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INTRODUCTION

The role of the business owner is very dominant in running his business. MSME
owners have full responsibility for the business they run. Decisions related to the
business are entirely in the hands of the owner. So, an owner must be able to
overgome and resolve problems that arise in his business by making the right
decisions. Knowledge of good financial management and business development can
help%usmess owners make the right decisions in their business management, resulting
in g@od financial management and business development behavior. (Prasetiawan,

201

(§- The MaduKita business is one of the businesses in Pangkalan Kerinci that sells
genmne honey which has various types including red honey and black honey. In
Pangkalan Kerinci district there are several businesses that are also engaged in the
hon%/ industry. Therefore, it will increase competition between businesses. In this way,
the MaduKita business needs to improve its marketing strategy.

-t

Z. Based on the results of interviews with MaduKita Business Owners, there are
several factors that cause sales to often decline, such as the large number of similar
busfhesses offering relatively the same products and prices, less strategic sales
locations, and poor and effective marketing design which are also causes. unstable
sales targets every month.
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Com&arative data on sales of the MaduKita business and its closest competitors
Pelalawan

T Month MaduKita(kg) Madu(kg) Area Madu(kg)
Q

2

o March 1548 1583 1385

©

= Apri 1963 1789 948

3 May 1183 2037 1532

=~  June 1380 1693 1278

(=2

< |t can be seen that MaduKita's sales have increased and decreased in sales in

the fAst 4 months. According to the results of interviews with MaduKita business
= . .

ownegJs, there are several factors that have caused sales to tend to decline in the last

few Zmonths, such as there are similar businesses that previously ran honey

busiﬁ’esses, including Pelalawan Madu and also AreaMadu, so that many consumers

have’Subscribed to these businesses.

9;’ Pelalawan Madu and AreaMadu are competing businesses for MaduKita, these
two competitors have several advantages in this business. Among them, they have a
more strategic shop location and they also have many regular customers. This is what
makes our honey business have to have a good strategy to increase sales. The price
of honey for each business also varies, ranging from 95 thousand rupiah to 120
thousand rupiah.

Judging from the explanation above, the process of determining a marketing
strategy must be well prepared, so that the marketing strategy chosen will be able to
penetrate the market. Judging from the tight market competition, improvements must
be made, the ability to capture market share will affect the survival of the business itself
(Wibowo et al., 2015).

LITERATURE REVIEW

SMEfsmall medium enterprise)

ST 33315

@ The role of SME owners is very dominant in running their business. SME
ownéys have full responsibility for the business they run. Decisions relating to SMEs
are campletely in the hands of the owner. So, an owner must be able to overcome and
resolve problems that arise in his SME by making the right decisions. Knowledge of
goodsfinancial management and business development can help business owners
makgthe right decisions in their business management, resulting in good financial
manggement and business development behavior. (Muhammad Sabiq Hilal Al Falih,
2019,

<
Markgting strategy

W according to Assauri (2013: 15) marketing strategy is a series of goals and
obje&ives, policies and rules that provide direction to a company's marketing efforts
fromstime to time, at each level, reference and allocation, especially as a company's
response to the environment and competitive conditions. which is always changing
(Rusdi, 2019).
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cci@;ntal Sampling
Accidental sampling is a technique for determining samples based on chance,
=that j§, anyone who meets the researcher by chance can be used as a sample, if it is
eemmed that the person they meet by chance is suitable as a data source. In the
ccidental sampling technique, sampling is not determined in advance. Researchers
' impg collect data from the sampling units found. (Meidatuzzahra, 2019)
)
EFEand IFE matrices
—- External Factor Evaluation (EFE) Matrix According to Sedarmayanti (2014), it is
sually used to evaluate a company's external factors. External data is collected to
nalyze matters relating to issues: Economic, socio-cultural, environmental, political,
egak— technological, competition in industrial markets. The EFE Matrix can be
gdeve%ped in five steps (Sugianto and Hongdianto, 2017):
9. Méke a list of external factors. Include a total of 15 to 20 factors, including
oﬁportunities and threats, that affect the company and the industry.

