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Abstract

Batik Purbalingga has a promising role to increase society’s welfare in Purbalingga. This study
aims at investigating the problems of and formulating a competitive strategy for Purbalingga Batik,
using an Anaytical Hierarchy Process. It uses Strength, Weaknesses, Opportunities and Threats
and Quantitative Strategic Planning Matrix to formulate a competitive strategy for Purbalingga Ba-
tik. It finds that the operationa factor, human resources, marketing, financial and business envi-
ronment are constraints to the formulating process, with operational factor as the dominant one. It
suggests that the Strength-Opportunity is the appropriate tool to develop a competitive strategy for
Purbalingga Batik.

Keywords: Competitive strategy, analytical hierarchy process, quantitative strategic planning ma-
trix, purbalingga batik
JEL classification numbers: D21, D22

Abstrak

Batik Purbalingga memiliki peran yang penting di masa datang untuk meningkatkan kesejahteraan
penduduk di wilayah Purbalingga. Penelitian ini bertujuan untuk menyelidiki masalah dan
merumuskan strategi kompetitif untuk Batik Purbalingga, dengan menggunakan Proses Hierarkial
Analitis. Penelitian ini menggunakan analisis Kekuatan, Kelemahan, Peluang dan Ancaman dan
Matrix Kuantitatif Perencanaan Strategis untuk merumuskan strategi kompetitif untuk Batik
Purbalingga. Hasil analisis menemukan bahwa faktor operasional, sumber daya manusia,
pemasaran, keuangan dan lingkungan bisnis merupakan kendala untuk proses perumusan, dengan
faktor operasional sebagai faktor yang dominan. Pendlitian ini juga menunjukkan bahwa Kekuatan
dan Peluang merupakan aat yang tepat untuk mengembangkan strategi kompetitif untuk Batik
Purbalingga.

Keywords: Strategi kompetitif, proses hierarkia analitis, matrix kuantitatif perencanaan strategis,
batik purbalingga
JEL classification numbers: D21, D22
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INTRODUCTION

Batik Purbalingga has not been well devel-
oped due to various problems. First, Pur-
balingga batik has been dominated by natu-
ral themes which are not supported by the
development of style batik creations and
the creations of colour, which has made the
themes to be monotonous and relatively
similar to Banyumas batik, another batik
region industry nearby. Second, it has a
production problem, where the craftsman
has not been able to do their own batik fab-
ric production process because of alack in
supporting equipment. Third, it experiences
distribution and marketing problems, repre-
sented as the locally and limited market
share.

Fourth, the management system in
the industry is not well developed yet, and
is considered only as aside job. Fifth, it has
a problem of capital access limitations
which result in a limited volume of busi-
ness. Sixth, it faces a regeneration prob-
lems, namely most of the batik crafters in
Purbalingga are of old in nature, since most
youngsters are reluctant to pursue the art of
batik. Lastly, it has a price issue, as the ba-
tik prices are more expensive than those of
printed ones which rely more on capital
usage.

Under these conditions, it is neces-
sary to establish an integrated competitive
strategy based on the various aspects or
comprehensive viewpoints, based on an
analysis of internal and external conditions,
either in the form of problems, opportuni-
ties, threats and challenges. This study aims
a finding an effective competitive strategy
model based on the Analytical Hierarchy
Process (AHP) and the Quantitative Strate-
gic Planning Matrix (QSPM). AHP is used
to determine the weight of each factor in-
hibiting the development of Purbalingga
batik industry, so it can be seen which is
considered the most crucia problems (hav-
ing the highest weight). It also attempts to
evaluate alternative strategies objectively
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choice for
QSPM.

Industrial development of Purbal-
ingga batik has not shown substantia pro-
gress for some times. Purbalingga batik
spreads in three districts, namely Bojong-
sari, Bobotsari, and Karangmoncol. The
number of craftsmen in the centres of batik
up to 2008 does not vary a lot, namely
about 242 craftsmen. Many efforts have
been done by local governments such as
mentoring, coaching and the provision of
training, study visits to batik centres in
other areas, as well as attending various
exhibitions and asking civil servants in
government ranks Purbalingga to use batik
on Thursdays and Saturdays. However, all
these efforts has not resulted in the ad-
vancement of the industry.

Currently Purbalingga has estab-
lished a forum, namely Purbalingga Batik
Craftsmen Forum (PBCF), consists of 15
craftsmen batik to unite the craftsmen in
order to better compete with batik from
other regions. PBCF has made various ef-
forts, such as: using the internet as a means
for promotion and marketing, raw material
suppliers to exchange information and
share their orders with fellow members. If
PBCF can develop optimally with the sup-
port of the craftsmen, it is hope Purbal-
ingga batik can compete with others and
even become dominant sector. But unfortu-
nately, most of the batik craftsmen in Pur-
balingga have not joined in the forum be-
cause of various reasons.

Considering the vast potential of
BCF to promote Purbalingga batik, then
PBCF needs to support the industry. This
paper attempts to do the task by formulat-
ing appropriate strategies for Purbalingga
batik to better compete the markets. Spe-
cifically, the paper identifies the problems
related to the industrial development efforts
Purbalingga batik, and identifies alternative
competitive strategy for Purbalingga batik
industry.

competitive strategy using
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Strategy is the way to achieve long-
term goals. Business strategy might include
geographic expansion, diversification, ac-
quisition, product development, market
penetration, staff rationalization, divest-
ment, liquidation and joint ventures (more
about strategy isin Lu, 2003; and Bruton et
al., 2004; Hambrick (2004) among others).

