan Murkct Produk dan Jasa Apapun 

Progrnm Pehuihan Intdllgcnre Indonesia 
Pengemlmngan Manajcmcn (Ailalisa Pasar) . .,,.,. Eksp-or 

Strategi BPEN 

1. Untuk menanggapi slrntegi UKJ\.1·- '"'Melakuknn Pengcmbangan Prnduk (tl'rmnsuk disain produk dan 
packaging)", slrategi !Thlna yang lebih penling/efektlf untuk dilaksanakrm oleh BPEN? (lingkarilah). 

Strntegl BPEN: Lebih penting mefaksanakan Sama Strntegi BPEN: Lebih pe!)ling 
koordinnsi penyusumm program penting menyelenggarakan kons:.dlasi bisnis dan 

pengembangan ekspor pe!atlhan toonnjcmen ekspor 

.,_ 
9 I 7 I 5 I l l I 5 I 7 9 
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2. Lnwk men;n41-~npi ;;lr;w:gi UKM -~- ''Melakuk:m Pcngcmb;wgml f}n1dttk (term;~suk disain produk dan 
pack11ging)"', :>!rn!cgi mana yang lebih pcntingte!Cklif umuk di1;1banuhm olch 8PEN'! (llngkari!ah), 

S!m!cgi BPEN: L-.:::hih penting mclaksanakan Sam a Strmegi BP£N: Lebih penting meningkatkan 
k(Jordiru1si Jl<.:nyusunan program peming el~klifi!us kegi:nom market iluc!ligence 

pengcmbangan ekspor tanalisa pasar) 

+----- -- -- _ _, 
9 r 7 T 5 T 3 l I 5 I 7 I 9 

J. Untuk menanggo~pi strntegi UKM --- "Melakukan Pengembangan Produk (tcrmasuk disaln produk dan 
packaging) .. , strategi mana ynng lebih penting/efektir unmk dilJI!<s.maknn olch OPEN? (lingkorilah). 

Stra!egt BPEN: tebih penting melaksarmkan Sama Stnnegi BPEN: Lebih penting 
koorditwsi penyw:unan program penling mcnyekngg;uaknn promosi produk d;mjasu 

pcngembangan ekspor Indonesia 

-
9 7 I 5 I 3 3 I 5 I 7 9 

4. Untuk mcnanggapt strategi UKM -- "Melakufmn Pcngemb;Ulgan Produk (termasuk disain produk dan 
packaging)"', s1rategi mana yang Iebib pentinglefeklif untuk diluksanulmn Q!eh BPEN? (lingknrilah). 

Strmegi BPEN: Lebih penting melaksnna:kan Smna Slralcgi BPEN: Lebib pcnling lid<~k 
koordinasi penyusuna:n program penting me!nkukan apapun 

pengembangan ekspor 

-- .... 
9 7 I ; I 3 3 I 5 I 7 I 9 

5. Untuk menanggapi stralegi UKM -- "MeJakukan Pengembangan Produk (tcrmasuk disain produk dan 
packaging)"', strntegl mana yang lebih pentingief'ektif untuk dilaks.<~nak.an oleh Bl'EN? (lingkarilah). 

Stmtegi BPEN: Lcblh penting Soma Stnl!egi BrEN: Lebih penting meningkalkan 
mcnyelenggarakan konsultusi bisnis dan penting erd:tifita~ kegial:m market inlelligence 

pelutiho.n munajemcn ekspor (analisa pasa:r) 

<-- --> 

9 I 7 I 5 I 3 3 I s I 7 I 9 

6, Untuk mem:mggapi stra!e:gi UKM w- "'Melakukan Pcngembangan Produk (lcrm!ISUk disain produk dau 
p<~ckaging)", Slralegi mana yang lebih penting/cfcktifuntuk dililkl'mnukan oleh BPEN? (lingkarilah). 

Slmtegi BPEN: Lebih pen!!ng S<tma Slrmegi BPEN: Lehih penling 
mcnye!enggnrall;un konsullasi bisnis dun penting menyclcnggarnkan p1 omosi protluk dan jmm 

pelntihan1mmajemcn ekspor Imloncsin 

~--- -n-- -- --~~~- --- -- _, 
9 I 7 I 5 T 3 ) I 5 I 7 I 9 
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7. Umuk mcmu;gg:1pi S!Wlegi UKM ••• "Mclakukan f'cngcmbang:ln Produk (lcrmasuk disnin produk dan 
JllU:'k11ghlg)" slmlcgi lll<llla vang !cbil~ pentinglefeklifunh.lk dilaks;1nalwn olel1 !WEN? (lingkadlah) . . 

