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Abstract: This research aims to know the right business strategy for Umi, Lahadeng
Corner, and Nuca MSMEs. The research method uses a multi-sites case study. Also
use Strength, Weakness, Opportunity, Threat (SWOT) analysis and Quantitative
Strategic Planning Matrix (QSPM) analysis. The results of using SWOT analysis show
that the position of each MSME is in quadrant I, which is the most profitable situation.
The right strategy in this situation is to implement policies to support and focus on
aggressive growth. The results of using QSPM analysis show that an alternative
strategy that Umi MSME can prioritize is collaborating with more resellers. The
alternative strategy priority for Lahadeng Corner and Nuca MSME is optimizing
production capacity. The last strategy alternative for Lahadeng Corner is add
production equipment with maximum function. And the last strategy alternative for
Umi and Nuca MSMEs is to carry out promotions. The use of SWOT and QSPM
analysis in multi-sites case study and comparative research is novelty in this study.
Based on the result of the SWOT and QSPM analysis, contribution of the research is
can help the owners of Umi, Lahadeng Corner, and Nuca MSMEs in adopting business
strategies that suit their companies.
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A.Introduction

Market developments are increasingly rapid, varied, and very competitive, so it is
very necessary to have a business strategy that can arouse consumer interest in
choosing and being interested in the products offered. A business strategy is a strategy
that occurs at the product or business unit level and is a strategy that emphasizes the
competitive position of products or services in specific industries or market segments
(Handayani & Sarwono, 2021). This requires business managers such as Micro, Small,
and Medium Enterprises (MSMEs) to carry out their activities as effectively and
efficiently as possible so that business continuity can be guaranteed over a relatively
long period. MSMEs have made a significant contribution to Indonesia’s economic
growth. The Ministry of Cooperatives and Small and Medium Enterprises data in
2021, there are 64.2 million MSME:s in Indonesia and contribute up to 61.07% to Gross
Domestic Product (GDP) or IDR 8,573.89 trillion (pip.kemenkeu.go.id, 2022).
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East Luwu is one of the regencies in South Sulawesi Province. Definitively, East Luwu
Regency was established in 2003 based on the Law of the Republic of Indonesia no. 7
of 2003. East Luwu Regency is the easternmost regency in South Sulawesi Province
which borders Central Sulawesi Province to the north. Meanwhile, to the south, it
borders Southeast Sulawesi Province and Bone Bay. Meanwhile, the western border
is the North Luwu Regency. East Luwu Regency, whose capital is Malili, is
administratively divided into 11 districts, namely Kaleana, Mangkutana, Tomoni,
Angkona, East Tomoni, Towuti, Malili, Wasuponda, Nuha, Wotu, and Burau (Badan
Pusat Statistik Kabupaten Luwu Timur, 2017).

According to the World Bank, Micro, Small, and Medium Enterprises (MSMEs) are
grouped into 3 types, namely: 1) micro enterprises with 10 employees; 2) small
businesses with 30 employees; and 3) medium-sized businesses with up to 300
employees (LPPI & BI, 2015). Many people can be found opening chips MSMEs with
various concepts and flavor menus offered in East Luwu. Chip MSMEs with their
respective superior products compete with each other to gain profits (Budiman et al.,
2018). The number of MSMEs in East Luwu continues to increase over time. According
to data from the Department of Cooperatives, Small and Medium Enterprises of South
Sulawesi Province in 2020, registered chip MSMEs in East Luwu are as follows.

Table 1. Names of registered chip MSMEs in East Luwu from the Department of
Cooperatives, Small and Medium Enterprises of South Sulawesi Province

Name of MSME Address District
Keripik Pisang Reguni Dusun Pao Bali Burau
Keripik Lauwo J1. Poros Srk Burau
Keripik Pisang Al-Ikhwan Desa Lera Wotu
Keripik Pisang Baruga J1. Manggis Malili
Keripik Pisang Nur Utami Desa Lakawali Malili
Keripik Pisang Tanduk “Nirwana” J1. SM Al Jufri Wotu
Keripik Pisang Wahyu Desa Lera Wotu
Lahadeng Corner JI. WR. Monginsidi Malili
Pengolahan Keripik Padaita Lutim Dusun Tette Tallu Wotu
UMKM Keripik Pisang Tiga Putra Jl. K.H. Ahmad Dahlan Malili
UMKM Keripik Simpatik Dusun Lengkong Wotu
UMKM Nuca Dusun Kalaena Mangkutana
UMKM Umi J1. Sawerigading Malili

Based on the list of MSMEs, Umi MSMEs located on JI. Sawerigading, Balimas,
Lakawali Village, Malili District were the first MSMEs selected for this research. This
business has been managed by Mrs. Rustinah since 2010. The second MSME is
Lahadeng Corner which is located on J1. WR. Monginsidi, Malili District. This business
has been managed by Mrs. Hajar since 2019. The third MSME is Nuca MSME which
is located in Kalaena Hamlet, Sindu Agung Village, Mangkutana District. This MSME
has been managed by Mrs. Harningseh since 2017. One of the reasons for choosing
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MSMEs is because they already have sales records, so every month you can know the
increase or decrease in sales results. Then, during the COVID-19 pandemic until now,
these MSMEs were still able to survive and increase sales. There are several differences
between these MSMEs, including differences in chip texture, packaging, and how to
market the product. The differences and similarities between MSMEs can be used to
find the right business strategy.

