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Abstract 

Jackfruit chips small and medium enterprises (SMEs) in Malang Regency play an 

important role in national economic growth. The purpose of this study was to find a 

strategy to improve the competitiveness of jackfruit chips in Malang Regency. Technical 

analysis of research data was conducted using analysis of external and internal factors and 

the concept of the house model for determining strategies for increasing the 

competitiveness of jackfruit chips SMEs in Malang Regency. The results showed that by 

increasing product variables, improving human resources and marketing institutions could 

be a strengthening strategy for increasing the sustainable competitiveness of jackfruit 

chips SMEs.  

1. Introduction 

Malang Regency has the largest agro-industry 

compared to other areas in East Java, with relatively high 

market share and productivity (Prianto, 2011). One of the 

agricultural commodities that are made by processing 

typical food as souvenirs for tourists is jackfruit which is 

processed into jackfruit chips. Jackfruit is processed into 

jackfruit chips to provide added value to jackfruit so that 

it has higher economic value and longer shelf life. The 

production of jackfruit in Malang Regency based on the 

data from the Central Bureau of Statistics for 2015 

reached 218,531 quintals/year (BPS, 2015). 

The majority of the jackfruit chips processing 

industry in Malang Regency is carried out by small and 

medium enterprises (SMEs). SMEs have an increasingly 

important role in the economic growth of most countries. 

The importance of SMEs is very big when we look at the 

economic resilience of SMEs in several parts of the 

world (Kalpande et al., 2015; Purwidianti and Rahayu, 

2017). The contribution of SMEs to employment reduces 

poverty and makes the economy grow well (Ayandibu 

and Houghton, 2017). SMEs can also act as suppliers of 

goods and services for large companies. Most SMEs 

have been able to move dynamically, innovatively, 

efficiently and their small size allows flexibility, direct 

feedback, short-chain decision making, better 

understanding, and faster response to customer needs 

(Idar and Mahmood, 2011). Popinion Wiesner and 

Millett (2012) stated that despite their strong 

contribution, SMEs remain vulnerable to changes in the 

economic atmosphere. It is evident that many SMEs 

have a short life span and are unstable as well as 

existence does not reach the long term, even fewer 

achieve substantial growth. 

The development of the fruit chip industry requires 

business actors to continue to improve the 

competitiveness of the products they produce in a 

competitive global market. The production of the 

jackfruit processing industry currently still largely 

depends on market demand. The number of SMEs that 

are engaged in the same field and produce the same 

products, requires SMEs to be able to compete so that 

their businesses can last a long time. Jackfruit chip SMEs 

that were still currently active in Malang Regency based 

on data from the Trade and Industry Office in Malang 

Regency as of 2017 were as many as 20 SMEs. The 

production of jackfruit chips on average for one SMEs in 

Malang Regency is 15-20 kg/month. Jackfruit chips 

marketing is currently spread across the cities of Malang, 

Batu, Surabaya, Semarang, and Jakarta (Novia et al., 

2021). 

Russell and Millar (2014) state that there are five 

components of competitive priority to improve the 

competitiveness of SMEs, namely cost, quality, 

flexibility, delivery and innovation. Muhardi (2007) 

states that quality has several indicators, including; 

product appearance, product acceptance period, product 
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durability, speed of resolution of consumer complaints, 

and product conformity to design specifications. 

Dangayach and Deshmukh (2001) stated that innovation 

can explain how a company can improvise available 

processes and products. The jackfruit chip SMEs in 

Malang Regency on average already have all these 

components but have not been effective in using them.  

Jackfruit chip SMEs in Malang Regency must also 

have competitive priority, in order to increase 

competitiveness. Hubeis et al. (2015), strategies to 

increase SMEs competitiveness can be done by; 

increasing cooperation to maintain the continuity of the 

availability of raw materials between regions, building 

industrial areas for SMEs products, and increasing the 

role of the government or private sector with 

universities/research and development. The purpose of 

this study was to find a strategy to improve the 

competitiveness of jackfruit chips in Malang Regency. 

 

2. Materials and methods 

This research was conducted in Malang Regency. 