Str:uegi BPEN: Lcbih.pcnting So.ma Strategi BPEN· Lebih pcnting tklak 
mcnyclenggamkuo k'lmsuhasi bisnis dan pcnting mclilkuk;m npapun 

pe!ntih;m mamtjemen ekspor 

<-------~-- -~-- -----+ 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

8. Untuk mcnang<~pi slrnlegi UKM -- "Melal\ukan Pengembangan Produk (tcrmasuk disain produk dan 
packaging) .. Sirutegi manu yang lebih penlingfefektif untuk dilaksanakan olch BPEN? {lingkarilah} ' . 

Smuegi BPEN: Lebib penting meningkatkan Samn Stra!egi BPEN: Lebih penting 
cfektifitm; kegiaran murkct intcllisence penling menyelenggarnk.on ptortto5i produk danjasa 

(ana lisa pnsar) Indonesia 

- -+ 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

9. UnhJk memmggapi strntegi UKM ~ .. Melakukan Pengembangan Produk (tt:rmnsuk disain produk dan 
paekaging)., strntegi mana yang lebih pen!ing/efektifuntuk dllaksanakan oleb BPEN" {lingkarilah) , . 

Strotegi BPEN: Lebih penting meningkatkan Sama Strn!egi BPEN: Lebih penting tidak 
efektifitas kegiatan m11rket intelligence penting me!akukan npapun 

{anatisn pnsnr) 

9 7 I 5 I 3 3 I 5 I 7 9 

10. Untuk menanggapi stmtegi UKM -- .. Melakukan Pengembangan Produk (termost1k disa!n produk dan 
packaging)., strategi mana yang lebih penting!efektifuntuk dilaksanakan oleb BPEN" (lingkarilah) ' . . 

Strotegi BPEN: Lebih penting Sama Strategi BPEN: Lebih pentlng lidak 
menye!enggnrakan promosi produk dan j:asn penting melakukan apapun 

Indonesia 

-+ 

9 7 I 5 I 3 3 I 5 I 7 I 9 
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St!))IW RPF.N: 
Mclaksanak::m 

Koordinasi untuk 
PCflyusunan 

!'rognm 
Pf!ngemhangan 

""""'' 

UKM Mc:ningkatkan Kemampuan 
Manajemeu Ekspor 

S!ml«i fiPEN: 
Mcnydenggnrnk 

llll J<onsu!tasl 
Bisnlsdan 
Pclalihan 

:Manajcmen 
Ekspcr 

; 
Kl:gia!an Market 

tntclligencc 
(Analisa Pasur} 

Stratcgi BPEN 

Produk d1111 Jasa 
IndQncsia 

Stroteg.i B?Et:i; 
Thlak 

Mclakukan 
Apapun 

l53 

I. Untuk menanggapi strntegi UKM -· "Meningkatkan Kcmampuan Manajemen Ekspor .. , strategi mana 
yang lebih penting!ef'ektifuntuk dilaksanakan oleh BPEN? (lingkarilnh), 

Strategi BPEN: lebih penting melaksnnakan Samn Slralegi BPEN: Le:bih penting 
koordinasi penyusurum program penting menyelenggarakan konsuttasi bisnis dan 

pengembangan ekspor pel<~.lihan marntjemen ekspor 

-
9 7 I 5 I 3 3 I 5 I 7 9 

:2, Untuk menanggapi strntegi UKM -~- .. Meningkatkan Kemampuan Manajemen Ekspor", strategi mana 
yang lebih penlinglefektifuntukdilaksanakan oieb Bl'EN? (lingkarila.h). 

Strategi BPEN: Lebib penting melaksanakan Sarna Stratcgi BPEN: Lebih penting meningkalkan 
koordinasi penyusunan program penling cfektifitas kegiatan market intelligence 

pengembangan ekspor (analisa smsar) 

9 7 I 5 I 3 3 I 5 I 7 9 

3~ Untuk menanggapi str.:alegi UKM -- "Meningkatkan Kcmampuan Manajemen Ekspor''. stra!egi mann 
yang !ebih pentinlifefeklifuntuk dilaksanakan oleh BPEN'J {1inglmrilah) . 