Strategic planning is carried out based on market orientation, namely the managerial
process of developing and maintaining organizational goals, skills, and resources
under changing market opportunities. Determining a business strategy can use SWOT
analysis to find out the extent of the strengths, weaknesses, opportunities, and threats
of an MSME. A summary of strategic external factor analysis (EFAS) and a summary
of internal strategic factor analysis (IFAS) will be considered in building the SWOT
matrix (Rangkuti, 2013). Related work of previous researchers by Mulyan Pulubuhu,
Abdul Rahman Kadir, and Muh. Sobarsyah. The research results show that the
position of PT JAMKRIDA South Sulawesi is in Quadrant I (Progressive). SWOT
analysis suggests alternative implementations of the S-O strategy (Pulubuhu et al,,
2022). SWOT analysis can not only be used in business, but is also a useful tool for
discussing opportunities and threats to education-training as well as outlining the
strengths and weaknesses of phone applications that can aid the learning process
(Mesiono et al., 2024). The SWOT analysis method can also be used to review the
advantages and opportunities of the Tiangwangkang Old Village area as well as
regarding improvements and building the required infrastructure (Yandi et al., 2023).

Then Quantitative Strategic Planning Matrix (QSPM) analysis is needed to determine
the sequence of the most important strategic alternatives to the last strategic
alternative (David, 2011). SWOT and QSPM analysis known that can be used in
formulating alternative development strategies and determining priority strategies in
the PT Family Company, KPBS Pangalengan Milk. The research results show that the
company’s position is in quadrant I (grow and develop). An alternative strategy that
can be implemented is to merge with a similar company to increase production
volume (Djunita et al., 2022).

Most previous studies carried out analysis only using SWOT or QSPM. Only research
conducted by Djunita and her friends used these two analytical tools to find out
alternative development strategies at PT Family Company, KPBS Pangalengan Milk.
The novelty of this research is using SWOT and QSPM analysis on several similar
MSME:s and to find out the differences in business strategies that will be implemented.
Based on the result of the SWOT and QSPM analysis, contribution of this research is
can help the owners of Umi, Lahadeng Corner, and Nuca MSMEs in adopting business
strategies that suit their companies. Therefore, the research question focus is finding
appropriate business strategies by using SWOT and QSPM analysis, as well as finding
differences in strategies for these MSMEs.
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B. Methods

The study uses a comparative multi-case study approach. Multi-site or multi case
study means qualitative research based on the ongoing exploring concept, which case-
oriented to several cases and involves in-depth studies (Chariri, 2009). Then,
comparative study will be able to find differences and similarities about people, work
procedures, objects, ideas, criticism of people, and groups. The researcher’s presence
in this study was to participate in the field by analyzing direct observation and in-
depth interviews. The study was carried out at MSMEs in East Luwu Regency, South
Sulawesi Province, namely at Umi MSME, Lahadeng Corner, and Nuca MSME.

The informants in this study are key informants and supporting informants. Key
informants consisted of three people, Mrs. Rustinah as the owner of UMKM Umi, Mrs.
Hajar as the owner of Lahadeng Corner, and Mrs. Harningseh as the owner of UMKM
Nuca. The supporting informants consisted of 18 people, namely two active
employees, two resellers, and two consumers from each MSME. The selection of
informants was carried out deliberately. This is based on criteria that have been
adapted to the research focus by taking into account the experience or knowledge of
research informants (Harahap, 2020).

Data collection by observation, interviews, documentation, and recording in the field
(Hardani et al., 2020). Observations can be related to attempts to: construct problems,
contrast the problems with field reality, comprehend the problems in-depth to identify
potential questionnaire questions, or identify data collection techniques. This study
makes use of in-depth interviewing methods, unstructured interviews lasting several
hours at the research site with informants. The gathering of data using documents is
called documentation, these diverse documents include of readings, texts, audio files,
and video files. When the facts and research focus arose, or when the event happened,
the date, location, and environment must be documented. Data records from fields
that are considered important, grouped with the same data.

Data analysis by reducing data, presenting data, concluding and verifying
(Abdussamad, 2021). Reducing data entails summarizing, picking the key elements,
concentrating on what matters, and searching for trends and themes. The presentation
of data can be done in the form of short descriptions, graphs, relationships between
categories, diagrams, etc. The initial conclusions reached are still provisional and will
change if solid evidence is not found in the next phase of data collection. However, if
the conclusion reached at the initial stage is supported by sound and consistent
evidence when returning to the scene to collect data, then the conclusion reached is a
reliable conclusion. The data validity is checked with triangulation and member
checking. The triangulation includes the source triangulation and the method
triangulation. The source triangulation to check the reliability of data is performed by
verifying data obtained from multiple sources. The method triangulation to testing
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data reliability that involves checking data against the same source using different
methods.

Analysis techniques are SWOT and QSPM analysis. SWOT is a tool used in developing
business strategies based on the situation of an MSME (Rangkuti, 2013). Strengths and
weaknesses are internal factors, and opportunities and threats are external factors. The
strengths and weaknesses of MSMEs will be investigated using the IFAS (Internal
Factor Analysis Summary) matrix, and then the opportunity and threat factors will be
investigated using the EFAS (External Factor Analysis Summary) matrix. The
combination of the two indicators in the SWOT diagram will show the position of an
MSME (Wardoyo, 2011). The SWOT matrix will clearly show what opportunities and
threats can be compared with strengths and weaknesses to produce the right strategy
(Rangkuti, 2013). The Quantitative Strategic Planning Matrix (QSPM) environmental
analysis tool that will be used in this study is based on a strategy formulation analysis

framework consisting of an input stage, a matching stage, and a decision stage (David,
2011).

