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Technology, SOAR. This research is qualitative research using quantitative tools,

namely by wusing the SOAR  (Strengths, Opportunities,
Aspirations, and Results) method. The data collection technique
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Accepted : 2024-08-03 EFA values, and determining strategy results using SOAR
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halal culinary MSMEs, while the object of this research is a
strategy to increase competitiveness. The respondents to this study
are all halal culinary MSME sellers in "Tanjungbalas.

The result of the SOAR method is S A, which is a strategy that
uses all aspirations to increase the competitiveness of halal
culinary MSME  sales. Strength Aspirations Strategy. The
strategy carrvied out is to improve product quality, improve the
quality of labels and packaging, and diversify marketing.
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Introduction

Based on the results of previous research conducted by Hubeis, (2015) where the results of
the research show that the strategy to increase the competitiveness of MSMEs is carried
out by: (1) Increasing cooperation to maintain the continuity of the availability of raw
materials between regions; (2) building industrial estates for MSME products: and (3)
Increasing the role of the private government and universities/development research. In
addition, the results of research by (Delmayuni et al., 2017) shows that the priority strategy
that must be carried out by competitive food MSME:s is the use of more modern equipment
in the production process so that food variations can be made more efficiently and
effectively; as well as the use of modern management so that the processing of MSMEs can
cover the local economy (domestic) and also abroad (Basuki., at al, 2023). Strategy is a tool
to achieve company goals in relation to long-term goals, follow-up programs, and resource
allocation priorities (Imsar, 2021).

The variety of competition in the MSME sector has an impact on the rapid development
of the business world. Businesses are becoming increasingly dependent on the right strategy
to achieve their sales volume targets (Hasibuan et al., 2023). In its development, MSMEs
have become one of the creative efforts that benefit the community and the government
to open new opportunities for various groups in the community (Dharma et al., 2023). As
a Muslim-majority country, Indonesia continues to develop the halal industry sector. An
aspect of the halal industry that the government is developing is halal MSMEs, namely the
need for MSME:s to have halal certification on products (Azizah et al., 2024).

The existence of a halal certification program will increase consumer satisfaction and create
better business prospects, as well as provide for government provisions listed in Law No.
33 of 2014 concerning halal product assurance (Dzikrulloh et al., 2020). Halal can be
defined as a quality standard that is in accordance with Islamic Sharia law and is used in
every activity carried out by Muslims (Yazid et al., 2022).

One of the efforts to boost economic growth is to pay attention to the main characteristics
and potential of a region (Salsabila et al., 2024). Tanjungbalai City is one of the cities in
North Sumatra Province with most fishermen and trading jobs. Some types of Halals
MSME:s in Tanjung Balai are 41.4Y Culinary MSMEs, Manja Culinary MSMEs, Foofie Risol
MSMEs, Gohyong MSMEs, Siomay Bandung MSMEs, Bu Fit Outlet MSMEs, and
Anugerah Snack MSMEs.

There are two different types of culinary MSMEs: 41.4Y Culinary and Manja Culinary. The
competition between these two types of culinary reflects the ever-evolving trends and
preferences of consumers. 4L.4Y Culinary which creates a varied food menu and has a place
in the form of an outlet that makes it comfortable by providing wifi facilities for customers
and utilizing social media to reach customers by providing online order delivery, competing
with Manja Culinary which offers with less varied menu options and only opens businesses
in the form of outlets and the lack of provision for online services because they focus more
on offline services. Alay and Manja Culinary MSMEs need to implement the right strategies
to win the competition in the digital era. The competition between 4L.4Y Culinary MSMEs
and Manja Culinary in the digital era is getting tighter. However, with the right strategy,
these two types of MSMEs have a chance to succeed. The main key is to build brand
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awareness, offer unique and attractive menus, maintain taste quality, and provide good
service by utilizing digital technology.

In the city of Tanjungbalai, MSMEs have a big role in the economy. MSMEs (including
halal ones) in Tanjungbalai have the potential to produce quality products and can compete
globally through products that have competitive advantages that are halal certified. 41.4Y
Culinary MSMEs utilize digital technology as marketing access to their business through
social media, one of which is Instagram. Micro, Small and Medium Enterprises (MSMEs)
have an important role in strengthening the economic system in Indonesia. This important
role is since MSMEs can create jobs by producing creative products so as to increase per
capita income (Syahbudi, 2021).