Strntegi BPEN: Lebih penling melak.sanakan Sarna Strategi BPEN: Lebih penting 
koordinasi penyusunan program penting menyclenggarakan promosi produk danjasa 

pengembtl.ngan eks.por Indonesia 

+-

9 I 7 I 5 I 3 3 I 5 I 7 9 

4. Untuk menanggupi stralegi UK.M --- .,Mtningkaikan Kcnmmpuan Manajc111Cn Ekspor". stmtegi mana 
yang lebib penling/efektif untuk dilaksanakan oleh BPEN? (linglwrilah), 

Strnlegi BPEN: Lebih pen!ing melaksunakan Sum<~ Stratcgi BPEN: Lebilt peming lidak 
kuordinnsi penyusmwn program peoling melakulam ilpapun 

pengernbangan ekspor 

------- .... 
9 I 7 I s I 3 3 I s I 7 I 9 
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S. Umtlk mcnangg;1pi stm'<:J;-i lJKM --- "Meningkatkrm Kcmampuan Mnnajcnu,>n f.kspor". strm.:g.i nt<ma 
I , ' , k k I I" k }'lllll.' eb1h oentm~;:idc \lfml!ll dil:!ksanakan o <"hOP ;N'! (ling unlah}. 

S1mtcgi BI'EN: Lebih po:ming Samn Strntc:gi BPEN: Lo:bill p..:aling mcningkmk:m 
menydcnggamkan kummllasi bi~nis rlan pcnting ctCktilitas kcgiawn 111arkN inlclligcncc 

pclmillilll milmljemen ckspor (nnallsa pusan 

+-~-----·-·-- -~-~-- -·-----------~---? 

9 I 7 I 5 I 3 3 I $ I 7 I 9 

6. Unmk menanggapi sfrn!egi UKM ··- "Meningkatkan Kemampuan Manajcmen l!:t.spor .. , .stmlegi mana 
yotng lebih peminglefektif untuk dilaksanakan oleh BPEN? {lingkarilah). 

Strategi llPEN: Lel>ilt p;;:ndng s.,., Strntegi lWEN; Lebih peuling 
menyelenggamkan k.onsultnsi bisnis dan penting mcnyelenggurnkan rromosi pruduk Uan Jasa 

pelatl!mn m:1oojemen ekspor Indonesia 

- -- ----~-? 

9 7 I 5 I 3 3 I $ I 7 I 9 

7. Urnuk menanggapi smucgi UKM ... "Meningkatkan Kemampuan Manajemcn Ekspur", stmtcgi mana 
yang lebih pentingtefektif untuk di!.aksanakan oleh BPEN? (1ingkariloh). 

S!rntegi BPEN: Lebih peming Sarna Strntegi BPEN: lebih peming 1idak 
rnenyelenggarakan konsuh<J.S1 biSl'lis dan penling mdakuk.an apapun 

pelatih:.m manajemen ekspor 

9 1 I 5 I 3 3 I 5 r 1 9 

8. Untuk merumggupi strategi UKM ~·- "Meningkatkan Kemampuaq Martajemert Ekspor .. , slmtcgi mana 
yang lebih pcnlinglefekli f untuk dilaksanakan oleh BPEN? (lingkari!ah), 

Strategi BPEN: Lcbib panting meningka1kan Sama S!rategi BPEN: Lebih penting 
efektifitns kegiatan market intelligence penring menyclenggnrakan promosi produk danjasa 

(anaitsa pas.otr) fndonesia 

----- ---~----> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

9. Untuk menanggapl ~trmegi UKM -·- "Menlngkntkan Kcmampullll Manajemcn Ekspur'\ <>lnttegi mann 
y;mg lebih pentingfelCktif ;mtuk t!il<lksu!Wkan oleb BPEN? (lingkilrilah). 

Stnnegi BPEN: Lebib pcn!ing mcningka!lmn Soma Stra1egi BPEN: Lcbih peoting tidak 
cfcktifitas kegiatanmarkct intelligence peming melakukan :1pupun 

{ana lisa pasnr) 

<-------~--~-- -~----~--~--·----). 