C. Results and Discussion
SWOT Analysis

Umi MSME Internal Strategic Factor Analysis Summary (IFAS) and External
Strategic Factor Analysis Summary (EFAS)

The analysis results using the IFAS matrix show a score value of 3.00 for the strength
factor and a score value of 0.46 for the weakness factor, so the difference in score value
between the two factors is 2.54. The results of the analysis using the EFAS matrix show
a score of 2.35 for the opportunity factor and a score of 0.52 for the threat factor, so the
difference in score between the two factors is 1.83. The two difference values are used
as the X and Y values when plotting in the Cartesian SWOT diagram (Wardoyo, 2011).
The next step is to create a SWOT matrix so that opportunities and threats can be seen
compared to strengths and weaknesses to produce the right strategy (Rangkuti, 2013).

Table 2. Umi MSME SWOT Matrix

IFAS Strengths (S) Weakness (W)

1. The number and 1. The location of the shop
capabilities of as well as the
employees are adequate. production house is not

2. Good employee loyalty. on the main road.

3. Product supplies are 2. The production
always sufficient. equipment owned is not

4. The product lasts quite a optimal.
long time. 3. The selling price of the

5. Provide product product is not
bonuses.
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EFAS

6. Serve consumers well.
7. Record sales results.

determined based on
sales calculations.

. Promotions and

advertisements carried
out on social media
have no impact.

Opportunities (O)

1. Stable raw material supply,
directly from farmers, and
cheaper prices.

2. The local government

machines.
3. Many people want to
become resellers.

in product licensing and
cooperation

5. The surrounding
environment and social
structure have a good
impact on sales results.

provides several production

4. Regional governments assist

SO Strategy

1. Optimization of
production capacity (S1,
52,57, 01, 02, 04, O5)

2. Maintain product
quality (4, O3, O4)

3. Maintain good service
quality (S5, S6, O3)

4. Collaborate with more
resellers (S3, S4, O1, O3,
04)

WO Strategy

. Openashopina

strategic location (W1,
O5)

. Add production

equipment with
maximum function (W2,
02)

. Selling price adjusted to

cost of goods sold (W3,
01, 03)

. Increase promotions and

advertising (W4, O1, O5)

Threats (T)
1. Shipping costs outside the
island are expensive.
2. Complaints from
consumers.

hamper the smoked banana
chip production process.

4. Environmental and health
issues can affect the
production process.

3. Weather conditions that can

ST Strategy

1. Give a discount or other
offers (54, S5, T1)

2. Maximize production
when weather is
favorable (S1, S2, S4, T3)

3. Improve and maintain
product quality (54, T2)

4. Pay attention to the
production process (S1,
S2 T2, T4)

WT Strategy

. Optimize the production

process and product
quality (W2, T2, T3, T4)

. Optimize pricing and

promotion strategy (W3,
W4, T1)

. Optimize the use of

distribution channels
and delivery services
(T1, W1)

Lahadeng Corner Internal Strategic Factor Analysis Summary (IFAS) and External
Strategic Factor Analysis Summary (EFAS)

The analysis results using the IFAS matrix show a score value of 3.12 for the strength
factor and a score value of 0.48 for the weakness factor, so the difference in score value
between the two factors is 2.64. The results of the analysis using the EFAS matrix show
a score value of 1.92 for the opportunity factor and a score value of 0.76 for the threat
factor, so the difference in score value between the two factors is 1.16. The two
difference values are used as the X and Y values when plotting in the Cartesian SWOT
diagram (Wardoyo, 2011). The next step is to create a SWOT matrix to produce the
right strategy (Rangkuti, 2013).

607



JMKSP (Jurnal Manajemen, Kepemimpinan, dan Supervisi Pendidikan)
Volume 9 (1) 2024, 602-618
E-ISSN 2614-8021, P-ISSN 2548-7094

Table 3. Lahadeng Corner SWOT Matrix

IFAS Strengths (S) Weakness (W)

1. The number and 1. The production
capabilities of employees equipment
are adequate. owned is not

2. Product selling prices are optimal.
determined based on 2. Employe loyalty
calculation. is lack.

3. The uniqueness of the 3. Promotion has
product. The chips are not optimal.
thinner than the others.

4. The product lasts quite a
long time.

5. The shop is located on
the main road.

EFAS 6. Record sales results.
Opportunities (O) SO Strategy WO Strategy
1. Many people want to become 1. Optimization of 1. Add production
resellers. production capacity (S1, equipment with
2. Local governments assist in S3, 54, S5, 01, O3) maximum
obtaining product permits. 2. Maintain product quality function (W1,
3. The surrounding environment and and uniqueness (S3, 54, 01)
social structure have a good impact S6, 02, O3) 2. Increase
on sales results. 3. Collaborate with more promotions and
resellers (S1, S2, S3, 4, advertisements
01, 02) (W3, 01, 03)
Threats (T) ST Strategy WT Strategy
1. The supply of raw material is 1. Looking for and 1. Optimize the
unstable because it comes from the collaborating with production
market and not directly from farmers as permanent process and
farmers. suppliers (S3, S5, T1) product quality
2. Weather conditions can hamper the |2. Maximize production (W1, T2, T3, T4)
production process of smoked when weather is 2. Optimize
banana chips. favorable (S1, $4, T2) distribution and
3. Environmental and health issues 3. Maintain product quality promotion (T4,
affect the production process. and pay attention to the W3)
4. The presence of new competitors. production process (S1,
S3, 54, T3, T4)

Nuca MSME Internal Strategic Factor Analysis Summary (IFAS) and External
Strategic Factor Analysis Summary (EFAS)

The analysis results using the IFAS matrix show a score value of 3.12 for the strength
factor and a score value of 0.48 for the weakness factor, so the difference in score value
between the two factors is 2.64. The results of the analysis using the EFAS matrix show
a score of 3.24 for the opportunity factor and a score of 0.36 for the threat factor, so the
difference in score between the two factors is 2.88. The two difference values are used
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as the X and Y values when plotting in the Cartesian SWOT diagram (Wardoyo, 2011).
The next step is to create a SWOT matrix to produce the right strategy (Rangkuti,

2013).
Table 4. Nuca MSME SWOT Matrix
IFAS Strengths (S) Weakness (W)

1. The number and . The location of the shop as
capabilities of well as the production
employees are house is not on the main
adequate. road.