Technology has made the production, marketing, distribution, and overall business
processes more efficient and effective. In this context, Philip Kottler explains a theory of
Marketing 4.0 or Digital Marketing with a new marketing approach to help marketers in
anticipating and managing the impact of technology. The use of technology and the internet
is so widespread among the public that it is not surprising that digital marketing is the
number one choice for business (Harahap et al., 2022).

In Indonesia, the development of the food/culinary industry has been greatly affected by
the existence of digital technology, including social media, websites and culinary review
applications, and distribution applications. With these websites and applications, MSME
entrepreneurs can easily reach a large consumer base that is active in the media. For
example, as recorded by liputan6.com (2018), there are 10 culinary accounts on Instagram
that provide reviews to restaurants in Jakarta with a total of more than 1 million users,
which means that the reach of the consumer base of MSME entrepreneurs is very large
with easy access (Krisnawati, 2018).

The existence of these obstacles is the reason why it is important to design strategies to
increase MSME competition. The approach that can be used in determining a good strategy
is the SOAR (Strengths, Opportunities, Aspirations, Results) approach, which is a business
strategy approach that focuses on positive elements that already exist in a business and is
used as the main advantage. The purpose of my research is to analyze strategies to increase
competitiveness through digital technology.

LITERATURE REVIEW

Competitiveness

According to the Great Dictionary of Indonesian Language (KBBI) (2017).
"Competitiveness is the ability to compete". Competitiveness is an effort that must be made
by business actors to continue to exist in carrying out their activities. There are four
strategies to improve competitiveness. Individual technical expertise, business models and
strategies, technological and innovation capabilities, marketing capabilities (Octavia et al.,
2023).

Micro, Small and Medium Enterprises (MSMEs)

Micro, small and medium enterprises, commonly called MSMEs, are businesspeople
engaged in various business fields, which include the interests of the community. Micro,
Small and Medium Enterprises (MSMEs) are the backbone of the nation's economy
(Hasanah, 2019). The role of MSMEs in the development of a country's economy is
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evidenced by the reduction of unemployment and the creation of new businesses that
continue to emerge (Delmayuni et al., 2017)
Table 1.
MSME Ciriteria

Jenis Criteria
Wealth Annual Sales Results
Micro Maximum 50 million rupiah The most sales result is

300 million rupiah

Small 50 million rupiah to 500 million rupiah | Annual sales of 300
million rupiah to a
maximum of 2.5 billion
rupiah

Medium | 500 million rupiah to 10 billion rupiah | Annual sales of more than
2.5 billion rupiah to a
maximum of 50

billion rupiah

Source: Processed by Researchers, Government of the Republic of Indonesia (2008)

Halal MSMEs

Halal MSMEs are a type of MSME industry that has undergone technical processes that
conform to Islamic law or sharia to manufacture halal products. Halal labels/ certifications
are issued by authorized institutions to fortify halal products. The halal industry has
experienced substantial growth in all Muslim countries, as well as non-Muslim countries,
since the Organization of the Islamic Conference (OIC) was established in the early 1970s.
Halal products are also beginning to be recognized by non-Muslim communities for their
advantages in terms of hygiene, safety, and nutritional value. The demand for halal products
is directly influenced by this halal lifestyle (Pujiono et al., 2018).

Digital Technology

According to the World Economic Forum (2018), advances in computer technology can
contribute to the progress of a country's society. In this scenario, the use of technology has
the potential to provide benefits for society to improve higher living standards and increase
living comfort (Nugroho, 2024).

Efforts to develop digital technology for MSMEs need to be considered several things,
namely: production quality, production capacity and digital literacy. These three things must
be considered by MSMEs, so that businesses opened in the digital realm can last for a long
time (Priani et al., 2023).