Strategy formulation is a process of
preparing the next steps intended to build
the vision and mission of the organization,
setting strategic goals and financial compa:
nies, and to design dtrategies to achieve
these objectives in order to provide the best
customer value. Some actions should be
taken in formulating corporate strategy,
namely (Peng and Zhou, 2006). First, identi-
fying the environment that will be entered
by the company in the future and determine
the company's mission to achieve the vision
aspired to in the environment. Second, con-
ducting internal and externa environmentd
analysis to measure the strengths and weak-
nesses and opportunities and threats to be
faced by the company in its mission. Third,
Formulating measures of success factors
(key success factors) of these strategies are
designed based on previous anaysis. Fourth,
determining objectives and measurable tar-
gets, evaluate various strategic aternatives
by considering the available resources and
externa conditions faced. Fifth, choosing
the most appropriate strategy to achieve
short-term and long term.

Main formulating competitive strat-
egy Is to connect companies with their en-
vironment. Although the relevant environ-
ment is very broad covering, socia forces
as well as economic forces, the main as-
pects of the corporate environment is the
industry or industries in which companies
compete. Industrial structure has a strong
influence in determining the rules of the
game competition as well as the strategies
potentially available to companies.

Porter (1980) competitive strategy
divides into three genera strategies. 1).
Differentiation, is offering a different than
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the bid offered by competitors. Differentia
tion strategy implies that the company has a
service or product that has the qualities or
functions that could distinguish from the
competitors. 2) Cost advantages (low cost),
IS astrategy to streamline the entire produc-
tion cost of products or services that can be
sold cheaper than competitors price. 3). Fo-
cus, is the strategy working on one specific
target market. The strategy focus is usually
done for product or service that does have
special characteristics. Some products such
as only focus is targeted to a particular
segment so that all its products to provide
benefits and functions that are tailored to
that segment.

Porter's types bear some relationship
to other strategic categorizations, typologies,
and taxonomies in the literature. For exam-
ple Hambrick (1983) and Dess and Davis
(1984) have discussed cost leadership.

To be able to survive in the compe-
tition, companies must have a competitive
advantage (competitive advantage) as com-
pared with competitors. Competitive ad-
vantage will be a weapon to conquer the
market and competition. To build competi-
tive advantage, companies could do a few
steps: 1). Finding resources advantages, for
example excellent skills, quality resources,
and others. 2). Seeking a position advan-
tage over competitors, with efficient pro-
duction costs and provide added vaue to
consumers. 3). Producing excellent per-
formance, with a look of satisfaction and
customer loyalty, market share, and profit-
ability (profitability) of products or services
produced.

Analytical Hierarchy Process (AHP)
method was developed by Saaty (1990) that
alows a decision maker to structure a com-
plex problem in the form of a hierarchy. The
first level of the hierarchy is the god. In the
present problem, the goa is to evaluate
PBMs effectively. The second level includes
the criteria Relevant criteria needed to
evaluate PBMs include drug costs, benefits
design, program services to assist covered
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employees, administration and distribution,
and employee/retiree assessments (Hogan et
a., 2009).

The AHP model has been recently
applied to a multitude of different corporate
and non-corporate problems to improve
decision making (Hogan and Olson, 2004,
2006; Ishizaka and Lusti, 2004; Travana,
2004). The major advantage of the model is
its ability to accommodate complex qualita-
tive and quantitative information into the
decision making process. Other advantages
include its simplicity of use and its ability
to apply consistency to the decision making
process (Hogan et al., 2009).

AHP method helps solve complex
problems with the structuring of a hierar-
chy of criteria, interested parties, the results
and by attracting a variety of considerations
in order to develop a weight or priority.
This method also combines the strength of
feeling and logic concerned on various is-
sues, and then synthesizes a diverse variety
of considerations into results that match our
estimates as presented. (Saaty, 1990).

According to Saaty (1990), there
are three principles in solving problems
with the AHP, namely the principles set
hierarchy (decomposition), the principle of
setting priorities (Comparative Judgement),
and the principle of logical consistency
(Logical Consistency). Hierarchy in ques-
tion is a hierarchy of problems to be solved
to consider the criteria or components that
support the achievement of objectives. The
process of setting objectives and hierarchy
of objectives consider whether the collec-
tion of objective and relevant criteria ap-
propriate for the problems faced.

There are four general steps re-
quired to implement the AHP (Hogan et al.,
2009). First, the decison maker identifies
the criteria and determines their relative
importance in achieving the goal and iden-
tifies the sub-criteria and determines their
relative importance in achieving the related
criterion. Second, the decision maker de-
termines the relative importance of the rat-
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ings categories for each of the sub-criteria.
Third, the aternatives are evaluated in the
context of each of the ratings categories.
Finally, the results are synthesized to com-
pute the relative contribution of the alterna-
tivesin achieving the goal.

The strategic-management process
can be described as an objective, logical,
systematic approach for making major de-
cisons in an organization. It attempts to
organize qualitative and quantitative infor-
mation in away that allows effective deci-
sions to be made under conditions of uncer-
tainty (David et a., 2009). Although strate-
gic management is not a pure science that
lends itself to a nice, neat, one-two-three
approach, the process is widely viewed to
consist of three distinct stages. strategy
formulation, strategy implementation, and
strategy evaluation. The QSPM fits into the
first stage, strategy formulation, and is an
excellent tool for deciding among feasible
aternative strategies (David et a., 2009).