2. Good employee . Product supplies
loyalty. sometimes are limited.

3. The product lasts . The production equipment
quite a long time. is still manual.

4. Product prices are . Not carrying out
cheaper and have promotion.

EFAS more content.

5. Record sales results.

6. Product selling prices
are determined based
on calculation.

Opportunities (O) SO Strategy WO Strategy
1. Stable raw material supply, |1. Optimization of . Open a shop in a strategic
directly from farmers, and production capacity location (W1, O3)
cheaper prices. (51,52, S3, 01, 02, . Optimize of production
2. Many people want to 06) capacity (W2, O1, O2)
become resellers. 2. Maintain product . Add production

3. Local governments assist in

quality (S3, 02, O3)

equipment with maximum

process.

1. Environmental and health
issues affect the production

1. Improve and
maintain product
quality (S1, S3, 54,
T1)

2. Pay attention to the
production process
(51, S6, T1)

obtaining product permits.  |3. Collaborate with function (W3, O2)
more resellers (S1, S3, | 4. Do promotion (W4, O1)
54, 56 01, 02)
Threats (T) ST Strategy WT Strategy

. Optimize the production

capacity and product
quality (W2, W3, T1)

. Do promotion (W1, W4,

T1)
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Figure 1. Cartesian SWOT diagram for MSMEs

The combination of the two indicators, the external strategic factor and the internal
strategic factor analysis summary in the SWOT diagram will show the position of a
business entity (Wardoyo, 2011). The results of plotting the Cartesian SWOT diagram
show that the positions of MSME Umi, Lahadeng Corner, and MSME Nuca are in
quadrant I. The strategy that will be implemented supports and focuses on aggressive
growth (Rangkuti, 2013).

The right business strategy for Umi MSME is to collaborate with more agents, open
more strategically located store, adding production equipment that operates more
optimally, improve and maintain product quality, optimize pricing and promotion
strategies, and optimize the use of distribution channels and delivery services.
Previous research findings also regarding SWOT analysis, as carried out by
Kumalasari and her friends about determine the development strategy for MSMEs in
Kolaka District, Southeast Sulawesi, Indonesia. The result shows that the strategy that
must be implemented in this condition is to support aggressive growth policies,
namely the Strength-Opportunity (S-O) strategy (Kumalasari et al., 2022). In addition
to being in the aggressive growth zone, MSMEs can also be in the growth and build
zone. SWOT analysis is used to determine the internet marketing strategy at MSME
Batik Manggur, with the research results being that MSMEs are in the growth and
build zone. Suitable strategies are product development, market penetration, or
integration (Rahmadani et al., 2020).

Lahadeng Corner MSME’s business strategies based on SWOT analysis are to
optimize production capacity, maintain product quality and uniqueness, cooperate
with more agents, supplement operational production equipment more optimally,
finding and collaborating with farmers as long-term suppliers, optimizing
distribution and advertising. Quadrant I is the location of MSMEs Kerajinan Gunung
Sari Malang, based on the research results. This means that the networking strategy
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will be more focused on the growth process of the organization, or in other words, it
will prioritize the SO strategy, specifically the plan for using all assets of the
organization to realize existing capabilities (Setya et al., 2017). In addition to being in
Quadrant I, MSMEs can also be in Quadrant II, III or even IV. According to research
results conducted by Satria Tirtayasa, Mohammad Yusri, and Muammar Rinaldi.
Research results based on SWOT analysis, the grand strategy for MSMEs that can be
selected is in Quadrant III, namely Survival Strategy (WT). MSMEs must develop
strategies to maintain their performance (Tirtayasa et al., 2022).

Nuca MSME's business strategies based on SWOT analysis are to optimize production
capacity, collaborate with more agents, open more strategically located store, adding
production equipment that operates more optimally, improve and maintain product
quality, and doing promotions. Inggrita Gusti, Sari Nasution, and Frida Ramadini
doing research in woven SME in Medan. The woven SME is located in quadrant [ with
a growth strategy. Therefore, the implementation strategies can be implemented to
improve the weaving quality of weavers, and develop innovative ideas so can
continue to develop existing galleries to increase their popularity and survival.
Creativity is important to make showrooms and SME entrepreneurship attractive
(Gusti et al., 2018). The other research about SWOT analysis is study about PT. X. It is
in a fairly strong position and the threats and opportunities it faces are not too strong.
Therefore, the right strategy in the company’s growth phase is a concentric
diversification strategy by producing new products efficiently because the company
already has good production and marketing capabilities (Olga et al., 2020).

The other research result show MSMEs that in Quadrant III. The solution obtained
from this study is WO strategy, which reflects the strategy of taking advantage of
opportunities to overcome internal weaknesses identified as a top priority. The
organization under study should prioritize the use of environmental opportunities to
address organizational weaknesses (Shakerian et al.,, 2016). Hendri Dunan,
Habiburrahman, and Berka Angestu also doing research about SWOT analysis. Based
on SWOT analysis, the SO (Strength-Opportunity) strategy is built and is located in
Quadrant 1 (growth-oriented strategy). The strategy that must be implemented under
these conditions is to support aggressive growth policies through cost leadership,
differentiation and focus (Dunan et al., 2020).