METHOD

This research is qualitative research using quantitative tools, namely by using the SOAR
(Strengths, Opportunities, Aspirations, and Results) method. The data collection technique
uses questionnaires and interviews. The results of the questionnaire were then processed
using SOAR matrix analysis in 3 stages: identifying SOAR factors, determining IFE and
EFA values, and determining strategy results using SOAR diagram matrix. The subject of
this research is Tanjungbalai halal culinary MSMESs, while the object of this research is a
strategy to increase competitiveness. The respondents to this study are all halal culinary
MSME sellers in Tanjung Balai.
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The SOAR method is used to determine the criteria items of each component of the
structure (Strength) which refers to the potential and capabilities possessed by an entity,
both in the form of physical and non-physical assets, that support the continuity of the
business or organization, Opportunities, which are the part of the external environment
that needs to be analyzed to obtain information that can be used in decision-making for the
continuity of the business or organization. Aspiration, which is the involvement and
contribution of all parties in an organization or group in the planning process, with the aim
of creating a strong vision and mission and building trust in products, markets, and other
factors in business activities, in the hope of improving performance and service, and Result
(Result) which is Setting the desired measure of achievement (measurable results) in
strategic planning, in order to evaluate the extent of achievement of the goals that have
been mutually agreed upon (Hill & Westbrook, 1997).

SOAR analysis is implemented in the data analysis methodology. Using the company's
strengths and opportunities, SOAR analysis generates future aspirations and results (Shetti
& Kumari, n.d.). The process of analyzing strategies using SOAR (Strengths, Opportunities,
Aspirations, and Results) involves the completion of several phases. The initial step is to
ascertain the value of both internal factor analysis IFA) and external factor analysis (EFA).
IFA is a strategic analysis of the organization's internal determinants. The purpose of this
analysis is to evaluate the organization/company's strengths and weaknesses. In the intetim,
EFA is a strategic analysis of the organization's external factors. The purpose of this analysis
is to evaluate the organization/company's impact and achievements, as well as to appraise
the long-term vision (Laily, 2023).

The initial step in obtaining IFA and EFA values is to identify the company's strengths and
weaknesses in column 1 of the IFA table. Subsequently, the strengths and weaknesses are
arranged by factor. The subsequent step is to assign weight to each of these factors in
column 2, with a scale ranging from 1.0 (extremely essential) to 0.0 (not significant). The
cumulative score of 1.00 is not exceeded by any of these weights. The strategic position of
the company is considered when evaluating these factors. The subsequent step is to assign
a rating to each factor in column 3, using a scale that ranges from 4 (extremely strong) to 1
(weak), according to the impact of these factors on the company's condition. By comparing
them to the average of the primary competitors, positive variables (all variables that come
under the strength category) are assigned a value ranging from +1 to +4. The value of the
negative variable is 1 if the weakness is extremely large (in comparison to the average of
similar competitors), and 4 if the weakness value is low/below the average of competitors.
To calculate the weighting factor in column 4, multiply the weight in column 2 by the rating
in column 3. Each factor is assigned a weighting score, with values ranging from 4.0
(prominent) to 1.0 (mild). The total weighting score for the company in issue is obtained
by adding the weighting score (located in column 4).

The results of this value are then analyzed using a SOAR analysis diagram, namely by adding
(adding) the total quadrant score on the EFA and IFA matrices. The results of EFA and
IFA are used as the basis for strategies that can be used by the Company. In the SOAR
analysis diagram, the strategy is divided into four strategies, namely the SA (Strengths-
Aspirations) Strategy, which is a strategy made by utilizing all strengths (S) to achieve the
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expected aspirations (A). Second, the OA (Opportunities-Aspirations) Strategy, which is a
strategy made to know and fulfill the aspirations (A) of each stakeholder who are oriented
to the existing opportunities (O). Third, the SR (Strengths-Results) Strategy, which is a
strategy made to realize strengths (S) to achieve measurable results (R), and the fourth is
the OR (Opportunities-Results) strategy, which is oriented to opportunities (O) to achieve
measurable results (R). The final stage of the SOAR approach is to dedefine the strategy
using the SOAR matrix descriptively, as shown in the table below:

Table 2
SOAR Matrix
Internal Strength Oppurtunities
List of internal strength factors | List of external opportunities
External
Aspirasi SA Strategy OA Strategy
List of expected factors | Create a strategy that uses power | Create an  aspiration-otiented
from internal to achieve aspirations strategy that is expected to take
advantage of opportunities.
Result SR Strategy OR Strategy
A list of measurable | Create a strategy based on | Strategies that are oriented
outcomes to be realized. strengths to achieve measurable | towards opportunities to achieve
results. measurable results.