Although widely used today in the
classroom among business students learn-
ing strategic management concepts, the
QSPM has not been widely used among
businesses actualy doing strategic plan-
ning. And there are no good reasons why
the QSPM should be limited to classroom
use! It is an excellent tool for assimilating
and prioritizing key internal, external, and
competitive information needed for devis-
ing an effective strategic plan (David et d.,
2009). The relative importance of various
facts, figures, trends, and data is deciding
among feasible alternative strategies to pur-
sue is critically important in formulating
strategies that can provide major competi-
tive advantages to the firm. The QSPM
provides a clear framework for this prioriti-
zation process (David et a., 2009).

QSPM is the recommended tool for
the strategists to evaluate dternative strate-
gies objectively, based on key interna-
external success factors that have been iden-
tified previoudy (David et a., 2009). So
conceptualy, QSPM goal is to establish the
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relative attractiveness (relative attractive-
ness) of avariety of strategies that have been
selected, to determine which strategy is best
considered to be implemented. QSPM is a
tool that alows to objectively evauate ater-
native strategies based on externa and in-
ternal key factors. QSPM isused at the stage
of decison making frameworks in strategy
formulation anaysis.

Overdl, the steps in QSPM  begins
with the stage of data collection and analysis
phase (Matching Stage). In Phase Data Col-
lection, use anaysis tools Externa Factor
Evaluation Matrix (EFE) and Interna Factor
Evauation (EFI). EFE Matrix (externa fac-
tor evaluation), is used for decision making
in summarizing and evaluating al the in-
formation the externa environment includes
opportunities and threats, while the IFE ma
trix (internal factor evaluation) was used to
summarize and evaluate the main strengths
and weaknesses faced by the system. Re-
sults of identification of all factorsinhibiting
the development opportunities and will pro-
vide guidance factors opportunities and con-
straints that must be a priority in determin-
ing strategy.

If priority has been determined,
then these data can be processed into a stra-
tegic direction using the anaysis of the
Compsetitive Profile Matrix, Matrix SWOT
(Strengths, Weaknesses, Opportunities, and
Threats). From the results of comparative
analysis of key information can be found as
an ingredient in the subsequent analysis
phase (The Matching Stage).

Later in the second phase, it carries
out the placement of data in quantitative
models of strategy formulation. This stage
uses amodel that is: 1) Competitive Profile
Matrix. Matrix Profile Competitive in-
tended to identify strengths and weaknesses
of the company's main competitor is asso-
ciated with the company's strategic posi-
tion. 2) SWOT Matrix (Strength, Weak-
ness, Opportunity and Threat Analysis).
The results of the analysis in the table are
followed by EFE and IFE using SWOT
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analysis. In the SWOT matrix formulation
of aternative strategies was done by paired
comparison. This comparison is a tech-
nique that compares a component with
other components in the same category.
SWOT Matrix helps in making paired
comparisons between Strength, Weakness,
Opportunity and Threats. Furthermore,
QSPM using input from the analysis at the
first stage and the matching results in the
second stage as information for further
analysis through QSPM in the third stage.

METHODS

The method used in this research is survey
method by using qualitative and quantita-
tive approaches. The sample size in this
study is 30. To select respondents as the
members of the sample, the paper uses
convenience sampling method. The data
collection method in this research is a
method of triangulation, namely, the
method comprising: Observation, Docu-
mentation and Interviews (unstructured in-
terviews, structured interviews using a
guide and in depth interview questions) to
stakeholders associated with industrial de-
velopment efforts batik in Purbalingga
Data analysis tools used in this study is
Analytica Hierarchy Process (AHP) and
Strength  Weaknesses Opportunities and
Threats (SWOT) and Quantitative Strategic
Planning Matrix (QSPM).

RESULTS DISCUSSION
Characteristics of Respondents

Respondents in this study obtained through
consultations and interviews with commu-
nity chairman Purbalingga batik. Consulta-
tion resulted in a drawn sample size of 30
businessmen who live in Purbalingga. Se-
lection of employers who were respondents
was based on the size and activities of the
company. With characters like these re-
spondents viewed the respondent has had
enough knowledge about batik business in
Purbalingga.
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Descriptive analysis of respondents
by age aims to determine the characteristics
of respondents by age. Characteristics of
respondents byage can be seenin Table 1.

Based on Table 1 can be obtained
information that the majority of respon-
dents aged between 41 to 60 years is 70
percent. Respondents aged between 21 to
40 years by 20 percent and aged between
61 to 80 years by 10 percent while the pro-
portion for respondents younger than age
20 years and more than 80 years did not
exist. The high proportion of respondents
aged between 41 to 60 years due Purbal-
ingga batik business has been engaged in a
long time, their low education resulted in
their poor skills, while the low age of re-
spondents aged less than 20 years due to
the age of the person in general, he was
educated, so do not have enough ideas to
run a business, they are more concerned to
prepare future educational paths. Age 21 to
40 is actually a golden age for an entrepre-
neur to grow the business, but the difficult-
ness of regeneration batik business cause
not many people in this age to his batik
business. For women, working in a factory
which incidentally Foreign Investment
Company (PMA) crate factory wig, fake
eyelashes and cigarette becomes a more
attractive option than to make batik.

