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Abstract

This study aims to explore the strengths, weakmsesepportunities and threats for Small and Medium
Enterprises (SMESs) actors in conducting their bessn in addition to the efforts that have been npadtes in
developing SMEs. Using a focus group discussioh 8MEs actors, relevant agencies and banks doatathe
collection. The marketing model that can be dewetbpre: developing Internet-based marketing to mcpa
market share, develop production technology to pceda greater quantity, provide easier accessetahihgs
that support the wider marketplace, accompaniedbsgtoring, training so that products can be acceptea
broader marketing, set up a platform for SMEs sd the perpetrators have the same standard to ¢terapa
broader level. Implementation of this model reguimupport from various parties, such as governments
universities, banking, telecommunications servied other stakeholders.

Keywords. Marketing Model, SMEs, SWOT Analysis.

1. Introduction

Small and medium business group is a business grbggonomic importance in the economy of the oity
Medan. This is due, small and medium enterpriseks coperatives is a business sector that has tetegt
number with the absorption of a significant laborce. The income gap is quite big still occur amdarge
employers in small and medium enterprises and gatipes (SMES), so the development of the competiéss
of Small Businesses, directly an effort to imprdle welfare of the masses, as well as narrowingtomomic
gaps.

Based on data from the Central Statistics AgendySB the number of large employers only 0.2%
while the Small Entrepreneur, medium and coopezatached 99.8%. This means that the number of amal
medium enterprises and cooperatives to nearly B0@stthe number of large businesses. The issuanall S
Business contribution to the GDP, only 39.8%, whilge businesses reached 60.2%.

To economic growth, small and medium enterprised emoperatives contributed only 16.4% and
83.6% large enterprises. Based on market shard] améh medium enterprises and cooperatives are anly
market share of 20% (80% by large businesses). imsvs two things at once, which is super strorg bi
business sector and very weak Small Business séldter hope is that with the increased productiosroéll
businesses, as well as medium and cooperativeangtiowth rate higher than the rate of productigitgwth in
the region, or by 6-8% per year, then there willtbe absorption of labor and equipment for the brmadl
medium enterprises and cooperatives, along witlytbeing labor force, by 5-10% per year.

Andriany, et al (2014) have designed a model amrdéa participatory in empowering poor Medan to
improve the living standards, a model that willdgplied by small businesses in which the empowetmiethe
poor is done through empowerment strategy in tataéich include their social protection program,
environmental improvements, human resource empow@rrand economic empowerment productive. The
expansion of the business base and Small Busingkse®pportunity to encourage the growth of new
entrepreneurs, through increased knowledge andemetmeurial spirit. Institutional Strengthening dma
Business mainly to expand access to sources datagspecially bangking and non-banking, use difrelogy
and marketing as well as promotional products. Aeotsimultaneous thing to do is improve the busines
environment through the simplification of licensipgpcedures.

The General Guidelines PNPM (2007) mentioned corapbof community development includes a
series of activities to build critical awareness amlependence of the community that consists qipimg the
potential, problems and needs of the communitytigggatory planning, organizing, resource utilizaij
monitoring, and maintenance of the results thaeHasen achieved. To support a series of activipiesyided
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funding support community learning activities, vatieer development and community assistance opasatio
and facilitator for facilitation, capacity buildinghediation and advocacy. The role of the faciitaespecially at
the beginning of empowerment, while community vodens are the main driving force in society intbgion.

It is essential to conduct a study on the effditt have been made by the perpetrators of SMEdfit s
and the efforts made by relevant agencies in tiveldpment of SMEs, particularly in the field of rkating.
Marketing is an important aspect for the developnedérSMES, as long as it SMEs only do a limited keging
namely in the areas of production alone.

2. Literature Review

The study of the performance of the marketing dopeAndrews and Smith (1996) and Menon et. al (1999)
suggest that the test results were less clear bedawas lacking in creative marketing programpleasize on
performance marketing. But others argue that ardathas the most influence on the performance etang
because it is very profitable to develop produkisight, 2000 and Menon et. Al, 1999).