QSPM Analysis

The Quantitative Strategic Planning Matrix (QSPM) environmental analysis tool also
uses the EFAS and IFAS matrices in the input stage. At the matching stage, Internal
and External (IE) matrix is used, also the SWOT matrix. At the decision stage, the
quantitative strategic planning matrix is used to calculate the Total Attractiveness
Score (TAS) value. After getting the TAS value from the alternative strategy, the
highest value will indicate the alternative strategy that can be used as the main
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alternative. TAS with the smallest value indicates that the alternative strategy is
another strategy option (David, 2011).

Table 5. QSPM Strategy Sequence

Sequence Umi MSME Strategy TAS Value

1 Collaborating with more resellers. 741

2 Open a shop in a strategic location. 7.10

3 Improve and maintain product quality. 6.60

4 Add production equipment with maximum function. 6.04

5 Optimize the use of distribution channels and delivery services. 512

6 Optimize pricing and promotion strategy. 5.11
Sequence Lahadeng Corner Strategy TAS Value

1 Optimization of production capacity. 6.92

2 Maintain product quality and uniqueness. 6.81

3 Collaborating with more resellers. 6.72

4 Optimize the use of distribution channels and promotion. 6.27

5 Looking for and collaborating with farmers as permanent 6.01

suppliers. '

6 Add production equipment with maximum function. 517
Sequence Nuca MSME Strategy TAS Value
1 Optimization of production capacity. 7.27
2 Collaborating with more resellers. 7.12
3 Improve and maintain product quality. 6.82
4 Add production equipment with maximum function. 5.94
5 Open a shop in a strategic location. 5.66
6 Do promotion. 5.51

The results of QSPM analysis show that the most profitable strategy for Umi’s MSMEs
is collaborating with more resellers. It is can be used as the main alternative strategy
with 7.41, highest TAS value. The lowest-value alternative strategy is optimized
pricing and promotion strategy, with 5.11 the smallest TAS value. It will be another
strategy option. Besides that, open a shop in a strategic location, improve and maintain
product quality, add production equipment with maximum function, optimize the use
of distribution channels and delivery services, strategies with lower TAS values can
be implemented in order of priority. There is a positive relationship between price and
product quality to increase bread sales at Dua Cakra Roti Factory in Sanggau Regency
(Neti & Magdalena, 2021). The alternative strategy applied by Aura Bedda Lotong
company to increase the revenue is a collaborative strategy because it can expand its
market reach and collaboratively build mutually beneficial relationships with its
partners and agents to make a profit (Kurniawan et al., 2023).

The most recommended alternative strategy for Lahadeng Corner MSME is
optimization of production capacity, with highest TAS value is 6.92. Another strategy
optionis preserved product quality and uniqueness, collaborating with more resellers,
optimize the use of distribution channels and promotion, looking for and
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collaborating with farmers as permanent suppliers. Add production equipment with
maximum function as the smallest TAS value with 5.17 score. The study by Tuwandi
Juniarto and friends shows that supplier development has a positive impact on
supplier performance and that supplier performance has a positive impact on
company performance (Juniarto et al., 2021). A product marketing strategy can start
with improving understanding of the workforce and ultimately increase product
quality and quantity (Arjuna et al., 2022). Maintaining positive relationships with
suppliers and exploring the possibility of finding new ones is the other approach.
Given that rivals in the same region typically use the same provider. Next, to maintain
the baseline price so that the chosen price might effectively compete (Sholikhah et al.,
2018).

The most recommended alternative strategy for Nuca MSME is optimization of
production capacity with highest TAS value, it is 7.27. Another strategy option is
collaborating with more resellers, improve and maintain product quality, add production
equipment with maximum function, open a shop in a strategic location, and do promotion. It
is the smallest TAS value with 5.51 score. Accessibility is an important factor in
choosing a strategic location for a store because it will be easier for consumers to reach
that location so it can invite consumers to come (Chelviani et al., 2017). Owners of
businesses can devote all of their attention to their patrons because happy consumers
are more likely to make repeat visits. High-quality products are one way to
demonstrate this attention to detail (Birru et al., 2022). Digital technology usage has a
significant impact on sales turnover. The way that people shop has evolved. Being
able to shop from home is something that a lot of people desire. Consequently, it is
imperative to enhance the capacity of MSME to execute online marketing promotions
using digital media (Sudarmiatin et al., 2023).

SWOT and QSPM analysis can be used in developing strategies for a sustainable
business from an online laundry marketplace startup, the Infineed. The analysis
results show that the Infineed is in a growth-oriented strategy position, namely
utilizing internal strengths to take advantage of as many opportunities as possible,
with the highest alternative development strategy being the strategy of using search
engine optimization, collaborating with payment gateway providers and utilize paid
advertising and social media for promotion (Naufinda Asnin et al., 2021). I Made
Kartika and her friends conducted research using QSPM analysis. There are three
alternative strategies that artisans can take to grow their business: market penetration;
develop or expand markets; and product development. Based on the QSPM results,
market development or expansion has the highest TAS, which is why it was chosen as
the most recommended strategy (Kartika et al., 2024).