9 I 7 I 5 I J J I 5 I 7 I 9 
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I(L Untuk menunggapi ;arntegi UKM ~-- "McningkalkAn Kemampunn Manajcnum F:kspor", smuegi mana 
ynng !ebih pcnti ng!efcktif unh.tk dilaksanak:m o!eh BPEN? (llngkurilah ). 

Strutegi Bf>EN: lcbih pemi.Jg Snma Stmtcgl BPEN: Lehih peming tidak 
menye!enggarakan promosi produk danjasa penting mc!akukan apapun 

Indonesia 

~----~~~--1> 

9 7 I s I l l I 5 I 7 I 9 

Mcnehadapi kendaln/pcluang Stralcl,!i UKM I UKM M~lakubn Promosi Produk/Jasa 

I 
&i:i!Jegi BPEN: ~IBPEN: &ratsgll!PF;N; ~!mimi JlPEN; Stn'!ls.&i BP£)!1; 
Mclaksanakan Mcnyclengprak Menlngkalkan Mcnyclcng&amk Tidak 

Koordinasi urttuk nn Konsultas) Efekthitns an Promosi Mclakukan 
J'cll)'11SUJI80 I»snis dan J(cg!atan Market l"roduk dan Jasa Apapun -..m Pelalihan lntclligcncc lndoncwiu 

Pcngcrt~banpn Manajeml:n (AnaUs.t Pa®r) 
Ekspor E"P"' 

Stratcgi BPEN 

I. Untuk menanggapi strntegi UKM -- "Melakukan Promosi Produk/Jasa'', strategi mana yang iebih 
pentinglefelctifuntuk dilaksanakan oleh BPEN? (lingkarilab). 

Strategi BPEN: Lebih penting melaksanakan Sarna Straiegf BPEN: Lebih penting 
koordinasi penyusunan program penting mcnyelenggarakan konsul!asi bisnis dan 

pengembangan ekspor pclatihan m.arnljemen ekspor 

9 I 1 I ; I 3 l I 5 I 7 9 

2. Untuk menanggnpi strntegi UKM --- '"Melakukan Promosi Produk!Jasa'', stralegi mana )'<~ng 1ebih 
pentinglefektif untuk dilnksannkan oleh BPEN? (lingkarilaiJ}. 

Strategi BPEN: Lebih penling melaksanakan Sarna Strategi BPEN: Lebih penting mcningkatkan 
koordinasi penyosunnn program penting efektifllas kegintan market inteltigence 

pengembangan ekspot (ana!isa pasar) 

9 7 I 5 I l 3 I 5 I 7 9 

3. Untuk menanggapl strolegi UKM --- "Melakukan Promosi Produk/Jasa", s1ra1egi mana ynng lebih 
peming/efektifuntuk dilaksanakan o!eh BPEN? (lingkarilah}. 

S!rmegi BPEN: Lebih penting melaksanakan Sam a S!rntcgi BPEN; Lcbih pcnting 
koordinasi pcnyusunan program pcnttng menyelenggarnkan promos! produk dan jasa 

pen,!,.<efllhangan ekspor Indonesia 

<-- .. ·-> 

9 I 7 l 5 I l 3 I 5 I 7 I 9 
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4. Unwk nK•nnnggapi strnh:gi UKM --· "Mclakuk3n Promosi Produk/Jasa". smuegi rmma yang: kbih 
p~minglciCktif unmk dil.aks;~nakan okh I.WEN'' (lingkarilal:;) . 

Smucgi BPEN: Lebih pcnttng me!uks:mulmn S:m1a Strategi BPEN: Lebil1 pemlng tidak 
koordinosi pen:yusunan pwgram peming melakukm; apnpun 

pcngemb<lngan ckspor 

<--- - - ------~ 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

S. Unluk menanggapi strategi UKM ~~ "Melakukan Promosi Produk/Jasa''. strntegi mana yang lebih 
pentinglefektif umuk dila.ksnnaknn olelt BPEN? {lingk:nrilah). 

Strntegi BPEN: Lebih r11mting Sama Slrntegi !WEN; Lebih penting meningkulkan 
menyelenggarakan konsul!asi bi:mis dun peuting efektifitas kegiatan market inldligencc 

pelatihan manajemen ekspot (analisa pasar) 

<- -
9 I 7 I 5 I 3 3 I 5 I 7 9 

6. Untuk mcnanggapi stnuegi UKM •·• "Mclakukan Promosl Produk!Jasa". strulegi mana yang lebih 
pentinglefektifuntuk dilaksmmkun uleh BPEN? (lingkarilah). 