Data collection was obtained from twenty respondents 

who were the owners of the jackfruit chips SMEs in 

Malang Regency. Technical analysis of data using 

analysis of external and internal factors then continued 

with the concept of the house model to determine 

strategies for increasing the competitiveness of Jackfruit 

chip SMEs in Malang Regency. Analysis of strategy 

formulation consisting of internal analysis is the activity 

of identifying the strengths and weaknesses of an 

organization or company in order to take advantage of 

opportunities and overcome threats. Internal analysis is 

closely related to the assessment of organizational 

resources (Wheelen et al., 2017). The external analysis 

aims to develop a limited list of opportunities that benefit 

a company and the threats to avoid. Furthermore, the 

Internal Factor Evaluation (IFE) matrix and the External 

Factor Evaluation (EFE) matrix were formulated. Then 

compiled a strategy to increase competitiveness with the 

concept of the house model. 

The research instrument in the preparation of the 

house model includes referring to the research results of 

Tsurayya and Kartika (2015) as well Russell and Millar 

(2014), including: products (product quality, innovation, 

and price), improved human resources (increased 

performance, ability to work together, and skills 

development) and institutional and marketing (increased 

number of partners, number of assistance and market 

access). Horovitz and Corboz (2007) state that the 

concept of the house model is a concept built in 

describing organizational efforts to turn dreams into 

action and is divided into three components, namely the 

roof as a vision where the vision in this study is to 

increase the competitiveness of Jackfruit chip SMEs, 

pillars as the main key to achieve this vision, and the 

foundation in the form of supporting behavior. 

 

3. Results and discussion 

3.1 Internal factor evaluation matrix analysis 

The factors that make up the IFE matrix are internal 

environmental factors consisting of the strengths and 

weaknesses of the company (Wheelen et al., 2017). 

According to David (2011), the IFE matrix serves to 

summarize and evaluate the main strengths and 

weaknesses in the functional areas of the business and 

provides a basis for identifying and evaluating the 

relationships among these areas. The results of the 

identification of internal factors were evaluated using the 

IFE Matrix. Each internal factor was weighted based on 

the degree of importance with a pairwise comparison. 

Table 1 tabulates the result of the analysis of the internal 

factors of the jackfruit chips SMEs in Malang Regency 

based on the results of primary data processing in 2020.  

Table 1 shows that the highest scores for strength are 

in products without food preservatives. Whereas the 

highest weakness is access to financial institutions for 

SMEs development is still low. With a total internal 

factor weighting score of 2.74 (greater than 2.5), it shows 

that the business strength of jackfruit chips is more 

dominant than its weaknesses. Achsa et al. (2020), A 

total score that is far below 2.5 means that it is internally 

weak, while a value well above 2.5 indicates that it is 

internally strong. 

Supporting services should be provided to SMEs to 

increase access to finance and the need for funding 

programs and financial schemes to assist SMEs. 

Information regarding funding opportunities for SMEs 

must be available and known to all those associated with 

financial institutions (Osano and Languitone, 2016). The 

most common financing used by SMEs is bank loans 

with short maturities of less than one year, supplier 

loans, and leases with terms of four to six years in the 

form of goods, machines, or cars (Mura and Buleca, 

2012). 

3.2 External factor evaluation matrix analysis 

 EFE matrix is a matrix that helps companies analyse 

external environmental factors. In the EFE matrix, 

external environmental factors are divided into 2 key 

factors, namely opportunities and threats. This matrix 

provides a place for strategists to summarize and 

evaluate information about the company's external 

environment. Sedarmayanti (2014), the EFE matrix is 

used to evaluate the company's external factors. External 

data were collected to analyse matters relating to 
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problems in the industrial market. The table of the results 

of the EFE matrix analysis based on the results of 

primary data processing in 2020 is shown in Table 2. 

Table 2 shows that the highest score for opportunity 

is in the development of a tourist area. Meanwhile, there 

is a threat to price-sensitive consumers. The total 

external factor weighting score is 2.66 (greater than 2.5), 

which means that the condition of the jackfruit chip 

SMEs in Malang Regency is in a good position in 

capturing or responding to opportunities and being able 

to avoid existing threats. 

The pricing is a problem the classic business model 

has to deal with because pricing usually goes along with 

consumer responses (Ahmad et al., 2016). SMEs are 

aware of many factors in specific functional areas that 

affect their efforts to achieve business goals (Wiid et al., 

2015). If these factors can be analysed used effectively to 

build organizational strategy and competitive strategy 

(Gürel and Tat, 2017). The results of the EFAS and IFAS 

matrix analysis show that the jackfruit chips SMEs in 

Malang Regency in a good position to capture or respond 

to opportunities and be able to avoid existing threats 

because the jackfruit chips SMEs has more dominant 

jackfruit chips business strengths than its weaknesses. 