Comparative Analysis of MSMEs

There are similarities and differences found in the results of research on MSMEs Umi,
Lahadeng Corner, and Nuca in running their businesses. The similarity is in terms of
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the substance or main strategy that you want to carry out. Meanwhile, the difference
is in its implementation. The study results also show that Nuca MSMEs are superior
at attracting other people to become customers or resellers compared to Umi and
Lahadeng Corner MSMEs. A different strategy that has been implemented by Nuca
MSMEs so far is setting product prices that are cheaper than the products of other
similar businesses. Pitman and Heni Iswati’s study indicates that the Dana Cinta
Business will fail if solely use a cost advantage (low cost) strategy. However, when
combined with a differentiation strategy, a cost leadership approach can positively
impact corporate success (Pitman & Iswati, 2018). The performance of the company
and cost advantages are related. Companies can use two strategies to boost
performance: the first is a cost leadership strategy, and the second is a product
excellence approach (Rianto, 2018).

Apart from cheaper prices, Nuca MSMEs also use product packaging with more
content. This can attract more consumers. Even though the profit earned from each
product sale is less, it can attract the interest of more consumers. Satisfied consumers
can become customers. A study conducted by M. Khairul Anam, Muntalim, and Suci
Wulandari shows that consumers feel satisfied after deciding to buy Otak-otak
Bandeng products. Packaging and size attributes have a high level of importance and
good influence (Anam et al., 2023). The Maharaja Super Cake shop’s customers’
purchasing decisions are influenced by the quality of the product and its packaging.
Customers can stay happy and make repeat purchases by encouraging more creativity
in product varieties and packaging designs that are more appealing and adhere to
current trends (Alfayed et al., 2024). Salsa Wulandari and Eka Komalasari’'s study
demonstrates how the Pradevi Cake and Cookies Home Industry in Meranti Islands
Regency can affect consumers” decisions to make impulsive purchases based on the
packaging of their products, including materials, logos and labels, color, size, and
attractiveness of the packaging design (Wulandari & Komalasari, 2023).

The large number of requests ultimately causes product turnover to become faster. So,
in the long term, sales volume can be greater than that of other MSMEs. This price
penetration strategy is product pricing that takes advantage of the opportunity to gain
market share at lower prices to attract customers and dominate the scope of similar
businesses (Anwar, 2020). Customer attractiveness stems from offering high-quality
products at competitive pricing, according to studies conducted at Express Laundry.
Offering reasonable service costs along with excellent service can increase a
company’s market potential (Zain et al., 2021).

D.Conclusion
According to the SWOT and QSPM analysis in this study, the conclusions obtained is
finding appropriate business strategies. The every MSME position is in quadrant I,

means the most profitable situation. The right strategy can be carried out is to
implement policies to support and focus on aggressive growth. The alternative
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strategies generated through SWOT analysis were then ranked using QSPM analysis
and showed that the priority alternative strategy for Umi MSME is collaborate with
more resellers, while the last alternative was to optimize pricing and promotion
strategies. At Lahadeng Corner, the priority alternative strategy is optimizing
production capacity, and the last alternative strategy is adding production equipment.
At Nuca MSME, the priority alternative strategy is optimizing production capacity,
and the final alternative strategy is carrying out promotions.

There are similarities and differences found from the results of research on MSMEs
Umi, Lahadeng Corner, and Nuca in running their businesses. The similarity is in
terms of the substance or main strategy that they want to carry out. Meanwhile, the
difference is in implementation. The results also show that Nuca MSMEs are superior
at attracting other people to become customers or resellers compared to Umi and
Lahadeng Corner MSMEs. A different strategy that has been implemented by Nuca
MSMEs so far is setting product prices that are cheaper than the products of other
similar businesses and use product packaging with more content.

E. Acknowledgement

Special thanks to the first supervisor, Mr. Dr. Agus Hermawan, GradDipMgt., M.Si.,
M.Bus., and the second supervisor, Mr. Dr. Ely Siswanto, S.Sos., M.M., author was
able to complete this study with their guidance.

References

Abdussamad, Z. (2021). Qualitative Research Methods (P. Rapanna, Ed.; 1st ed.). CV.
Syakir Media Press.

Alfayed, M. A., Muniroh, L., & Sundarta, M. I. (2024). The Influence of Product Quality
and Packaging on Purchasing Decisions. Indonesian Journal of Innovation
Multidisipliner Research, 2(1), 10-19.
https:/ /multidisipliner.org/index.php/ijim/article/ view /67

Anam, M. K., Muntalim, M., & Wulandari, S. (2023). Analysis of Consumer
Perceptions in Purchasing Otak-Otak Milkfish Products in Lamongan Regency:
IPA and CSI Approach. Jurnal Dinamika Sosial Ekonomi, 24(2), 154-167.
http:/ /jurnal.upnyk.ac.id/index.php/jdse/article/view /10715

Anwar, M. (2020). Strategic Management: Competitiveness and Globalization (Cet. 1).
Sasanti Institute.

Arjuna, S., Zarkasih, A., Lam’ah Nasution, S., Siregar, M. R., & Munthe, R. S. (2022).
Product Marketing Strategy in the Digital Era for MSMEs. COMSEP: Jurnal
Pengabdian Kepada Masyarakat, 3(2), 159-164.
https:/ /jurnal.adai.or.id/index.php/comsep/article/ view /282 /214

Badan Pusat Statistik Kabupaten Luwu Timur. (2017). Luwu Timur Regency in Figures.
BPS Kabupaten Luwu Timur. https://e-

615



JMKSP (Jurnal Manajemen, Kepemimpinan, dan Supervisi Pendidikan)
Volume 9 (1) 2024, 602-618
E-ISSN 2614-8021, P-ISSN 2548-7094

ppid.luwutimurkab.go.id /storage/media/nwZT2bigMREwZ3Z25CDKpCsmB
OMV8Z8vZjHRPOj].pdf