2. Assign each factor a weight ranging from 0.0 (not important) to 1.0 (very important).
V\9)eight indicates the relative importance of factors that make a company successful
in‘its industry. The sum of all weights assigned to a factor must be the same i.e. 1.0.
Factor weights are the result of the average of questionnaire results from external
parties such as lecturers and competitors.

3. Researchers assign a rating between 1 to 4 for each external factor to indicate how
effective the company's strategy is when responding to the factor, where 4 =
superior response, 3 = above average response, 2 = equal response to average,
and 1 = less response.

4. Multiply the value of each of these factors by ranking to determine a weighted score.

5. The sum of the weighted scores for each variable is used to determine the total

weighted score for the organization.

"R}f"}ﬂ Eid-:’ e
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SWOT analysis

SWOT analysis is the systematic identification of various factors to formulate
company strategy. This analysis is based on logic that can maximize strengths and
oppertunities, but simultaneously minimize weaknesses and threats. (Rangkuti, 2006).
Thiszanalysis is based on the assumption that an effective strategy will maximize
exisﬁwg strengths and opportunities and minimize weaknesses and threats. When
appligd accurately, this simple assumption has a huge impact on the design of a
sucgessful strategy and analysis of the business environment that provides the
information needed to identify the opportunities and threats that exist within the
company.

QSP@A Matrix

® The QSPM Matrix or Quantitative Strategic Planning Matrix is a matrix used to
analyize various alternative strategies available to obtain priority strategies. Alternative
stratégies analyzed at this stage are strategies that have been generated in the
form@lation through previous analysis by combining internal and external factors. With
the @QSPM matrix, management can sort various existing strategies to form a priority
scal& in implementing strategies.

S The calculation of the QSPM matrix is by combining internal and external
facti}s towards alternative strategies that have been formulated. In this process,
weighting is carried out again, determining the attractiveness scores (AS) and Total
Attragtiveness Scores (TAS). The weights on internal and external factors are adjusted
to the existing weights in the previous IFAS and EFAS matrices. The AS value is
defin®d as a number that indicates the relative attractiveness of each strategy from a
set @_alternatives. (Qanita, 2020)
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® RESEARCH METHOD
QjJ: The preliminary preliminary study explains the flow of research carried out
sstartimg from a preliminary survey at the MaduKita Shop which is located in the
SPangkalan Kerinci area, Jalan Pemda. Data collection was carried out by direct
;_zbbseaation, interviews with the company to obtain information about conditions within
She ¢ompany, distributing questionnaires to customers to find out or see customer
‘&esp@ses to the MaduKita Store and carrying out documentation. The object of this
gesea_{ch is honey products at the MaduKita Store, collecting data consisting of
scompany profiles, organizational structure of sales data from the last few months and
“.’blistriEjtion of questionnaires.
S =
Srobfem Formulation
& O Problem formulation is a statement about the problem which will later be
ansv@red through data processing. The aim is to focus on problem solving in achieving
the objectives of the research. In this research, the problem formulation is what is an
appropriate and effective marketing strategy because the public's purchasing power for
this A8ney product is still low. So an appropriate and effective marketing strategy is
neectgd to increase sales volume at the MaduKita Store.

di9 yey

Research Objectives

Research objectives are very necessary to be able to plan the steps that can be
taken in the research so that it can be more focused, directed and can be carried out
correctly in its completion. The aim of this research is to design and provide
suggestions for the best and most effective marketing strategy to increase sales
volume in the MaduKita Shop business.