Table 1: Descriptive Respondent by Age
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General description of respondents
by level of education is used to determine
the level of education which is owned by
businessman batik in Purbalingga, this is
because with increasing levels of education
the higher the business insight they have.
Table 2 below describes respondents by
level of education. Based on Table 2 can be
obtained information that the magjority of
respondents elementary education which
reached 80 percent,followed by respondents
is 13.33 percent had high school ju nior high
school-educated respondents and scholars at
3.33 percent respectively, while none of the
respondents achieve post-graduate studies
respondents. The high school-educated re-
spondents who caused their elementary edu-
cation did not have much expertise. Exper-
tise batik aso obtained a mgority of re-
spondents of the study were hereditary from
parents. The lack of highly educated entre-
preneurs batik as undergraduate and gradu-
ate because in genera people who graduated
from higher education are reluctant to in-
herit and continue the business, they prefer
to be civil servants, private employees and
employees of SOEs. For high school gradu-
ates of junior high and high school, they pre-
fer to work in a factory rather than continue
the work that had been pioneered by their
parents.

Age of Respondents Frequency Percentage
0-20Years 0 0
21-40Years 6 20
41 -60 Years 21 70
61-80 Years 3 10
>80 Years 0 0
Total 30 100
Source: Data calculation.

Table 2: Descriptive Respondent by Education Level

Education Level Frequency Percentage
Elementary 24 80,00
Junior High School 1 3,33
Senior High School 4 13,33
Graduate 1 3,33
Post Graduate 0 0,00
Total 30 100,00

Source: Data calculation.
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Table 3: Frequency and Percentage Respondent by Age of Business

Age of Business Frequency Percentage
0-10Years 9 30,00
11-20Years 11 36,67
21-30 Years 4 13,33
31-40Years 3 10,00

> 40 Years 3 10,00
Tota 30 100,00
Source: Data calculation.

Table 4. Descriptive Respondent by Production Capacity

Production capacity Frequency Percentage
< 20 unit¥month 12 40,00
20 — 60 unitsYfmonth 15 50,00
80 — 140 units/month 0 0,00
160 — 200 unitsmonth 0 0,00

> 200 units/month 3 10,00
Tota 30 100,00

Source: Data calculation.

Age of business can be used asan in-
dicator of the level of experience in manag-
ing operations and level of ability in main-
taining business continuity. Table 3 shows
descriptive respondents by age of business.

Based on Table 3 can be obtained
information that most business age between
11 to 20 years which reached 36.67 per-
cent, followed by business age between 1
to 10 years reached 30 percent, while the
business of age between 21 to 30 years
reached 13, 33 percent and the age of 31 to
40 years of business and the business over
40 years of age respectively as much as 10
percent. The average age of the business is
20 years 1 month, based on the above in-
formation indicates that the batik business
in Purbalingga have a relatively long oper-
ating life, but for life business over 21
years is still small it is because often the
batik business in Purbalingga are not fol-
lowed by the next generation, such as the
type of Small and Medium Enterprises
(SMEs) other.

Production capacity can be used as
indicators to determine the size of the com-
pany, the greater the production capacity of a
company the greater the size of the company
and demongtrate the ability of entrepreneurs

in building their business. Table 4 below de-
scribes the picture respondents based on the
company's production capacity.

Based on Table 4 can be obtained
information that most respondents have a
batik business with average production ca-
pacities 47.8 units per month. Most respon-
dents who have a capacity of 20 to 60 units
per month were scored 50 percent. Respon-
dents who have a capacity of less than 20
units per month scores as much as 40 per-
cent, and which has a production capacity
per month above 200 units per month as
much as 10 percent. Business capacity are
largely still under 20 units per month due
batik business in Purbalingga generally be-
come household industries (home industry)
and number of labour under 4 people. Batik
production is also constrained by the mate-
rials that had been obtained from outside
area that is from Pekalongan and Y ogya
karta.

Weighting Using Analytical Hierarchy
Process (AHP)

The problems studied in this research ex-
plored from preliminary interviews with the
management association and a batik entre-
preneur in Purbalingga. In-depth interviews



176

conducted with unstructured, meaning re-
searchers do not prepare in advance a list of
questions will be asked in sequence. This
type of interview is deemed appropriate re-
searchers to explore perceptions about the
barriers faced by batik entrepreneurs in gen-
eral. Through this in-depth interview, re-
searchers refine them into a few common
types of barriers faced. Specificaly, these
constraints can be categorized into 5 factors,
each of which has a sub-factor.

Marketing Factor

In marketing factor there are four market-
ing sub factors. The first marketing sub
factor is number of stamp batik very much.
Now a lot of stamp batik in the market in-
cluding in Purbalingga and surrounding
areas. Stamp batik has the advantage that
there is a very cheap and a very diverse in
motives. Although the quality of printed
batiks still  lesgthan qualityof  Purbalingga
batikbut existence of stamp batik is able to
become substitutes for Purbalingga batik.
Lower middle class market is taken by the
stamp batik because Purbalingga batik
need a long time process so the price of
Purbalingga batik is much higher than the
stamp batik.

The second factor is marketing sub
factor is Purbalingga batik not having a
special pattern. Although quality of Purbal-
ingga batik has a good quality but do not
yet have a distinctive pattern, such as Solo,
Y ogyakarta and Pekalongan batik. The pat-
terns of Purbalingga batik are virtualy the
same as the pattern of Banyumas batik.
Without a distinctive pattern is very diffi-
cult to sell Purbalingga batik. Any batik
patterns generated by Purablingga is lum-
ben, pringsedapure, and jahe rimpang, is
aso owned by Banyumas batik. That is
why, sometimes Purbalingga batik so often
isregarded as Banyumas batik.