Source: (Purwanggono & Pratiwi, 2022)
RESULT

Tanjungbalai is an area where most people's jobs are fishermen and traders. The largest
source of income for the people of Tanjungbalai is obtained from Micro, Small and Medium
Enterprises (MSMES) activities, this is evidenced by the large number of MSMEs that the
author has explained earlier. One of these MSME:s is the 41.4Y Culinary MSME which is
located on Tugu Street, Tanjungbalai City. 4L.4Y Culinary MSMEs are culinary MSMEs that
have halal certification and are in the center of Tanjungbalai. To increase competitiveness,
41.4Y Culinary MSMEs must determine the right strategies. These strategies can be
determined using the SOAR method which is determined based on the internal and external
environment by identifying the results of the questionnaire data processing that has been
disseminated to the respondents, the results of the internal factor analysis (IFA) matrix
analysis are presented in the following table.

Table 3
SOAR Internal Factors
Weigh Bobot x
No Internal Factors R1| R2| R3| R4| R5| JML t rating | rating

Strenght

The cooking technique carried out by
1 41.4Y Culinary MSMEs affects the| 4 | 4 | 4 | 4 | 4 20 0,136 2 0,247
taste of the products sold

In innovating the business model of
2 | 4L4Y Culinary MSMEs, they choose| 4 | 4 | 4 | 4 | 4 | 20 0,136 2 0,247
viral food with a varied menu
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3 | Culinary MSMEs provide delivery| ;1\ 0 5 1 5 | 47 | 446 | 2 0,179
facilities for online order delivery
4 Cuh.nary MSMEs ' have  halal alalalala 20 0.136 5 0247
Certlﬁcates as an attraction
Total 77 0,921

Opportunity

Choosing fast food because of the
1 habit of the people of Tanjungbalai| 3 | 4 | 3 | 3 | 4 17 0,116 2 0,179
city to consume food

Culinary has an offline store business
2 model in the form of an outletinthe| 4 | 3 | 4 | 4 | 4 19 0,129 2 0,223
center of Tanjungbalai

Culinary MSMEs take advantage of
3 technological ~ developments byl 4 3|3 |33 16 0,109 1 0,158

opening orders via online

Have social media as a means of

4 . . 3144 (4|3 18 0,122 2 0,200
promotion and expand marketing
Total 70 0,761
147 | 1,000

Source: data processed, 2024
Based on the results of the internal analysis above, the strength and opportunity factors are
dominated by strength with a value of 0.921. Then continue with the external factors. The
desire and results in determining the strategy to increase the competitiveness of Culinary
MSMESs have external factors that can be identified with the external factor analysis matrix
(EFA) in the following table:
Table 4
External Factors SOAR

External Factors

Bobot x

Asoicati :
sprration Rl |R2 |R3 | R4 [R5 |sum | weight | rating | rating

Get additional profits to

1 | increase the amount of| 3 3 4 3 4 17 0,113 2 0,175
production.

Halal certification is an
attraction to provide
2 | guarantees to consumers of | 4 4 4 4 4 20 0,133 2 0,242
the quality of the products
sold.

Getting good reviews from 4 4 4 4 4 20 0133 ) 0,242

customers on social media
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Promoting products to be
better known to the people
of Tanjungbalai through

0,127 2 0,219

endorsement

Total

76

0,879

Results

Increasing production can

1 | increase profits for Culinary| 3 3 4 3 4 17

MSMEs.

0,113 2 0,175

Culinary MSMEs that are in
great demand by the public.

0,133 2 0,242

Utilizing digital technology to

3 | get good ratings from| 4 4 4 3 3 18

customers

0,120 2 0,196

Making MSMEs Culinary as
one of the viral culinary.

40 3 | 4| 4] 4| 19

0,127 2 0,219

Total

74

0,833

150

1,000

Sumber: Data diolah, 2024

The external analysis data above shows that the dominant value of the aspiration and
outcome factors is aspiration with a value of 0.879. So that from the results of internal and
external data analysis, a SOAR matrix with an SA (Strength Aspiration) strategy is produced.
In realizing an increase in the competitiveness of halal MSMEs, Culinary MSMEs must

design an SA strategy, namely creating a strategy that uses strength to achieve aspirations.
These strategies can be known through the following soar matrix results.