Data Processing

This stage aims to produce an image or value that can provide an explanation
so that the reader understands and comprehends the research carried out. The data
obtained can be analyzed, to make it easier to draw conclusions and solve existing
probigms. The data processing carried out in marketing strategy research uses the
QSPI method by carrying out several stages, namely the value of the weighting and
rating matrices of IFE and EFE, followed by the IE and SWOT matrices, the final stage
is using the QSPM method to obtain an alternative strategy that can be proposed to
MadgKita Shop Business

=

ok &
(o)

Mat%& Internal Factor Evaluation (IFE) and Matrix External Factor Evaluation

(EFE).

fb The IFE and IFE matrix strategy is a formulation analysis tool for the internal

and @xternal environment to measure the weight of each determining factor that has

beeprtaken from the summary and evaluation of the company's internal and external

con%ions. Weighting is carried out on the basis of a comparison between one factor

and "another, then a rating is given from the results of this comparison. Stages in

comgﬁing the IFE and EFE matrices:

. Identify the company's internal and external factors

. Giving weight to each internal and external factor, give each factor a weight
ranging from 0.0 (not important) to 1.0 (all important)

. Giving a rating or rating from 1 to 4 on internal and external factors

. Multiply the weight of each factor by its ranking to determine the weight
score for each variable

. Add up the weight scores for each variable to obtain a total weight score.

N

AW
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= M%rix (Internal-External) and SWOT Matrix

= The IE matrix is a description of the mapping between IFE and EFE scores. In
Qhe I% matrix the position of the IFE axis is on the horizontal axis and the position of
T, .. . .

sthe EFE axis is on the vertical axis.

© o The SWOT matrix is the most enduring situational analysis tool and is widely
seddy companies in formulating strategies.

QO
SP% Matrix (Quantitative Strategic Planning Matrix)

— QSPM is a matrix which is the final stage in the strategy formulation analysis
gramgyvork. This technique is designed to determine the relative attractiveness and
Cevalyate alternative strategic options that can be implemented objectively, based on
ghe i%rnal and external success factors that have been identified in the previous IFE
sand EFE matrices.

@ w
Analysis

= After the data processing is complete, the researcher will then analyze the
resul8 of the data processing that has been carried out previously. This analysis aims
to obt&in solutions to the problems that have been determined.

Q
=

umgun

RESULTS

Demographics of the Madukita Research Sample

The distribution of questionnaires in this study was divided into two groups of
respondents, namely the internal environment of the Madukita business which consisted
of the owner himself due to the absence of employees in the Madukita business and the
external environment consisting of 30 respondents who were honey buyers in the
Madukita business. Types of respondent sample demographics based on gender and

:1lagquins ueyingaAusw uep uewniuesusw eduey Ul sijn} eAJey yninjas neje ueibeqges diynbusw Buele|iq °|

age.
Gender
In thigrstudy, the identification of external respondents based on gender can be seen in
belovg

; Gender Frekuensi Persentase (%0)

= Man 11 36,67

2 Women 19 63,33

& Total 30 100

2. It can be seen that the number of male respondents was 11 people while the
numl@er of female respondents was 19 people with a total of 30 respondents. The
following is a percentage graph based on gender:

4152 Age

=~ |dentification of external respondents based on age can be seen

g’ Gender Frekuensi Persentase (%)
= < 26 years old 0 0

=26 - 30 years old 3 10

=31 - 35 years old 8 26,67

=36 - 40 years old 13 43,33

— >40 years old 6 20

N
/

Total 30 100

nery wise
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© Based on the table above, it can be seen that the frequency of respondents
) Zaged-26 to 30 years is 3 people, the frequency of 31 to 35 years is 8 people, the
equency of 36 to 40 years is 13 people and over the age of 40 years there are 6
eopfe. The following is a graph of age percentages:

Respondents Based on Age

200005 1000
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validity and Reliability Testing
A The next step after distributing the questionnaire was to carry out a validity and

reliatiflity test. This test was carried out to find out whether the questionnaire distributed
to 30 respondents could measure the research variables well. To test the validity and
reliability of the questionnaire, the researcher used SPSS version 29 software.