The third factor is marketing sub
factor is Purbalingga batik limited media
and promotion fee. The promotion media
used by Purbalingga batik entrepreneur is
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very limited. The limited media promotion
that has led to Purbalingga batik has not yet
kown to many by the public. Brand image
Purbalingga batik is still below the Solo,
Y ogyakarta and Pekalongan batik The me-
dia campaign used by craftsmen Purbal-
ingga batik was limited to follow exhibition
in some placesif thereis an invitation

The fort factor is marketing sub fac-
tor is craftsmen Purbalingga batik not yet
owned business network. Craftsmen Pur-
balingga batik not yet have a definite busi-
ness network, a network of existing busi-
ness far only through the local government
and its incidental. Buyer Purbalingga batik
come to Purbalingga to shop batik.

Human Resource Factor

In human resource factor there are five hu-
man resource sub factors. The first human
resource sub factors is Purbalingga batik
weak managerial. Management Purbal-
ingga batik was very simple, it is a home
industry. Marke ing rely on order, capital is
very limited, the technology used is very
simple, human resources in quantity and
quality isvery limited.

The second human resource sub
factor is that Purbalingga batik does not
have a good regeneration process. In gen-
eral, classified Purbalingga batik craftsmen
of old age, this show is not good regenera-
tion system. Not many young people who
are interested to pursue the craft of batik
due to economic conditions in Purbalingga
not encouraging. If batik craftsmen who
have been there do not worry about regen-
eration in the next few years will be lost
Purbalingga batik.

The third human resource sub factor
isthat Purbalingga batik lack of manpower.
Limited manpower in terms of both quality
and quantity cause Purbalingga batik indus-
try unable to meet demand if there is
enough demand. This causes the batik Pur-
balingga had difficulty in increasing its
market share.
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The fourth human resource sub fac-
tor is that Purbalingga batik low productiv-
ity. Productivity Purbalingga batik crafts-
men aso still an obstacle in the develop-
ment of batik. The low productivity caused
by the craftsmen in general, old age and
many are making batik as a side job rather
than as a business mgjor. Purbalingga batik
using natural dyes, so it takes a relatively
long time to produce one sheet of batik

The fifth human resource sub fac-
tors is the emergence of labour-intensive
industries in Purbalingga.  Purbalingga
known as industrial districts, thisis because
in Purbalingga many good plant stand
wood processing plants, factories hair fake,
fake eyelashes and ceramic factories. In
genera, opening factories in Purbalingga
businesses employ more female workers
than male workers, this turns out to cause
the batik industry in Purbalingga having
difficulty in obtaining employment.

Operational Factor

The first operational sub factor is the low
innovation of entrepreneur in Purbalingga
batik Innovations in Purbalingga batik are
very low both in technical and administra-
tive innovations. The low technical innova
tion in the batik industry in Purbalingga
visible from at least the motive which pro-
duced, simple equipment used to make ba-
tik, while the low administrative innovation
seen from the administration and commu-
nications equipment that is used.

The second operational sub factor is
the nature of simple technology adopted in
the industry. The technology used for Pur-
balingga batik is still very ssmple, views of
either tool technology production equip-
ment and means of communication and
technology ways of working. The Simple
technology used can be understood because
Purbalingga batik prefers the perseverance
and skill batik. Several technologies have
been used, among others, use of gas stoves,
kerosene stove instead because kerosene is
now difficult to obtairand expensive.
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The third operational sub factor is
the limited access to raw materials. Purbal-
ingga batik has not had access to raw mate-
rials, so as to obtain the raw materials must
pass through the Banyumas in Sokaragja or
directly imported from the Pekaongan.
This access to raw materials reduces the
dependency of Purbalingga batik to batik
craftsmen in Sokaragja.

The fourth operational sub factor is
the keep increasing of raw material prices.
This results in the increase in production
costs To offset rising raw material prices
Purbalingga batik not be able to quickly
raise the price of production and thisis be-
cause the intensity of market competition is
very high both among batik stamp and with
amuch cheaper price.

FinancialF actor
In financial factor there are two financia
sub factors. Thefirst financial sub factor is
the limited capital. Purbalingga batik busi-
ness in general is a home industry with
family members or relatives as workers
with very limited use traditiona capital.
Lack of capital causes batik Purbalingga
not able to increase its production capacity
to increase its market share

The second financial sub factor is
the difficulty in accessing to credit. Batik
craftsmen Purbalingga feel that they have
difficulty in access to credit. Some of the
obstacles that cause Purbalingga batik
craftsmen find it difficult to gain access to
such loans is the inability to provide collat-
eral, it has low administrative requirements
as it lacks the financial statements in accor-
dance with banking regulations, business
licensing and other administrative provi-
sions.

The Business Environment Factor

In business environment factor there are
five business environment factor sub fac-
tors. The first Business environment sub
factor is the keep increasing of fuel prices.
The increase in the price of fuel oil/gas,
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directly or indirectly affect the business
Purbalingga batik. Indirect effect of rising
fuel prices/gas is the raw material price in-
creases as a result of price increases trans-
portation cost, while the direct effect is the
increase in production costs as a result of
the increase in kerosene prices.

The second business environment
sub factor is the absence of Batik Coopera-
tion. The absence of batik cooperation in
Purbalingga causes difficulties for local
governments in conducting technical train-
ing. Besides, it also causes difficulties for
the craftsmen in the exhibit and market
their products. It is expected that this coop-
eration can also mediate between producers
and banks in obtaining access to credit.

The third environment sub factor is
the keep increasing in minimum wage. In-
crease in Minimum Wage (UMR) in Purbal-
ingga driven by the presence of foreign in-
dustry that are in the area causing an increase
in production costs batik. Given this increase
resulted in increasein price of batik.