3.3 The house model 

The competitiveness paradigm is constantly 

No. Internal factors Weight Rating Weight × Rating 
Strength      

1 Have a quality product 0.15 3 0.45 
2 Jackfruit chips SMEs continues to make product innovation 0.10 2 0.2 
3 Competitive prices in the market 0.15 3 0.45 
4 An easy-to-get workforce 0.08 2 0.16 
5 Products without food preservatives 0.15 4 0.6 
6 Typical souvenir food from Malang 0.10 3 0.3 

Amount   17   
Weakness      

1 Human resource capability is still low 0.03 2 0.06 
2 Promotion of web-based products is not optimal 0.03 3 0.09 
3 Limited distribution area 0.05 2 0.1 
4 The absence of good financial report archives 0.01 3 0.03 
5 Raw materials are seasonal and there are no contracts with suppliers 0.05 2 0.1 
6 Access to financial institutions for SMEs development is still low 0.10 2 0.2 

Amount 1.00 14   
Difference in Strength-Weakness = Sb X   3 2.74 

Table 1. IFE matrix analysis 

No. External Factors Weight Rating Weight × Rating 
Opportunity 

1 Development of tourist areas 0.20 3 0.6 
2 Improved economic growth 0.10 3 0.15 
3 Advances in technology and information 0.15 3 0.45 
4 Government policies that encourage the advancement of SMEs 0.10 2 0.2 
5 There is a potential market share 0.10 3 0.3 
6 Increasing demand for nangka chips 0.15 2 0.45 

Amount   16   
Threat      

1 Fluctuating raw material prices 0.01 2 0.02 
2 There are new competitors with similar businesses 0.05 2 0.1 
3 Consumers are price sensitive 0.05 3 0.15 
4 New products of a kind that are more innovative 0.03 3 0.09 
5 Doesn't do the packaging well 0.03 2 0.06 
6 The quality of raw materials is not up to expectations 0.03 3 0.09 

Amount 1.00 15 2.66 
Difference in Opportunities - Threat = Sb Y   1   

Table 2. EFE matrix analysis. 
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 changing due to rapid technological developments, 

unstable consumer needs, and an unpredictable 

environment. These changes have created a competition 

that challenges the setting in the areas of price, quality, 

time, and innovation (Lorsuwanrat, 2010). Combining 

knowledge and knowledge management is important 

(Zhou et al., 2017). Based on this, SMEs are required to 

create flexible business strategies in order to continue to 

compete in the market. The problems of small and 

medium enterprises (SMEs) in Indonesia are generally 

relatively the same. However, determining strategies for 

increasing competitiveness still has to examine SMEs in 

detail and continuously in order to create a solution in 

winning the existing competition (Meliala et al., 2016). 

The concept of The House Model can be used as a 

reference in carrying out the development process to 

support strategies for increasing competitiveness. This is 

because, in this model, specific factors and actions in 

support of a vision setting within a certain time period 

can be clearly illustrated. In addition, actions to support 

the success of the vision are not limited in their 

development (Ananda et al., 2016). 

The results of the priority and weight analysis of the 

three variables are shown in Table 3, while the indicators 

are shown in Table 4. The strategic priority is determined 

from the alternatives selected based on criteria, sub-

criteria, and strategies that are considered more 

important to the achievement of targets, which are 

obtained based on expert opinion (Evalia, 2015).  

Table 3 shows the results of the variable weight of 

competitiveness on the product being the first priority 

with a weight of 0.730. Human resource improvement is 

the second priority with a weight of 0.193, while 

marketing institutions are the third priority with a weight 

of 0.077.  

Table 4 shows the results of the indicator weight on 

the competitiveness variable, the ability to meet product 

quality is the first priority with a weight of 0.488. The 

selling price is the second priority with a weight of 

0.132, while the third priority with a weight of 0.129 is 

the development of HR skills. The ability to work 

together between employees in SMEs and collaborate 

with outsiders of Jackfruit chip SMEs is a capability that 

must be possessed by SMEs owners which occupy the 

4th priority with a weight of 0.058 and the 5th priority 

with a weight of 0.051 is the ability to expand marketing 

access. Conducting promotional activities is the 6th 

priority with a weight of 0.046. Making innovations in 

both the product and processing process is the 7th 

priority with a weight of 0.043. The increase in the 

number of partners in the 8th priority with a weight of 

0.023, the improvement in the performance of employees 

and the 9th priority SMEs with a weight of 0.019 and 

which is the 10th priority with a weight of 0.010 is the 

amount of government and private assistance received by 

the jackfruit chip SMEs. The results of this study are in 

accordance with the opinion of Gagić et al. (2013) which 

states that food quality is the main contributor to 

customer satisfaction. Healy et al. (2018), product 

excellence was consistently identified as the most 

important product characteristic in product success.  