External factors have been carried out using SPSS version 29 software. The
following is the SPSS reliability statistics output table:

SPSS Output External Reliability

‘nery eysng NiN Jefem 6ueAk uebunuaday ueyibniaw yepn uedinbuad q

"yejesew niens uenelun neje ynuy uesiinuad ‘uesode| ueunsnAuad ‘yelw | eAiey uesinuad ‘ueneuad ‘ueyipipuad uebunuaday ynun eAuey uediynbued e

N %
Cases Valid 30 100.0
Excluded? 0 0
Total 30 100.0

output from SPSS version 29 reliability statistics, for N the value is 30, which
means that 30 respondents filled in the external factors questionnaire, a value of 100%
means that the questions are 100% valid and the statements can be understood by the

JJaquuns ueyingaAusw uep uewnjuesusw edue) ul siny eAiey yninjes neje uelbeqges dinbusw Buele|iq *|

respocg\dents.
b= Cronbach’s .
S Alpha N of items
A 0.787 10
S
< It can be seen that the results of Cronbach's alpha tested via SPSS 29

reliafility statistics are close to number 1, namely 0.787, which means it is included in
the Q‘_f’gse criteria (reliable), so the questionnaire distributed is reliable. N Of items is the
nuntger of statements in the external questionnaire.
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Recapitulation of Validity and Reliability Tests for External Factors

o2 E? OPPORTUNITIES AND THREATS
ol .
§I\E) Q;)vlndikator RHitung Uji Rabel RHitung Ui Information
‘g 2 o Validitas Reliabilitas Valid Reliabel
2 B “Question1 0,564 0,361 0,787 Ya Ya
=& “Question? 0,529 0,361 0,787 Ya Ya
» ¥ >Question 3 0,718 0,361 0,787 Ya Ya
S &  —Question4 0,536 0,361 0,787 Ya Ya
5%  ~Question5 0,612 0,361 0,787 Ya Ya
> 8  —Question 6 0,549 0,361 0,787 Ya Ya
52 “Question7 0519 0,361 0,787 Ya Ya
8  cQuestion 8 0,664 0,361 0,787 Ya Ya
9  ZQuestion 9 0,666 0,361 0,787 Ya Ya
10  2Question 10 0,549 0,361 0,787 Ya Ya
A

:1aquins ueyingaAusw uep ueywnjueouaw edue 1ul siny eAiey ynin|as

® The basis for measuring the validity of a questionnaire is by comparing rcount
(rxy) %o rtable, the number of respondents in this study was 30 respondents, so the
rtable value with df=(n-2)=28 is 0.361, if rcount is greater than rtable it is said that the
questionnaire is valid.

Identification and Analysis of the Internal and External Environment in Madukita
Pangkalan Kerinci SME

Matrix IFE (Internal Factor Evaluation)

IFE factor analysis is carried out on the strategic factors of the business's
internal environment, so that the main factors that are included in the strengths and
weaknesses of the business are obtained. The results of this matrix show that a
business is able to take advantage of its strengths and overcome its weaknesses.

Recagpjtulation of Strength Factor Ratings and Weights (Internal)

No & Questions Total Rating  Weight (%0)
1 = Pure and original honey content 5 5 0,13
2}
2 g Affordable product prices 4 4 0,11
3 g The business premises are clean 4 4 0,11
=_and tidy
<
4 @ The company has regular 3 3 0,08
=. customers
5 ‘; Packaging innovation can be done 3 3 0,08
-~
2.
Rekapitulasi Rating dan Bobot Faktor Kelemahan (Internal)
No g Questions Total Rating  Weight (%0)
1 & Suboptimal product marketing 4 4 0,11
oY)
2 = Madukita's business location is less 4 4 0,11
strategic
3 4 4 0,11

. Lack of workforce

16
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34 © Demand for honey products is 3 3 0,08
x
o L unstable
25 — Less varied product packaging 3 3 0,08
= (@)
é-?ecéﬁitulation of Ratings and Internal Factor Weights
a No® Faktor Internal Rating  Bobot (%)  Skor
S -
(= ~=;
§ = Strength
@ ~  Pure and original honey 5 0.13 065
S S content
5 Z Affordable product prices 4 0,11 0,44
« w
5 The business premises are 4 0,11 0,44
% Clean and tidy
A The company has regular 3 0,08 0,24
©  customers
~  Packaging innovation can be 3 0,08 0.24
done
Weakness
Suboptimal product marketing 4 0,11 0,44
Madukita‘s bu_siness location 4 0,11 0,44
is less strategic
Lack of workforce % 011 0,44
Demand for honey products is 3 0,08 0,24
unstable
¥ Less varied product packaging 3 0,08 0,24
1Y)
= Total 1,00 381
®
&