The fourth environment sub factor is
the changes of market appetite. Changes in
tastes will batik ever-changing market, this
causes batik craftsmen must continue to
constantly adjust to the tastes of the market.
To adapt to market tastes the craftsmen have
to collect market information and gather in-
formation on competitors. But the business
of collecting market information and com-
petitor information has not been much done
by batik artisans Purbalingga.

The fifth environment sub factor is
the availability of product substitution.
Purbalingga batik replacement product on
the market very much in the form of batik
which is produced from other regions, as
well as batik striated who now has begun to
rage. To be able to compete with substitute
products that are relatively more then Pur-
balingga batik must improve its quality
with its own peculiarities (differentiation)
compared with batikrom other regions.

Based on the responses of respon-
dents to the questionnaire, conducted

weighting using Analytical Hierarchy
Process (AHP) to determine the weights of
each of these barriers according to the per-
ceptions of respondents.

Business Constraints Factor in Purbal-
ingga Batik

Factors evaluated as inhibitors of batik busi-
ness in Purbalingga is the marketing factor,
the factor of human resources, financial fac-
tors, operational factors and environmental
factors of business. From the results of field
surveys and interviews, respondents were
perceived inhibiting factors in sequence
starting from the most dominant inhibited
until the least inhibit dominant.

Operational factors perceived as the
most dominant factor in inhibiting the de-
velopment of the batik in Purbalingga.
27.89 percent of respondents gave weight
to the operational factors of all the existing
disincentives. Sub factor that most inhib-
ited in the operational factors are sub-factor
simple technology with a weight of 37.01
percent. Sub other operational factors in-
hibiting the development of the batik busi-
ness in Purbalingga is the low innovation
by weight 28.32 percent, limited access to
raw materials with a weight of 37.01 per-
cent and rising prices of raw materias by
weight 9.99 percent.

Factor of Human Resources (HR)
ranks second perceived as factors that in-
hibit the development of the batik in Pur-
balingga. 23.01 percent of respondents
gave weight to the human factor of al the
existing disincentives. Sub factor that most
inhibited in the human factor is the wek-
ness of the managerial sub-factors with
weight 32.08 per cent. Sub factor other
human resource barriers to the development
of the batik in Purbalingga is the low pro-
ductivity of 22.83 percent by weight, lim-
ited manpower 17.54 percent by weight,
not good regeneration by weight 14.01 per-
cent and the emergence of labour-intensive
industries with weight of 13.53 percent.
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Source: Data calculation.
Figure 1: Business Constraints Factor in Purbalingga Batik

Table5: Weight Factors and Sub factors Constraints in Enterprise Development in

Purbalingga Batik

First Level _ . Second Level
- - Final Weights - -
Constraints Factor Weight (%) Sub-Factor Constraint Weight (%
Marketing 0.2665 0.2071 Number of Stamp Batik 0.0552
0.4054 Not Having atypical pattern 0.0840
0.1454 Limited Media/Promotion Fee 0.0301
0.1828 Not yet owned Business Network 0.0379
ggﬁ?{m HR) 0.3208 02301  Weak Manageria 0.0738
0.1401 No Best of Regeneration 0.0322
0.1754 Lack of Manpower 0.0404
0.2283 Low Productivity 0.0525
0.1353 The emergence of Intensive Industries 0.0311
Financial 0.3907 0.0998 Capital Limited 0.1090
0.6093 Difficult Accessto Credit 0.1699
Operational 0.2832 0.2789 Low Innovation 0.0283
0.3701 Simple Technology 0.0369
0.2468 Limited Accessto Raw Materias 0.0246
0.0999 Raw Material Price Increase 0.0100
ouanes 0.1435 01841  Incresse Fuel/Gas 0,006
0.1657 The absence of Batik Cooperation 0.0305
0.3125 Increase minimum wage 0.0575
0.2251 Appetite Changes 0.0414
0.1532 Substitute Products 0.0282
Tota 5.0000 1. 0000 1. 0000

Source: Data estimation.

Factors perceived marketing ranks
third as a factor that inhibits the develop-
ment of the batik in Purbalingga. Respon-
dents gave the weight of 20.71 percent for
the marketing of all the factors inhibiting
factors that exist. Sub factor most inhibiting
factor in marketing is a sub factor has not
been a typical pattern with a weight of
40.54 percent. Sub other marketing factors

inhibiting the development of the batik
business in Purbalingga is the number of
printed batik with the weight of 26.65 per-
cent, has no business with the weight of
18.28 percent and the limited media or
promotional costdy 14.54 per cent weight.

Issues examined in this study ex-
tracted from preliminary interviews with
the man-agement association and a batik
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entrepreneur in Purbalingga. Tipe inter-
views to explore perceptions about barriers
batik entrepreneurs in general. Through in-
depth interviews, researchers selected a few
common types of barriers faced by batik
craftsmen. Specificaly, these constraints
can be categorized into 5 factors, each of
which has a sub-factors, seetable 5.

Deter mination Analysis of Competitive
Strategy Using SWOT and QSPM

Based on the results of questionnaires and
interviews with as many as 30 respondents
then found that the result of data classifica
tion and pre-analysis can be divided into
two, namely data relating to internal and
external environment. Internal factors of
business development Purbalingga batik
include strengths and weakness.