Strotegi BPEN: Lebih penting Sarna Strategi BPEN: Lebih penting 
menyelenggnrok<ln konsullasi bimtis d11n pertling menyelenggarakan promosi produk dun jmw1 

pelatihon mnn<ljernen e.kspor lndonesin 

9 7 I 5 I 3 3 I 5 I 7 9 

7. Untuk menanggapi slrntegi UKM ~-~ "Melnkukan Promosi Produk/Jasa", strategi mana yang leblh 
pentingiefektifuntuk dilaksanakan oleh BPEN1 Wngkarilah). 

Stra!egi BPEN: lebih pcnting Sarna Stmtegi BPEN: lebih penting tldak 
menyelenggarakan konsuttasi bisnis dan pcnting melakukan apaptm 

pelatihan mannjemen ekspor 

- -
9 I 7 I 5 I 3 3 I 5 I 7 9 

8. Untuk menanggupi slrntegi UKM -~- ''Melaf.:ukan t'romosi Produk/Jasa ... slrnlegi mann yang lcbih 
pentinglefeklif untuk dilaksanak..111 olch BPEN'; {lingkarilnll) . 

Slrategi BPEN; Lcbih penting meniugkalkan Sanm Stral:cgi BPEN: Lebih pcming 
efektilitm; kegialan market inle:lligem:e pcnting menyclcngg<~rakan promosi produk dan jasa 

(analisa pas:H) Jndonesia 

(----------- -------------.> 
9 I 1 I 5 I J 3 I 5 I 7 I 9 
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9. Untuk mcnanggapi strategi UKM --- "Mehtkukan Promosi 
pcntlngtcfektif untuk t.!ilaksanal:n.n oleh BPEN? (lingkarilah ). 

Produk/Jasa", strategi mana y;1ng lebih 

Stmteg1 BPEN: Lebih penling meningkutkan $<1m a Stralesi OPEN: Lebih polling lidak 
cfektifita;; kcgiawn markt:l inte!ligeflcc renting rnc!akukon apapun 

{analisa pusnr) 

+------~ - -> 

9 I 7 I 5 I 3 l I 5 I 7 I 9 

16. Untuk memmggupi slrntcgi UKM --- .. Mtlakukan Promosi 
penting/efuklifuntuk dilaksanakan oleh BPEN? {lingkadlah}. 

f'roduk/Jasa". strategi mana yang lebih 

Strategi BPEN: Lebih penting Sarna Strntegi BPEN: lebih penting tidak 
mcnyelenggarnkan promosi produk dan jnsa penling mc!akukan apupun 

Indonesia 

9 7 I 5 I 3 3 I 5 I 7 9 

M~nghadapi kendala/peluang Strategi UKM 

UKM' Mengumpulkan lnformasi Pasar 
yang. Potenslnl 

I 
Stm~iiPEN: Sill!t~ jlPEN; ~iHP~; Sl!.i!!C&l H~":!i liira1ssi BP:f;Jii 
Meln!wmaknn Menye nggarak Meningkalkan Menycknggarnk Thlok 

I(oordin;~.si untuk an KQm;ultasi Efcktivltas nnPmmoa! Melakulwn 
Penyusumm Bisnisdan Keglat:m Market Produk dan Jasa Apapun 

Program Pelntihnn Jntellig,cnoo lndommin 
Pengcmbanpn M:anajemen (Anal!sa Pasar) 

Ekspor """""'" 
Strategl BPEN 

1. Untuk menanggapi strategi UKM -~ "Mengumpulkan lnrormasi P«sar yang Potensial", strutegi Jllilllil 

yang lebih pentinglefcktifuntuk dilaksanakan olel:l BPEN'! (lingkarilnh}, 

Sirntegi BPEN: Lebih pendng melaksanakan Sa run Strntegi BPEN: lebih penting 
koordinasi pen}"JSunan program pentlng menyelenggurakan konsultnsi hisnis dan 

pengcmbangan ekspnr pelatiban manajemen ekspor 

+--- - --> 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 

2. Untuk memmggapi strategi UKM --- ;.M<!ngumpulkan lnformasi Pasar yang P'otensial", strntegi nmna 
yang lebih peming/efektift.mtuk di!aksanakan (l!eh BPEN? (linghlri!ah). 