Matrg EFE (External Factor Evaluation)

envir
inclu

[
(o]

EFE factor analysis was carried out on the strategic factors of the external
ment of the Madukita Pangkalan Kerinci business, to obtain key factors that are
in the opportunities and threats of a business. The results obtained from this

matri>gshow an effort in exploiting opportunities and overcoming threats.

%]

Recaﬁitulation of Ratings and Weight of Opportunity Factors (External)

for nearby areas

Noa Questions Total Rating Weight (%0)

1%  Product stock availability 106 3,53 0,10

o= Participating in events as a 105 3,50 0,10
:",} promotional event

3% Consumer buying interest is 105 3,50 0,10
= high

4 ;‘ The development of social 117 3,90 0,10
4 media

5 5 Availability of delivery services 115 3,83 0,10
=
=
=

17
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:Beca@itulation of Ratings and Weight of Threat Factors (External)
= No = Pertanyaan umlah Rating Bobot (%0)
(2]
21 Q,; Competition is getting tougher 111 3,70 0,10
= @) . "
S 2= New prpducts are increasingly 119 3,97 0,10
2 - innovative
@ % The company does not follow
= 3 3 technological advances in 109 3,63 0,10
§ — product marketing
€ 4 — Consumers' desire to try new 107 3,57 0,10
3 = products
§ < Economic conditions influence
@5 g’ the development of the honey 108 3,60 010
» business
=
QO
Rekapjtulasi Rating dan Bobot Faktor Eksternal
Noz: Faktor Internal Rating  Bobot (%)  Skor
0 Strength
Product stock availability 3,53 0,10 0,35
Participating in events as a 3,50 0,10 0,35
promotional event
Consumer buying interest is 3,50 0,10 0,35
high
The development of social 3,90 0,10 0,39
media
Availability of delivery services 3 g3 0,10 0,38
for nearby areas
» Weakness
oY)
@  Competition is getting tougher 0,37 0,10 0,37
@ . .
= New products are increasingly (40 0,10 0,40
5 innovative
A~ The company does not follow
€. technological advances in 0,36 0,10 0,36
. product marketing
@  Consumers' desire to try new 0,35 0,10 0,35
@ products
< Economic conditions influence
S the development of the honey 0,36 0,10 0,36
»  business
= Total 1,00 3,66
+¥]

For :Iating and Determining Alternative Strategies in Madukita SME Using the IE
Matr'rg (Internal-External)

a8 The total average score on the IFE matrix is 3.81, while the EFE matrix is
3.66."Fhese results place the marketing strategy in cell | which is called the growth and
devel@ment strategy, in this position the owner carries out an intensive and integrative
strategy. Intensive strategies include market penetration in market share such as

nery w
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I‘OdL@t promotions, next, product development is carried out by creating new products,

o and Integrative strategies include forward integration, backward integration and

Total Skor EFE (3,66)

IE Matric Results

£
=
gorlz@tal integration.
I =
= (@]
5 o
a = » | I i
=} o) g
Q 3,66
c 3
= =
2 E
] o v \% VI
«Q
e e
iy —
g'; z
@ (¢p) Vi VI IX
=
2]
sh
)
A
)
c

Based on the results above, the IE matrix for the coconut fiber processing
business is in the green square, namely in quadrant | with an IFE matrix of 3.81 while
the EFE matrix is 3.66. Intensive strategies in this quadrant, namely market
penetration and product development, and integrative, namely forward integration,
backward integration and horizontal integration, could be most appropriate for these
divisions.