Strengths of Purbalingga batik are:
(1) Batik entrepreneurs in Purbalingga have
long-established experiences. the entrepre-
neurs in Purbalingga have a long experi-
ence. Of the 30 respondents, on average,
have experience of making batik is more
than 20 years. It also makes the experience
of making batik produced more quality. (2)
Public attitudes toward batik business.
Open attitude towards the community and
support local industry like batik making
Purbalingga survived until now. Batik as an
Indonesian native cultura heritage by
UNESCO increasingly make people appre-
ciate and are proud of batik. Batik is aso
still the official dress in events organized
by the community. (3) The uniqueness of
Purbalingga batik. Purablingga batik is
known to the public because of its unique-
ness. The uniqueness of Purbalingga batik
liesin colour. Batik Purbalingga use natural
colours derived from the bark of trees and
foliage that does not cause irritation to the
skin and the colour becomes more awt
compared with artificia colours.

The Weaknesses of Purbalingga ba-
tik are as follows. (@) The price of Purbal-
ingga batik generally more expensive than
other batik. This is because the batik and
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uses natural materials so that the produc-
tion process requires a relatively long time
and require a high persistence. (b) The
technology used in Purbalingga batik is
very simple. (c) Limited of business net-
work. Batik entrepreneurs in Purbalingga
generally do not have a strong business
network. Business network to promote ba-
tik is usually assisted by local governments
incidentally through the exhibition. As for
the problem of raw materias, local gov-
ernment has not intervened. Buyers usually
buy batik on the manufacturer. (d) Produc-
tivity of Purbalingga batik is very low. The
low productivity due to workers or the gen-
eral batik craftsmen have been old age.
Business batik used as a sideline and as a
means of leisure. Besides batik Purbalingga
still using simple technology and a natural
dye so it took a relatively long time to pro-
duce one sheet of batik. (e) Limited of
number of pattern. The number of patterns
owned by very few craftsmen Purbalingga
batik Usually found only motive lumben
pringsedapure, jahe rimpang. The pattern
itself also often found in business that is in
Banyumas batik, Purbalingga batik there-
fore often referred to as Banyumas batik.
(f) Not having access to raw materials. Raw
materials used in batik are usually obtained
from Sokargja Purbalingga, Banyumas if
you do not usualy look directly at the
Pekalongan. The raw material obtained is
also relatively expensive. High prices of
raw materials have also added the transpor-
tation cost to get raw materias.

Besides interna factors, external
factors have also been identified in this
study. External factors of business devel-
opment in the district Purbalingga batik in-
clude opportunities and threats.

Opportunities of Purbalingga batik
are. (1) A government program that re-
quires the use of batik. Batik becomes the
official  uniform of some government
agency district office. Local governments
require the imposition of batik as uniforms
used a specific day of the week working
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day. Given this policy will automaticaly
increase the demand batik. This is an op-
portunity for local batik entrepreneurs in
Purbalingga to compete in the procurement
of uniforms batik(2) The development of
tourism in and around Purbalingga. The
development of tourism in Purbalingga
very rapidly. Number of visitor attractions
into the market that needs to be worked by
the entrepreneur in Purbalingga batik.
Sightseeing growing punch in Purbalingga
is Obyek Wisata Air Bojongsari (Ow-
abong) and Obyek Wisata Pancuran Mas
Purbayasa. (3) Attention of government on
batik industrial. Government's attention to-
wards SMEs in Purbalingga district very
well. Local governments provide interest
subsidies for SMEs. This can be exploited
by batik entrepreneurs to increase working
capital and invest in business development
efforts batik Besides, government policy
requires civil servants to wear batik on cer-
tain days is very helpful in marketing pro-
grams batik (4) The increasing interest of
the community of batik. Since the enact-
ment of batik as a cultural heritage by
UNESCO's native Indonesia, batik is a
trend back. The market share of batik has
spread from older to younger generations.
With the increased interest in the comm

nity and with better promotion, the local
batilcould return to compete in the market.

Table6: Interna Factors Evaluation Matrix
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Threats of Purbalingga batik are: (1)
High competition in the batik industry. The
competition in batik industry causes small-
scale batik industry become increasingly
difficult to develop. Competition among the
batik industry which is perceived by Purbal-
ingga batik is Pekalongan batik, Solo batik,
Yogyakarta batik, Banyumas batik which
aready has a stronger brand image than the
Purbalingga batik. (2) The stamp batik with
low price. The existence of stamp batik
cheaper cause people tend to prefer to buy
rather than stamp batik. Batik entrepreneurs
in generd are still engaged Purbaingga ba-
tik. Batik tended more expensive and the
process takes a long time compared with
stamp batik. (3) The low enthusiasm of
young people in batik. Difficult to regener-
ate batik business became the biggest threat
in the business development of batik. The
number of labour-intensive industries that
exist in Purbalingga cause teenagers Purbal -
ingga prefer to work in factories rather than
pursue batik business, because working in
the factory does not require high skills and
can obtain certain income each month.

Having determined the internal fac-
tors and externa factors, the next stage is
the stage of data collection. Based on inter-
views and questionnaires, it can be an in-
terna evaluation matrix asin Table 6.