Performance marketing is an important element efdbmpany's performance in general due to the
performance of a company can be seen from the qpeaftce marketing over the years. Performance niagket
is a concept for measuring a company's marketirigieaement. Any company interested to know his
achievements as a reflection of the success obdstess in a competitive market. Slater and Nafi/885)
describe the results of the implementation of coafstrategies including in the form of custorraisaction,
the success of new products, increased sales afithpility.

Performance marketing is a common construct usadetasure the impact of the company's strategy.
However, the issue of performance measurement issare and the classic debate because as a canstruc
multidimensional marketing performance which in dontained a variety of objectives and types of
organizations. Therefore, the performance shouldnbasured using a variety of measurement critér@nee
(multiple measurement). If using single measureneeitéria it will not be able to provide a comprebive
understanding of how the performance of a compasgis(Calantone, 1994).

Performance marketing is also said to be the orgdéion's ability to transform itself to meet the
challenges of the environment with long-term pectipe (Keats et.al, 1998). The performance assessme
becomes part of the company's efforts in view ef shitability of the strategy implementation in tlaee of
environmental changes. The environment has beconma@ortant part of the company and it is diffictdtbe
changed by the company. Companies can only recegnand then manage properly so that it can betiedi
company. The introduction of a good environment théve an impact on the quality of the resultingtsgy,
which will further impact on the performance markgt

Performance marketing is a construct that is ofieed to measure the impact and orientation stegegi
applied by the company. The marketing strategyahaays aimed to produce marketing performance (sisch
sales volume and sales growth rate) was good and §jnancial performance. In general, the size hef t
company's performance is measured by the valuauwércy sales, Return on Investment (ROI), Return o
Assets (ROA). But the size of the measure was asenmeasure of aggregate produced through thegsrod
accounting and finance, but not directly describenagement activities, especially marketing managéme
(Ferdinand, 2002). Therefore, the size of whichusthde used is a measure that is activity-basedsaneahat
can explain the marketing activities that produeggrmance-marketing performance eg better to hiseize of
the number of units sold or produced from the ardg of the rupiah value of sales.

Marketing strategy development process (Marketitrgt&gy Making, MSM Process) is one of the
important areas of study in marketing managemeidtiess. This is important because the system paradtgtes
that the performance of a strategy is not soletgreined by how the strategy implementation anduat@n of
strategies carried out continuously, but is alstemained by how well the process that accomparties t
development of that strategy. In accordance withghradigm of the system, the performance of destyawill
be determined by how well the preparation and giomi of inputs and resources to shape the contieat o
strategy, as well as input and resources to imphemne strategy. The performance of a strategy dégends on
the process that is passed in presenting a stra@sgyell as intangible as the output of a strategy has been
formulated through the process and feedback wad,gow therefore can produce a quality strategyd{frand,
2002).
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Preparation of marketing strategy involves detemmgirthe strength, direction and interaction of the
strategic strength. The aim of developing a mankgettrategy is to build, maintain, and sustain cetitipe
advantage. Researchers are many who understangdréparation of the strategy is a structured ariti
process. In general, the development of marketirsgegy has the following characteristics (Lumpkif97): 1)

In particular with regard to the determination ofrththe company was able to excel in competitiorhdamess

its power to give more value to its customers friime to time, 2) It is a complex process which Uisua
involves a complex decision-making also by managensl require a comprehensive analysis of the
environmental changes as well as a blend of uggfuimation, 3) It requires a lot of strategic infwation that is
relevant and extensive knowledge, 4) Involve higitautainty and confusion and 5) Involve experience,
intuition and conjecture from the managers.

Various characteristics of the proven marketinggpran making require creativity in view of the
existing environment. The company can not only miythe company's internal data, but also needdk for
other market data and the ability of the managese® the opportunities and threats that arise .thgith the
alignment between marketing programs with the emvirental conditions, the company will be able tompete
with other companies and they are also able toorgmarketing performance.

Luo (1999) explains that creativity is defined & tdevelopment of marketing programs to the
implementation or application of the strategy utalen in the market (shape change), which indicates
significant difference from the practice of marketi Creativity marketing program is a novelty thas been
widely used to describe the creativity in the figlfl advertising. Creativity is an attempt solvingsimess
problems faced every day. The process ends whetivitg produced a new product, new ideas, newtesgias
to deal with the changes there. Through creativikatimg programs, the company will obtain a newlangth
which to face the opportunities and threats ah&adativity requires the development of newer andemo
aggressive alternatives that can make it like aomtitat offers a new learning process and the piateto
change behaviors within the organization.