SWOT Matrix Analysis
Various alternatives can be formulated based on the SWOT metric analysis
model which consists of internal and external factors in Madukita's business. The
main strategies that can be recommended are SO (Strength-Opportunity), ST
(Strenght-Threat), WO (Weakness-Opportunity), and WT (Weakness-Threat). This
matrix uses data obtained from the IFE and EFE matrices. The results of the SWOT
matfix can be seen in the table below:
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E
A\

=z ® S power W's Weaknesses
“_; g ; EE 1. Pure and original 1. Suboptimal product
g8 2 honey content. marketing
& 3 8 = Internal o .
E2 9 N 2. Affordable product 2. Madukita's business
5 § 3 © prices location is  less
:;)r € § o 3. The business premises strategic
g%c 3 are clean and tidy 3. Lack of labor
u e § = 4. The company has 4. Demand for honey
2aad ~ regular customers products is unstable
) QO & (== . . : . .
3 ZEgsternal 5. Packaglng. innovation 5. Product_ packaging is
B &S 7 can be carried out. less varied
B Ca o
= oW
ge ¢
D 5
=] E_ -5

Chance O Strategi SO -WO - ST - WT

alFAvallabmty of product stock
mziartlmpate ineventsasa
13pr-.9mot|onal event
i?;gﬁonsumer buying interest is
=g

_~§43The development of social

B mgdia

=5 FAvailability of delivery
Ssegvices for nearby areas.

Threat T

B1g Competition
3to§|gher

522 New? products
olr@reasma}y innovative.
E3% The gempany does not

is getting

are

d
Au

n

5fd<g|ow 5 technological
) .

3a§vance§_, in product
-§r@rket|n

34. Consumers' desire to try
3sother pro@Jcts

55, Ecofiomic  conditions
ginfluence@e development of

T

L
>
o)
>
o
>

B 51
c
2
>
®
0
7

1. Improve delivery services and packaging innovation to

increase competitiveness. (SO)

2. Carry out promotions by giving discounts or discounts with a
minimum purchase and a certain time limit. (SO)

3. Utilizing technology as a strategy to market or introduce
Madukita products on various social media and marketplaces

(WO)

4. Innovate product packaging to attract buyers' attention (ST)
5. Creating new products while still using honey as the main

ingredient such as cakes or other foods and recruiting
employees to help develop the Madukita (WT) business

95}

roduced, mcludlng
1.1

(SO-1)
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Fronﬁhe preparation of the SWOT matrix strategy, several alternative strategies were
rove delivery services and packaging innovation to increase competitiveness.

2. Cdrry out promotions such as giving discounts or discounts with a minimum
puatchase and a certain time limit. (SO-2)
3. Uﬁﬁzmg technology as a strategy to market or introduce Madukita products on
vanous social media and marketplaces. (WO-1)
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vate product packaging to attract buyers' attention (ST-1)