Birru, A. C., Sudarmiatin, & Hermawan, A. (2022). Competitive Strategies in The
Lodging Service Sector: Five Porter Analyses and Case Study SWOT Analysis.
Journal ~ of  Business  and  Management  Review,  3(1),  001-017.
https:/ /doi.org/10.47153 /jbmr31.2732022

Budiman, I., Tarigan, U. P. P., Mardhatillah, A., Sembiring, A. C., & Teddy, W. (2018).
Developing business strategies using SWOT analysis in a color crackers industry.
Journal of Physics: Conference Series, 1007(1). https://doi.org/10.1088/1742-
6596,/1007/1/012023

Chariri, A. (2009). Philosophical Foundations and Qualitative Research Methods.
Workshop ~ Metodologi  Penelitian ~ Kuantitatif ~ Dan Kualitatif, =~ Laboratorium
Pengembangan Akuntansi (LPA).

Chelviani, K. M., Meitriana, M. A., & Haris, I. A. (2017). Analysis of Factors that
Influence the Choice of Location for Modern Shops in Buleleng District. Jurnal
Pendidikan Ekonomi Undiksha, 9(2), 257-266.
https:/ /ejournal.undiksha.ac.id/index.php/JJPE/article/view/20051/12022

David, F. R. (2011). Strategic Management: Concept. Salemba Empat.

Djunita, R., P., Inzaghi, Z., & Sutjipto, M. R. (2022). Business Development Strategy
Using Swot Analysis and QSPM (Case Study of the Family Company PT. Susu
KPBS Pangalengan). SEIKO: Journal of Management & Business, 5(1), 2022-2162.
https:/ /doi.org/10.37531/ sejaman.v5i1.1810

Dunan, H., Habiburrahman, & Angestu, B. (2020). Business Strategy Analysis in
Efforts to Increase Sales at Love Shop Boutique at Bandar Lampung. Jurnal
Manajemen Dan Bisnis, 11(1), 53-62.

Gusti, I., Nasution, S., & Ramadini, F. (2018). Development Strategies for Woven SMEs in
Medan.

Handayani, A., & Sarwono, A. E. (2021). Strategic Management Textbook (N.
Prasetyowati, Ed.; 1st ed.). UNISRI Press.

Harahap, N. (2020). Qualitative Research (H. Sazali, Ed.; 1st ed.). Wal Ashri Publishing.

Hardani, Auliya, N. H., Andriani, H., Fardani, R. A., Ustiawaty, J., Utami, E. F,,
Sukmana, D. J., & Istiqgomah, R. R. (2020). Qualitative & Quantitative Research
Methods (H. Abadi, Ed,; 1st ed.). Pustaka [Imu.
https:/ /www .researchgate.net/publication/340021548

Juniarto, T., Negara, P. P. S., & Wahyudji, B. (2021). The Effect of Supplier Performance
on Supply Chain using Structural Equation Modeling (SEM) Method at PT. Tiga
Serangkai. Integrasi Jurnal Ilmiah Teknik Industri, 6(1), 24-31. http:/ /jurnal.um-
palembang.ac.id/integrasi/index

Kartika, I. M., Amrita, N. D. A,, Sedana, L. D. G. P., & Herlambang, P. G. D. (2024).
Bamboo Craft Business Development Strategy in Bangli District. JMKSP (Jurnal
Manajemen,  Kepemimpinan, — Dan  Supervisi  Pendidikan),  9(1), 49-59.
https:/ /jurnal.univpgri-
palembang.ac.id/index.php/JMKSP/article/ view /13497 /7924

616



JMKSP (Jurnal Manajemen, Kepemimpinan, dan Supervisi Pendidikan)
Volume 9 (1) 2024, 602-618
E-ISSN 2614-8021, P-ISSN 2548-7094

Kumalasari, F., Kara, M. H., K., A., & Misbach, I. (2022). Analysis of the Development
Strategy of Micro, Small and Medium Enterprises (MSMEs) in Kolaka District,
Southeast Sulawesi, Indonesia. International Journal of Multicultural and
Multireligious Understanding, 9(3), 82-92.
https:/ /doi.org/10.18415/ijmmu.v9i3.3509

Kurniawan, M. L., Kadang, J., & Waluyo, M. (2023). Building a Partnership Strategy
to Increase Aura Bedda Lotong’s Business Income. Journal of Management and
Creative Business (JMCBUS), 1(2), 103-111.
https:/ /jurnaluniv45sby.ac.id/index.php/jmcbus/article/ download /833 /716

LPPI, & BI. (2015). Business Profile of Micro, Small and Medium Enterprises (UMKM).

Mesiono, Fahada, N., Irwansyah, Diana, & Siregar, A. S. (2024). SWOT Analysis of
ChatGPT: Implications for Educational Practice and Research. JMKSP (Jurnal
Manajemen,  Kepemimpinan, Dan  Supervisi  Pendidikan), 9(1), 181-196.
https:/ /jurnal.univpgri-
palembang.ac.id/index.php/JMKSP/article/ view /14137 /7941

Naufinda Asnin, T., Prambudia, Y., & Hadi, R. M. El. (2021). Developing Strategies to
Improve Business Model of Online Laundry Marketplace Startup. International
Journal ~ of  Innovation  in Enterprise System,  5(2), 134-143.
https:/ /ijies.sie.telkomuniversity.ac.id /index.php/IJIES/index

Neti, & Magdalena, L. (2021). The Influence of Price and Production Quality on
Increasing Sales Volume at the Dua Cakra Bread Factory. Fokus, 19(1), 77-85.
https:/ /jurnal.unka.ac.id/index.php/fisip/article/download /481/pdf/1824