Table 5 shows the results of the Main Performance 

Indicators at the product level, namely increasing 

product quality, competing product prices with 

competitors, increasing the ability to improve production 

and packaging processes. The main performance 

indicators for improving human resources are the 

improvement of the skills of the SMEs of jackfruit chips, 

increased performance both personal and institutional, 

increased ability to work with employees and outsiders 

who support the development of jackfruit chips SMEs. 

Internet sales have changed the retail business, Online 

price promotions and product recommendations must be 

considered together and optimally determined (Jiang et 

al, 2015). Human resources at the SMEs level can affect 

competitiveness through the quality of products and 

services provided, the ability to generate added value, 

quality management practices, and attitudes towards new 

organizational cultures (Ceptureanu, 2015).  

The results of the main performance indicators at the 

institutional and marketing levels are; increasing the 

number of partners, increasing government and private 

assistance for the development of SMEs, increasing the 

marketing area for jackfruit chips outside Malang 

Regency, and increasing the ability to carry out product 

Variable Weight Priority 

Product 0.730 1 

HR 0.193 2 

Institutional and Marketing 0.077 3 

Table 3. Priority results and competitiveness variable weights. 

Indicator Weight Priority 

Product quality 0.488 1 

Selling price  0.132 2 

Innovation 0.043 7 

Performance improvement 0.019 9 

The ability to work together  0.058 4 

Skills development  0.129 3 

Increased number of partners  0.023 8 

Amount of government and private 0.010 10 

Expanding marketing access  0.051 5 

Promotion 0.046 6 

Table 4. Priority results and indicator weights on the 

competitiveness variable  
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sales promotion activities. The results of the main 

performance indicators are then included in the pillars of 

the house model. The pillar of the house model for 

increasing the competitiveness of jackfruit chips in 

Malang Regency is shown in Figure 1.  

Figure 1 shows that the house model consists of a 

roof as a vision where the vision in this study is to 

increase the competitiveness of jackfruit chips SMEs, 

pillars as the main key to achieving this vision consist of 

products, human resources, and marketing institutions. 

While the foundation is in the form of supporting 

behaviour namely government policies and regulations in 

facilitating the needs of SMEs for jackfruit chips, so as 

to increase product competitiveness. Therefore, there are 

several steps that can be offered, so that SMEs can 

maintain and win the competition, namely; 1) 

consistently maintaining product quality, 2) increase the 

competitiveness of SMEs through attractive product 

packaging, 3) dare to compete in terms of price, and 4) 

maintain consumer loyalty. 

 

4. Conclusion  

The position of the jackfruit chips SMEs business is 

that strength is greater than weakness. SMEs is in a very 

profitable position because it has the opportunity and 

strength so the best strategy to use strength in exploiting 

existing opportunities through increasing the quality of 

jackfruit chips according to SNI, expanding the 

marketing location for jackfruit chips, increasing the 

number of jackfruit chips production by determining the 

appropriate selling price, and Improve employee skills. 

Determination of a strategy to increase competitiveness 

using the house model method resulted in product 

variables being the first priority with a weight of 0.730, 

human resource improvement was the second priority 

with a weight of 0.193, while marketing institutions were 

the third priority with a weight of 0.077. 
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Strategic Target   Key Performance Indicator Trigger The Results of the Main Performance Indicators 

Product repair 

Product quality Increased product quality  

Product prices Competitive product prices with competitors 

Innovation 
Able to make improvements to the production process to 
packaging 

HR improvement  

Performance improvement Increasing both personal and institutional achievements 

The ability to work together 
Increasing the ability to work with employees and outsiders 
who support the development of the jackfruit chip SMEs 
properly 

Skills development Increasing the skills of jackfruit chips SMEs 

Institutional and 
marketing 

Increased number of partners Increasing the number of jackfruit chips SMEs partners 

Amount of government and private assistance 
Increased government and private assistance for SMEs 
development 

Expanding marketing access 
Increased marketing area for jackfruit chips outside Malang 
Regency 

Promotion Increased ability to carry out product sales promotion activities 

Table 5. Main performance indicators for the improvement of the competitiveness of jackfruit chips SMEs in Malang Regency.  

Figure 1. The pillar of the house model for increasing the competitiveness of jackfruit chips SMEs in Malang Regency. 
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