Table 5
SOAR Matrix Results
Internal Strength Oppurtunities
External Internal Strength Factor External Opportunities
Aspiration SA Strategy OA Strategy

List of . (81, A3) Create an aspiration-
expectation Improve product quality by improving taste. oriented strategy that is
factors . (82, A3, A4) expected to take

Creating business model innovations by choosing
viral food with a varied menu.

L (S3, A1)

Improving online services such as providing
delivery facilities for online order delivery.

. (S4, A2)

Having halal certification as an attraction to provide
assurance to consumers of the quality of the
products sold.

advantage of
opportunities.

Source: Data processed, 2024

From the explanation of the strategy in the SOAR matrix above, Culinary MSMEs can
increase the competitiveness of halal culinary, first Improving product quality by improving

Dinar. Junad Gkonom dn Kauangan Shiam | 188



https://journal.trunojoyo.ac.id/dinar/index

@imr

Surnal Ekeonomi & Keuangan Sskom
https://journal.trunojoyo.ac.id /dinar/index Vol 11, No 2: Agustus 2024 181-191
ISSN: 2460-9889 (Print) ISSN: 2580-3565 (Online)

taste. Second, creating business model innovations by choosing viral foods with varied
menus. Third, by improving online services such as providing delivery facilities for online
order delivery and fourth, by having halal certification as an attraction to provide guarantees
to consumers of the quality of the products sold. By focusing on the strategies produced
based on the SOAR approach, Culinary MSMEs have great potential in improving quality
and competitiveness.

DISCUSSION

The results of the study found that the strategy applied in realizing the increase in the
competitiveness of halal MSME:s is the SA (Strength Aspiration) strategy. Some of the SA
strategies that can be applied are improving service through improving cooking techniques,
adding online-based delivery facilities, creating model innovations and increasing
compliance in accordance with the halal branding that has been implemented. This research
is in accordance with the research conducted (Fadhilah et al., 2024; Purwanggono & Pratiwi,
2022; Rusindiyanto, 2024). Although the case studies of each study are different, the results
of the strategy with SOAR analysis recommend that companies need to improve the quality
of online-based services and increase product innovation to improve their performance.
Likewise, some other studies, such as the (Mayani, 2024) recommend collaboration with
the government such as the Industry Office, the Cooperative Office and MSMEs in
strengthening marketing and licensing legality. Research (Mayani, 2024) It does not
recommend digital-based upgrades because the available digital infrastructure is inadequate.
However, this research contradicts the research conducted (Nasution et al., 2022). The
results of his research found that, although digital infrastructure is inadequate, companies
or MSMEs can use social media such as TikTok, what's app, Instagram and Facebook as
promotional media so that people know the advantages of the products offered. This
research is also supported by the research conducted (Tangkudung et al., 2024), His
research recommends that utilizing social media in business can increase sales. However,
some of the strategies found by the researchers need to be implemented because each
company or MSME has problems that are sometimes different, so it is necessary to
implement different strategies.

CONCLUSION

Based on SOAR analysis; to increase the competitiveness of MSMEs, the SA (Strength
Aspiration) strategy is a strategy that can be applied. The strategy encourages MSMEs to
strengthen product quality, improve service quality, and diversify marketing.

REFERENCES

Azizah, Q., & Dzikrulloh, D. (2024). Pengaruh Gerakan Sadar Halal dan Pengetahuan
Produk Pada Gaya Hidup Halal Terhadap Keputusan Pembelian Gen Z. Ekononi,
Kenangan, Investasi Dan Syariah (EKUITAS), 54, 645—-654.
https://doi.org/10.47065/ EKUITAS.V514.5207

Basuki, T. I, & R.T, D. R. D. (2023). KAJIAN ANALISIS STRATEGI PENINGKATAN
DAYA SAING UMKM. Community Development Journal : Jurnal Pengabdian Masyarakat,
4(3), 5596-5600. https://doi.org/10.31004/CD]J.V413.17118