Olga, L., Arman, F,, Tinggi, S., Nusantara, T., Pulau, J.,, Waydadi, D., Sukarame, B.,
Lampung, B., & Kunci, K. (2020). SWOT Method Analysis to Increase Consumer
Satisfaction to  Win  the  Competition (Case  Study in PT. X).
https:/ /jurnal.darmajaya.ac.id/index.php/PSND/article/download /2578 /119
4

PIP Dukung Penguatan Kontribusi UMKM Terhadap Ekonomi Indonesia. (2022, April).
Kementrian Keuangan RI. https:/ / pip.kemenkeu.go.id/id/ data-
publikasi/berita-terbaru/123-pip-dukung-penguatan-kontribusi-umkm-
terhadap-ekonomi-indonesia.html

Pitman, & Iswati, H. (2018). The Influence of Cost Leadership and Differentiation
Strategies on Business Success (Case Study: KTA Dana Cinta). Journal of Banking
& Management, 2(2). http:/ / ojs.ekuitas.ac.id /index.php/jbm/article/view /133

Pulubuhu, M., Kadir, A. R., & Sobarsyah, Muh. (2022). Analysis of Business Strategy
in Improving Product Marketing: The Case of a Credit Guarantee Company of PT
JAMKRIDA South Sulawesi. HJBS, 4(1), 1-12.
https:/ /doi.org/10.26487 / hjbs.v4i1.499

Rahmadani, E. D. C.,, Sudarmiatin, & Winarno, A. (2020). Analysis of Internet
Marketing Strategy Using SWOT Analysis in Batik Manggur MSME Probolinggo
City. International Journal of Business, Economics and Law, 21(5), 239-246.
https:/ /www.ijbel.com/wp-content/uploads/2020/08 /IJBEL21_290.pdf

Rangkuti, F. (2013). SWOT Analysis: Techniques for Dissecting Business Cases. Gramedia
Pustaka Utama.

617



JMKSP (Jurnal Manajemen, Kepemimpinan, dan Supervisi Pendidikan)
Volume 9 (1) 2024, 602-618
E-ISSN 2614-8021, P-ISSN 2548-7094

Rianto, S. (2018). The Influence of Product Excellence, Strategy Quality and Cost
Advantage, Their Influence on Company Performance (Study of Small and
Medium Enterprises in Tegal Regency). Majalah Ilmiah Solusi, 16(4).
https:/ /journals.usm.ac.id/index.php/solusi/article/ viewFile/1670/1088

Setya, P. A., Djatmika, E. T., & Suharto. (2017). Networking Factor of Topeng
Malangan (Malangan Mask) Industry for the Business Sustainability (Case Study
on Gunung Sari Craft Malang). Human Rinternational Journal of Academic Research
in Business and Social Sciences, 7(5).

Shakerian, H., Dehnavi, H. D., & Ghanad, S. B. (2016). The Implementation of the
Hybrid Model SWOT-TOPSIS by Fuzzy Approach to Evaluate and Rank the
Human Resources and Business Strategies in Organizations (Case Study: Road
and Urban Development Organization in Yazd). Procedia - Social and Behavioral
Sciences, 230, 307-316. https:/ /doi.org/10.1016/j.sbspro.2016.09.039

Sholikhah, G. M., Sudarmiatin, & Siswanto, E. (2018). The Competitive Advantage of
Batik as A Cultural Heritage of Indonesia in International Markets (Case Study of
PT. Batik Danar Hadi Surakarta). European Journal of Business and Management,
10(11), 168-174.
https:/ /www iiste.org/Journals/index.php/EJBM/article/ view /42138

Sudarmiatin, Fitriana, & Hidayati, N. (2023). Implementation of Digital Marketing in
SME’s: Opportunities And Challenges During The Covid-19 Pandemic.
Indonesian ~ Journal — of Business and  Entrepreneurship,  9(1), 72-80.
https:/ /doi.org/10.17358 /ijbe.9.1.72

Tirtayasa, S., Yusri, Mohammad., & Rinaldi, M. (2022). Business Strategies of MSMEs
During COVID-19, Deli Serdang, Indonesia. KnE Social Sciences, 434-441.
https:/ /doi.org/10.18502/kss.v7i10.11246

Wardoyo, P. (2011). Six Management Analysis Tools (1st ed.). Semarang University
Press.

Wulandari, S., & Komalasari, E. (2023). The Influence of Product Packaging on
Impulse Buying in the Pradevi Cake and Cookies Home Industry in Meranti
Islands Regency. Jiabis: Jurnal Ilmu Administrasi Bisnis & Sosial, 1(3), 12-23.
https:/ /journal.uir.ac.id /index.php/jiabis/article/ view /15017

Yandi, D., Rakhman, K., Martan, V., & Sidabutar, Y. F. (2023). Utilizing the Potential
of Local Wisdom and Infrastructure Development of OIld village of
Tiangwangkang, Tembesi Sub-District, Batam City. JMKSP (Jurnal Manajemen,
Kepemimpinan, Dan Supervisi Pendidikan), 8(2), 839-855. https:/ /jurnal.univpgri-
palembang.ac.id /index.php/JMKSP/article/view /11341 /7135

Zain, A. R. F., Khofifah, N. N., & Bahrun, A. (2021). Implementation of Cost
Leadership Strategy in Business Express Laundry Purwakarta. ECONBANK:
Journal of Economics and Banking, 3(2), 141-149.
https:/ /jurnal.stiebankbpdjateng.ac.id /jurnal/index.php/econbank/article/ vie
w/51

618