trategi BPEN: Lebih penting melaksanakan Sama Strntegi BPEN: Lebih penfing: menin,gkatkan 
koordino:si penyusunan program penting efeklifitus kegiatan market intelligence 

pengcmbangan ekspor (analisa pasar) 

+---------- --------> 
9 I 7 I s I 3 3 I 5 I 7 I 9 
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3. Untuk rnenanggapl slratl!gi UKM ... "!Vh~tlgumpulk:m lnfornmsi Pas11r yang Potensial'', lilratcg.i muon 
yno<> tebih penting/efdaifuntuk d!lahanak<ln oleh BPEN"1 Wngkudlah'l • 

Stmtegi BPEN: Lebilt penting mc!aks;umlmn Sama Slra~cgi BPEN: Leb\h pen1ing 
koot<.!inasi penyusunan program pcmins menyclengga:rnkan ptomosi produk dan .irts.t 

pengembangan ekspur Indonesia 

.... -- ---------7 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

4. Untuk mcmmggapi strategi UKM ••• "Mengumpulkan lnform:ni Pasar yang Potensial"', strategi man!( 
yang lefrih pcntingfefektif untuk diluksan;~kan oleh BPEN? (lingkarilnh) . 

Stmtegi BPEN: le()ifl pemlng melaks:mnkan Sama Strategi 6PEN: Leblh penting tidak 
koordinasi penyusunan program pentlng melnkukan .apnpun 

pengembangan ekspor 

9 7 I 5 I l l I 5 I 7 9 

5. Untuk menanggapi slrntegi UKM -·- "Mengumpul'kan lnformasi Pasar yang Potensiat'\ stmcegi mana 
yung lebib pentinglefeklif untuk dilaksaaak..1n u!ch BPEN'! (lingkari1nh). 

S!nltcgi BPEN: Leblh pen1ing Sama Strotegi Bl'EN: Lebih penting meninglwtkan 
menyelenggnrakan konsultasi bisnis t!:'ln: pcniing efektifitas kegiatan morket inlelligem;:e 

pe!atihan manajemen ekspor (;mnlisa pasar} 

<-

·9 I 7 I 5 I l l I s I 7 9 

6. Untuk menanggapi strategi UKM -·· "Mengumpulksn lnformasi Pasar yang Potensial'', strategl manu 
yang lebih pentlngfefektif untuk dl!aks;:makan oleh BPEN'l (lin~rilah) 

Strategi BPEN: Lebih pcnting sama Strnteg[ BPEN: Leblh penling 
menr-lenggarakan konsultasi bisnis dan penting meuyelenggarakan promQsi produk dan ja~m 

pelatihan manajemen ekspor lndones.ia 

--
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

7. Untuk mcmmggapi s!ratcgl UKM ~- ''Mcmgumpulkan lnformasi Pasar yang f'otcnsial ... slrategi manu 
yang tebih pentingfefeklif umuk dil11ksanakun oleh BPEN'' (llngkarilah) 

Strmegl BPEN: Lebih pentlng Sum;; Strategi BPEN: Lebih peming tiduk 
menyelenggarnkan knns\lltas! bisnis dan pcnting melakuk11o upupun 

pelatihnn manajemen ekspor 

+----~------~-- -----~· ------~~¥--) 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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8. Untuk menangg<1pi stmtcgi UKM ~-- "Mcngompulkan lnformusi Pasar yang Potcnsbd". strmcgi mana 
yang leb-ih peming/efekti f untuk dtL:iksanakan olch BPEN? {lingkarilah), 

Strategi BPE~~ Lcbih penting tneningkatkan S;~ma Slrmegi BPENc lebih pcnting 
efektifitns kegiatan market imelligence penting menyelenggarakun promosi produk tlm1 jasa 

{analisn pasar) Indonesia 

+---- ---------~ 

9 I 7 I 5 I J J I 5 I 7 I 9 

9. Untuk menanggapi .s!rntcgi UKM - "MengumpuUum lnformasi Pa'iar yang Potenstal'\ strategi munu 
yang. lebih penling!efcktihmtuk dilaksanakan oleh Bl'l:N? (lingkarilah). 