Internal Strategic Factors Weight Rating Score
Srenghts

1 Long-established experiencesin batik 0,06983 4 0.27931
2 Public attitudes toward batik business 0,05929 4 0.23715
3 Theuniqueness of batik 0,06719 4 0.26877
Weakness

1 Priceof Purbalingga batik more expensive 0,06258 4 0.25033
2 Simple technology 0,05336 3 0.16008
3 Limited business network 0,07246 3 0.21739
4 Low productivity 0,06126 3 0.18379
5 Limited of number of patterns 0,06851 4 0.27404
6 Not having accessto raw materias 0,07839 4 0.31357
Total 2.18445

Source: Data calculation.
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Table 7: Externa Factor Evaluation Matrix

External Strategic Factors Weight Rating Score

Opportunities
1 A government program that requires the use of batik 0.06719 4 0.26877
2 Thedevelopment of tourismin and around Purbalingga 0.05072 4 0.2029
3 Attention of government on batik industrial 0.05995 4 0.23979
4 Theincreasing interest of the community of batik 0.0639 4 0.2556
Threats
1 Competition in the batik industry 0.05995 4 0.23979
2 The printed batik with low price 0.05929 3 0.17787
3 Theenthusiasm of young peoplein batik 0.04611 3 0.13834
Total
Source: Data calculation.
Table 8: Results of SWOT analysis

STRENGTHS (S) WEAKNESS (W)

IFAS - Experience in batik - Price of Purbalingga batik
- Public attitudes toward batik | - Technology
business - Business Network

EFAS - The uniqueness of batik - Productivity

- Number of motifs
- Accessto raw materias

OPPORTUNITIES (O)

- A government program
that requires the use of ba-
tik.

- The development of tour-
ism in and around Purbal-
ingga.

- Attention of government
on batik industrial.

- The increasing interest of
the community of batik.

SO STRATEGY

- Using experience in batik to
create distinctive pre-eminent
batik Purbalingga.

- Create a new marketing
methods such as exhibitions,
boutiques, etc. so that people
increasingly recognize the
unique batik.

- Trying to penetrate the market
a the Ministry offices and
schools.

- Increase the uniqueness of the
motive to increase the interest
of society to batik.

WO STRATEGY

- Using credit subsidies from loca
governments for investment and
working capital loans batik entre-
preneurs.

- Increase cooperation with local
governments to help promote batik
and expand its business network.

- Create a batik cooperatives to fa-
cilitate getting the raw materias
and marketing.

- Seeking access to the raw materia
for cutting raw material distribu-
tion channels.

- Development of the workforce to
increase productivity and produc-

tion capacity.

THREATS (T) ST STRATEGY WT STRATEGY

- Competition in the batik | - Create a pattern and motif that | - Optimizing existing business net-
industry. suit the tastes of the younger | work to maximize marketing.

- The printed batik with low | generation. - Utilize existing technology to in-
price. - Improve quality batik. crease productivity.

- The enthusiasm of young | - Strengthen the batik market | - Determining the price that com-
people in batik. segmentation. petes with minimal loss in order to

- Conduct training for the| compete with the price printed ba-

younger generation of batik.

tik.

- Maintaining the uniqueness of
natura colour in order to remain a
market.
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At this stage, the result obtained is
the value of IFE (Internal Factors Evalua
tion) which is equal to 2.18445, indicating
that the internal position of batik entrepre-
neurs in Purbalingga is good enough. Hav-
ing determined the Internal Factor Evalua-
tion Matrix, it is then determined External
Factor Evaluation Matrix as Table 7.

The value of EFE (External Factors
Evauation) is 1.52306, indicating that the
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employer has not been able to take an ad-
vantage from the opportunities to overcome
the threats. After collecting the data, the
next stage is the stage of analysis, which
resulted in the following results (Table 8).
Based on the interviews with some
batik craftsmen, it can be decided the strat-
egy to develop Purbalingga batik. The
strategy has been formulated in stages of a
decision-making table as follows.

Table 9: The Decision Stage

ALTERNATIVE STRATEGIES

Success Factors Rating SO

\Wie ST WT

AS TAS AS TAS AS TAS AS TAS

Srengths

Experience in batik

Public attitudes toward ba-
tik business

The uniqueness of batik
Weakness
Price of Purbalingga batik

Technology

Business Network
Productivity

Number of motifs
Accessto raw materials

A AW W WA
N NDNDNDNDNDN

Opportunities

A government program that
requires the use of batik
The development of tour-
ismin and around Purbal-
ingga

Attention of government on
batik industrial
Theincreasing interest of
the community of batik
Threats

Competition in the batik
industry

The printed batik with low
price

The enthusiasm of young
people in batik

170

16 2
16 2

12
12

4
3

16
12

16 2 12

0 0 o O OO @
N NDNDNDNDNDN
0 0 o O OO @
N NDNDNDNDNDN
0 0 O OO O
N NDNDNDNDNDN
0 0 o OO OO @

16 12 2

12 12 2

16 16 2

16 12 2

128 140 134
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Matrix QSP is based on the data
analysis phase of data collection (the input
stage) and stage of analysis (the matching
stage). Using this matrix, the batik entre-
preneurs to establish the relative attractive-
ness (relative attractiveness) of a strategy
that varies based on the value of attractive-
ness in accordance with the results of the
meeting management meeting.

Determining strategies to be taken
is the owner of the batik business. Batik
business owners can involve its staff or its
workforce in decisions concerning strategy
to be taken. Yet researchers in this study
only asked business owners in the district
Purbalingga batik. The owner is the person
most responsible in all company activities.

Based on the calculation at this
stage, the result of SO strategy is 170, WO
strategy value is 128, the value of ST strat-
egy is 140, and the value of WT strategy is
134. Thus, a suitable strategy for the devel-
opment of batik in Purbalingga is SO
strategies

Some activities to implement the
SO strategy is as follows: (a) using experi-
ence in batik to create distinctive pre-
eminent batik Purbalingga, (b) creating
new marketing tools such as exhibitions,
boutiques, so that society increasingly rec-
ognize the unique batik, (c) trying to pene-
trate the market at the Ministry offices and
schoolsand (d) improving uniqueness mo-
tive to increase the interest of society to
batik.
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people increasingly recognize the unique-
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proving uniqueness motive to increase the
interest of society to batik.
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