Dinar. Junad Gkonom dn Kauangan Ssiam | 189



https://journal.trunojoyo.ac.id/dinar/index

@imr

Surnal Ekeonomi & Keuangan Sskom
https://journal.trunojoyo.ac.id /dinar/index Vol 11, No 2: Agustus 2024 181-191
ISSN: 2460-9889 (Print) ISSN: 2580-3565 (Online)

Delmayuni, A., Hubeis, M., & Cahyadi, E. R. (2017). STRATEGI PENINGKATAN
DAYA SAING UMKM PANGAN DI PALEMBANG. Buletin 1lmiah Litbang
Perdagangan, 11(1), 97-122. https://doi.org/10.30908/BILP.V1111.43

Dharma, B., Fitria, L., & Ananda, C. R. (2023). Analysis of the Role of Financial Statements
in Creative Industry-Based MSMEs. [urnal Ekonomi, Manajemen, Akuntansi Dan
Kenangan, 4(1), 75-78. https://doi.org/10.53697 /emak.v4i1.1093

Dzikrulloh, D., & Koib, A. (2020). Implementation Of Halal Value Chain In Business In
Islamic Boarding Schools. Dinar: Jurnal Ekonomi Dan Kenangan Islam, 7(2), 1-13.
https://doi.org/10.21107/DINAR.V712.11250

Fadhilah, U., Susyanti, J., & Kunci, K. (2024). Analisis Sistem S-Commerce Sebagai
Bussiness Process Management Pada Tiktok Shop (Studi UMKM di Indonesia Dengan
Pendekatan SOAR). MERDEKA :  Jurnal  Ilmiah  Multidisipling,  1(6), 228-248.
https://doi.org/10.62017/MERDEKA.V116.1962

Harahap, S. A., Cahyatini, D., Nadila, F., & Kamilah, K. (2022). Pemulihan Pendapatan
UMKM di Era Pandemi Melalui Digital Marketing. MUKADIMAH: Jurnal Pendidikan,
Sejarah, Dan Lpn-Ilmn Sosial, 5(1), 32-36. https:/ /doi.org/10.30743 / mkd.v5i0.4203

Hasanah, N. (2019). Mudah Memahami Usaha Mikro, Kecil, dan Menengah (UMKM). In
Undang-undang No. 20 (Issue 1).

Hill, T., & Westbrook, R. (1997). SWOT analysis: It’s time for a product recall. Long Range
Planning, 30(1), 46-52. https:/ /doi.org/https://doi.org/10.1016/S0024-
6301(96)00095-7

Imsar, I. (2021). Strategi Home Industri Konveksi Dalam Meningkatkan Pendapatan
Rumah Tangga Masyarakat Kota Binjai (Studi Kasus Abu Bakar Konveksi Mencirim
Binjai Timur). Jurnal Ilmn Manajemen Dan  Kewirausahaan (Jimk), 1(2), 48-59.
https://doi.org/10.32696/jimk.v1i2.809

Krisnawati, D. (2018). PERAN PERKEMBANGAN TEKNOLOGI DIGITAL PADA
STRATEGI PEMASARAN DAN JALUR DISTRIBUSI UMKM DI INDONESIA.
Jurnal Managemen Bisnis Krisnadwipayana, 6(1).
https://doi.org/10.35137 /JMBK.V611.175

Laily, S. A. (2023). Strategi pengembangan UMKM Oemal Produksi Djintoel melalui pendekatan
SOAR perspektif etika bisnis Islam. Fakultas Ekonomi dan Bisnis, UIN Walisongo.

Mayani, W. (2024). Strategi pemberdayaan usaha mikro kecil dan menengah di Kota Padangsidimpnan.