Strategi BPEN: Leblh penting meningkatknn Sarna Strategi BPEN: Lebih penting tidak 
efektifitas kegfatan markel intelligence penting melakuknn apapun 

(ana!isa pasar} 

__, 
9 7 I 5 I 3 3 I 5 I 7 I 9 

10. Untuk menanggapi strategi UKM -· .. Mcngumpulkaa_lu£ormasi Pasar yang Pot(!nsial", slralegi mann 
yang lebih pentinglefektif untuk dilaksanakan oleh BPEN? (Hngkarilah}. 

S1n11egi BPEN: Lebih penting Sarna Slra1egi BPEN; Lebih pcnling tldak 
menyelenggarakan promosi produk dan jasa penting melakukan apapttn 

Indonesia 

9 7 I s I 3 3 I 5 I 7 9 

Menghedapl kendalalpeluang StNiegi UKM 

UKM Memasuki Pasar Asing yang I Potensial 

:::--- ---...:::::: 
$!1ll!~gl BPEN; ~lrntggj 8}>~: S!m!~ !}fEN: Strntsri BPEN: St!<'!tggi SPEM; 
Mclaksanakan Menyclenggarak Menin,gkatkan Men~Jenuar.:~k -· Kocm:linasi untuk an Kon:rultasi Efektivitas an Promosi Mclaknk:!'IJJ 
Penyusuno.n Bisnlsdan l(cgialan Mnrkct Pruduk dan Jasa Apaptm 

Progrnm PeluUhan Intelligence Indonesia 
Pengembangan Manajemcn (AnalL"'11 Pasur) - . .._, 

. Strateg1 8PEN 

l. Untuk menanggppi strategi UKM h• "Memasuki Pasar Asing yang Potensiat", str.1tegi mana yang lebih 
pentinglefektif umuk dila!.:sanak:m oleh BPEN? (lingkarilah). 

Strategi BPEN: Lebih pentlng melaksan.'lkan Sarna Strategi BPEN: Lebih penting 
koordinasi penyusunan program penting menyelenggarakan konsultasi bisnh: dan 

pengernbungan ckspor pelatihan man:1jemen ekspor 

+-- -- ~~---~- .... 
9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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2. Untuk menanggapi strJh:gi UKM ... "Mcfl!asul.i l~nsnr Asing ~·ang Putensial'', strategi mllnn y:tn!! kbih 
penlinglt!feklif umuk dilllks:mnk:m ol~h B rEN'.l{lingkariiHil). 

Strulegi BPEN: Lcbih peniing melakn:~nak:m S;m1a Stmtcgi BPEN: LeVih penttng meningkalklln 
koordinasi penyusumm rrogram penting cfektilitas kegialan market intelligence 

pengernbangnn ekspor {ana lisa pasar} 

t---~~~--~ . --
9 I 7 I 5 I 3 3 I 5 I 7 I 9 

J. Untuk menanggapi str.ategi UKM ••• "Mcmasuki Pasar Asing yang Putensial", strategi mnna yang lebih 
peminglefektif untuk dilaksanakan oleb BPEN? (lingkarilah). 

Straregi BPEN: Leblh penting melaksrmnkan Sama Strntegi BPEN: Lebih penting 
koordhmsi penyusumm program penting menyelenggarakan promosi produk dnnjnsa 

pengembangan ekspor lndonesia 

9 7 I 5 I l l I 5 I 7 9 

4. Untuk menanggnpi slrategi UKM •·• ~Mcmasuki Pasar Asing yang Potensial", strategi mana yang lebih 
p:entinglefektifuntuk dilaksanakan oleh BPEN'? {Ungkarih1b). 

Strategi BPEN: Lebih penting me!aksanalw:n Sam a Str.lteg.i BPEN: Lebih pen!ing lidak 
koordinasi penyusunan program penling melnkukan ap.apun 

pengembangan ekspor 

-
9 7 I 5 I 3 3 I 5 I 7 9 

5. Untuk menanggapi scrategi UKM ~-- "Memasuki Paser Asing yang Potensialn, stra!egi mana yang lebih 
pentinglefeklif untuk dilaksannkan oleh EPEN"? (lingkarilah}, 

Strotegi BPEN: Lebih penting Sanw Stmtegi BPEN: Lebih penting meningknlknn 
menyelenggarakan konsuliasi bisnis dan penling efektifitas kegiatan markct intelligence 

pelatihan manajemen ekspor (analisa pasar) 

9 7 I 5 I 3 3 I 5 I 7 I 9 

6. Untuk memmggapi slrategi UKM --- "Ment~suki rasar Asing y:mg Potensial~. strnlegi mana yang lebih 
peming/efeklifuntuk di!nksan11kan ole!! BPEN? (lin:gkarilah). 