ating new products while still using honey as the main ingredient such as cakes
ther foods and recruiting employees to help develop the Madukita business
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© Quantitative Strategy Planning Matrix is the final stage of strategy
Jormulation analysis in the form of several best options in decision making to
achocse the most appropriate strategy to be used by the company. The results
3of the QSPM calculation are as follows:
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Statement e Strategi 1 Strategi 2 Strategi 3 Strategi 4 Strategi 5
— Strength obot XS T TAS | AS | TAs | AS | TAS | As | TAs | As | TAs
6 . .
cpgre arfd original honey 013 2 |026| 2 |026| 3 |039| 2 |026]| 2 |02
@conten
EAffordabIe product prices 011 | 1 | 011 | 4 |044| 2 | 02| 2 |02| 2 |02
’“The buginess premises are 011 | 2 |02 | 2 |02 2 |02| 2 |02]| 2 |02
chean a?%l tidy
EThe copany has regular 008 | 3 [024| 3 |024| 3 |024| 1 [008| 2 | 016
;customers
§P ackaging innovation can be 008 | 4 |032| 1 |008| 2 |016| 4 |032| 1 | 008
sdone
Weakness
= . A
gSuboptlmaI product marketing 011 | 1 |01 | 4 |04 | 4 |044| 3 |033| 1 |01
O 0 - ¥ .
gMadukﬂasbusmess location is W o | 2 oz | 4 | om | CHEEEEEEY 4
Eless strategic
3
a’fLack of workforce 011 2 (02| 2 |02 2 (02| 1|011| 2 |02
°Demand for honey productsis | o008 | 2 |o016| 1 |008| 3 |024| 1 |008| 2 | 016
Bunstable
BLess vafied product packaging 0,08 3 |024| 1 (008 2 [016| 4 |032| 2 |06
Opportunity
§Product§tock availability 0,10 2 0.2 2 02 | 2 | 02| 1| 01 2 0.2
———
3Partlupémgmeventsasa o mur=—% 1 2 asunukelkl
Zpromotianal event
§Consun’aé'r buying interest is high 0,10 3 03 | 3 | 03 | 4| 04 ] 2] 02 2 | 02
SThe de\/é!opment of social media 0,10 3 03 3 03 | 4 | 04| 2| 02 2 0.2
Avallablgyofdellveryserwcesfor 010 4 04 1 o1 | 210211 o1 9 02
nearby areas ’ ’ ’ ’ ’ '
Threat
Compeﬁt’ion is getting tougher | 010 | 3 |03 | 4 |04 | 4 |04 | 3] 03| 3 |03
!\Iewprgguctsare increasingly 0.10 1 o1 3 los| 2]o2l3los!| 3| oa
innovatiye
The cofmpany does not follow
technol@gical advances in 0,10 3 |03 | 3 | 03| 4|04 )] 2]02| 1|01
producﬁnarketing
ConsuFFters desire to try new 0.10 2 lozl 2 o2 2 o02l2 02| 4| os
products
Econorg#c conditions influence
the development of the honey | 010 | 2 | 02 | 2 | 02 | 2 | 02 | 2| 02 | 2 | 02
. 92
business
Total 200 | 47 | 461 | 48 | 488 | 57 | 573 | 41 | 406 | 41 | 411
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Alteggative Strategy Rankings

un

No Strategy Alternatives TAS Rank

1 blmproving delivery services and packaging | 4,61 3
finnovation to increase competitiveness.

2 ECarry out promotions such as giving | 4,88 2

5
—.dlscounts or discounts with a minimum
Ppurchase and a certain time limit.

Buepun-BuepuntBunputigeidt

3 5Utilizing technology as a strategy to market 5,73 1
—or introduce Madukita products on various
"social media and marketplaces.
4 Hnnovating product packaging to attract | 4,06 5
uyers' attention
5 YCreating new products while still using | 4,11 4

nhoney as the main ingredient such as cakes
or other foods and recruiting employees to
help develop Madukita's business

QO

c Based on the table above the TAS calculation results, the first alternative
strategy that is most prioritized by the company is utilizing technology as a strategy to
market or introduce Madukita products on various social media and marketplaces with
a TAS score of 5.73, then the second strategy is carrying out promotions such as
giving discounts or discounts. price with a minimum purchase and a certain time limit
with a TAS score of 4.88, then the third strategy is improving delivery services and
packaging innovation to increase competitiveness with a TAS score of 4.61, the fourth
is creating new products while still using honey as an ingredient such as cakes or
other foods and recruiting employees to help develop Madukita's business with a TAS
score of 4.11, and finally innovating product packaging to attract buyers' attention with
a TAS score of 4.06.

Z CONCLUSION

o

— Based on the results of the IFE and EFE analysis which influence the marketing
strategy of MaduKita Business, namely:

; a. IFE (Internal Factor Evaluation) analysis, the internal factors that influence

s the marketing strategy of the main strength are that the products offered are

c very diverse and the main weakness of the MaduKita business is the lack of

=3 promotion.

(<b b. EFE (External Factor Evaluation) analysis, an external factor that greatly

= influences the marketing of opportunities, is making social media a

bl promotional tool, while increasing market price competition is a threat to the

< MaduKita business.

2. As for the results of the analysis using the QSPM method, of the 5 alternative
strategies available, there is one alternative that is prioritized to be applied to the
Ma@Klta business, namely more intensive promotion through online and offline media
W|th=a TAS score of 5.73.
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