Miftahul Jannah Hasibuan, Nursantri Yanti, & Waizul Qarni. (2023). Strategi Pemasaran
untuk Meningkatkan Penghasilan UMKM di Sua Snack Tembung. Transformasi: Jonrnal
of Economics and Business Management, 24, 190-201.
https://doi.org/10.56444/ transformasi.v2i4.1162

Nasution, J., Abdul Fattah, M., & Sumatera Utara, U. (2022). ANALYSIS OF TEMPE
PRODUCTION MICRO BUSINESS STRATEGY IN INCREASING INCOME
IN THE COVID-19 PANDEMIC USING SOAR ANALYSIS. Jurnal Ekonomi,
11(02), 1662-1667.
https://ejournal.seaninstitute.or.id/index.php/Ekonomi/article /view/2622

Nugroho, I. I. (2024). Pengaruh Teknologi Digital terhadap Peningkatan Pendapatan
UMKM di Dusun Serut. Economie:  Jurnal llmu  Ekonomi, 6(1), 43-59.
https://doi.org/10.30742/ ECONOMIE.V512.3581

Dinar. Sund Gkonomi dm Kauangan Siam | 190



https://journal.trunojoyo.ac.id/dinar/index

@imr

Surnal Ekeonomi & Keuangan Sskom
https://journal.trunojoyo.ac.id /dinar/index Vol 11, No 2: Agustus 2024 181-191
ISSN: 2460-9889 (Print) ISSN: 2580-3565 (Online)

Octavia, A. N., Septiyani, 1., Anggraini, I. A., & Mayasari, D. A. (2023). Analisis Strategi
Pemasaran Untuk Meningkatkan Daya Saing UMKM Keripik Gedebok Pisang di
Blora. Indonesian Accounting Research Journal, 3(3), 281-289.
https://doi.org/10.35313/1AR].V313.5310

Priani, A., Hidayat Vol, A., Hidayat, A., Program Studi Manajemen, M., & Ekonomi Dan
Bisnis, F. (2023). PENGEMBANGAN UMKM BERBASIS TEKNOLOGI
DIGITAL DAN EKONOMI KREATIF DI DESA KUTAMAKMUR. ABDIMA
JURNAL PENGABDILAN MAHASISW A, 2(2), 5382-5390.
https:/ /journal.ubpkarawang.ac.id/index.php/AJPM/article/view /4381

Pujiono, A., Setyawati, R., & Idris, I. (2018). STRATEGI PENGEMBANGAN UMKM
HALAL DI JAWA TENGAH DALAM MENGHADAPI PERSAINGAN
GLOBAL. Indonesia Journal of Halal, 1(1), 1-7.
https://doi.org/10.14710/HALAL.V111.3109

Purwanggono, C. J., & Pratiwi, R. (2022). SOAR-Based MSME Competitiveness in
Purworejo Regency.  Enrichment:  Journal —of Management, 12(3), 2330-2338.
https://doi.org/10.35335/ENRICHMENT.V1213.658

Rusindiyanto. (2024). ANALISIS STRATEGI SOAR DALAM MENINGKATAKAN
PEMASARAN KALIBRASI DI PT. PAL INDONESIA. JOURNAL SAINS
STUDENT RESEARCH, 2(1), 530-536. https://doi.org/10.61722/JSSR.V211.727

Salsabila, R. P., Syahbudi, M., & Ikhsan, M. (2024). Penta Helix A Strategy of Development
of Womenpreneurs Creative Creations in The City of Tanjungbalai in The Islamic
Economic Presfective. Sentralisasi, 13(1), 105-117.
https://doi.org/10.33506/s1.v13i1.2997

Shetti, N., & Kumari, M. (n.d.). Development Strategies for Latar Svarga Based on Soar Analysis.
https://doi.org/10.53469/jgebf.2022.04(07).25

Syahbudi, M. (2021). Ekonomi Kreatif Indonesia : Strategi Daya Saiing UMKM Industri Kreatif
Menujn Go Global (Sebuah Riset Dengan Model Pentahelix).
/ /pustaka.uinsu.ac.id%2Findex.php%3Fp%3Dshow_detail%26id%3D29088

Tangkudung, A. G., Sompie, P. L., & Mahdi, U. (2024). Strategi dan Inovasi Model Bisnis
Katering dalam Meningkatkan Daya Saing di Era Pasar Digital. Jurnal Syntax
Adpmiration, 5(4), 1144-1153. https://doi.org/10.46799/JSA.V514.1099

Yazid, A. A., Rofiq, A., & Ismail, M. (2022). Transformasi Digital dan Industri Halal Pada
UMKM Kabupaten Banyuwangi. Jurnal Istigro, 8(2), 215-224.

Dinar. Jund Gkoom dm Kauangan Ssiam | 191



https://journal.trunojoyo.ac.id/dinar/index