Strateg! BPBN: Leblh penllng Sama Stnl!egi BPEN: Lebih pentlng 
mcnyelenggarakan konsultasi blsnis t.lnn penting mellyelenggarnkan promosi pmduk dnnjusa 

pelatilmn m>~:najcmcn ekspor Indonesia 

<--~---------- ~~-------) 

9 I 7 I 5 I 3 3 I 5 I 7 I 9 
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7. Untuk mcnangg:tpi straiegi UKM --- "Memasuki Pasar Asing yang Potensial", stmtcgi mana ynng lebih 
po:nting/eli.!ktlf nnh1k dilaksanakun oleh BPEN? (lin~kari!;1h ). 

Slra!cgi UPEN: Lebil\ penting San1<1 Strntegi BPE;-.J: Lcbih penling tidak 
111enyelenggnrabn konsultasi bisnis dan penting melakukan apupun 

pelatihan IMI"Injcmcn dwpor 

<--- - -- -----> 
9 T 7 I 5 I l 3 I 5 I 7 I 9 

8. Umuk menanggapi slmtegi U.KM -- "Mcmasuki Pasar Asing yang Potcnsial", strntcgi mana yang lebih 
peminglcfektifuntuk dilaksanakun oleh BPE.N't (tinglwilah) 

Strntegl BPEN: l..ebih penling meningka!kan Sarna Strategi BPEN: Lebih penting 
cfeklilitas kegiaian mntkel intelligence penting mc:nyelenggarokan promosi produk dan jasa 

(analisa pasar) Indonesia 

-
9 1 I 5 I 3 3 I 5 I 1 9 

9. Untuk menanggapi strategi UKM --- "Memasuld Pasar Asing yang Polensial"', strutegi mana yang lebih 
pcntlnglefektif untuk dilaksanakan oleh BPEN'I (lingkarilah) -

S!rategi BPEN: Lebih penting mcningkatkan S<~ma Smnegi BPEN: lebih pcnting tidak 
efuktifita.s kegiatan market intetligertee penling me!<~-kukan apapun 

(analisa pasar) 

9 1 I 5 I 3 3 I 5 I 1 I 9 

10. Untuk menanggupi stra.tegi UKM ~- "Mcmasuki Pasar Asing yang Potensial"', S1mtegi mana yang lebih 
p.-:nting/efektifuntuk dilaksannkan oleb BPEN9 (lingkarilab} 

Strategi BPEN: Leblh penting Sarna Strategi BPEN: lebih penting tidak 
menyelenggarnkan promosi produk danjnsa penling rrn::lnkuk11n npapun 

Indonesia 

<-

9 I 7 I 5 I 3 3 I 5 I 1 9 
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Ill. Kuesioncr Dagi:w 3- Pcrtnuyaan Umum 

l. Menurut pendapul Andn, Cnklor apn sajukah ynng scluma ini mengh<llilbt.it pengemb:mgan ekspor UKM7 

;.L Faktur apa sajakah yang se!amn ini mcndukung pengcmbangun ekspot UKM.? 

3. Menurut pend::tp::tt Anda, a.p<tk01h UKM telah secnrn nktif rnelakukan upay.a untuk dapal meningkatkan 
volume ekspamya'? Str:uegi atau cam npa snjakab yang secara umum mereka lakst1nakan? 

4. Dalam upaya meningkatkan volume ekspor UKM, pihak-pihak atau lembaga pemerintah JlUlnu sajnkuh 
yang tehth mcmberikan dukung<m secara intensir.? Dula.m bentuk apakah dukungan tersebut diberikan? 

5. Dalam upaya meningk;ctkan volume ekspor UKM. apakah BPEN telah memberikan dukungan yang 
optimal? 

Jikalau s.udah, dukungan dafam bentuk apakab yang secara tangsung dirnsakan mrutfaalnya oleh UKM1 

Jikalau be!um, d•1k.ungan dalam bentuk npakah y.ang menurut Anda tlapat mendukung pengembangan 
ekspor UKM secara efuklif.? 

---- Terlma kasih (lftrS partisipasl Amla ----
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