Along with the increased competition, the role afrketing as an important part of the company cannot
be ignored. Companies need to constantly adjustrierketing programs with various changes thauoat the
environment. In this case, the creativity of therketing program is the key to the competition. Artling to
Andrew and Smith (1996) creativity is an attemgvisy business problems faced every day. Creatiaitges
because of the changes that occur. That is, chgmrginditions in the business environment makesdnepany
had to think of new ways to adapt it self and tenttprepare to compete with other companies. Cigativ
emerged as an alternative form of development weneand perhaps more radical than the previouteglya

The results of the study Menon et al (1999) fourat treative marketing strategies positively relate
market performance. Average market performancdf itsean element of performance marketing in gehera
Morris (1995) explained that there are three inmicathat can be used to measure creativity thae#ch
information, discussion programs, and complianagmams. A search for information related to the pany's
efforts to identify the environmental conditionsto§ram discussions related to the company's efftorts
exchange views on existing programs. Conformityhef program related to the conformity of the prognaith
the environmental conditions. Creativity in makimgrketing program will provide a mechanism for camigs
to differentiate so it can be used as a weapompraving marketing performance. As long as compaaie
still using old marketing program and make adjusttséo changing conditions occur then the compaifiyoe
difficult to compete for 'taste’ of the consumes lkshanged. This became the basis for the needdomaany to
seek marketing programs that can be used as averaat interesting media to acquire customers.

3. Research Methodology

This study used a qualitative descriptive approagith the involvement of SMEs and related instiiag

conduct focus group discussions to identify thergjths, weaknesses, opportunities and threats fac&MEs.

Data collected through the FGD associated withajmgropriate marketing system is expected to beiepply

the perpetrators of SMEs. The research objeceiSMES, which are in the district of Medan DelieTiesearch
data will be analyzed by means of qualitative asia sWOT, to uncover strengths, weaknesses, oppies
and threats faced by SMEs.
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4. Finding and Discussion

This research was conducted in Medan Deli becehes®istrict is a district with the largest poputetiin the
city of Medan (173.951 inhabitants, BPS 2015) aheémthe number of actors Small Business propotitipta
follow a population then estimated the number apptrators of Small Businesses majority will beaitd in
the district of Medan Deli, It is estimated thatday in the city of Medan there are about 200 thodsa
perpetrators of Small Business. Therefore, thidystsas conducted in the district of Medan Deliliert be used
as a model to be developed in the city of Medan.

One of the strong reasons other is no initial imfation that PNPM Mandiri / PPMBK (Program for
Enhancing Livelihoods-based Community) in the aafsestrofitting to the perpetrators of Small Busieds not
running in the district of Medan Deli, so the idéoation of problems in this district will be podit as a whole
for districts another in the city of Medan.

SMEs age is between 30 s / d 55 years, with anageegender is female with an average education
level of high school graduates. This type of bussnis conducted Batik craft, the craft of the sfedcessories),
industrial tofu, shoes, meals, with total workfoodel-10 people.

As for strengths, weaknesses, opportunities arthifaced by SMEs perpetrators of marketing aspect
can be seen in the following matrix:

Based on feedback from the SMEs, they expect sattienathat is predicted to contribute to the
progress of the business, namely: 1) was formegeamadives, 2) presence of additional working cap&paKeep
the training for the workers, 4) the governmentwtidielp in terms of marketing and 5) governmedtiaithe
capital. The things above are expected to helpdinelopment of SMEs is more significant, such as th
cooperatives which would provide a standard fordpots to be marketed, so that the guaranteed yualit
Assistance in marketing has been done as holding)da bazaars, be it regional, national or intdomal. The
lack of continuity of the event is the cause of ensibvelopment marketing SMEs products.

Based on the information that has been extractedh fthe perpetrators of SMEs, sub-district
government officials, agencies, and banking, itlsarroncluded that the perpetrators of SMEs haweda wide
range of conveniences, such as in terms of maikefiy organizing an exhibition at the local, regimational
and international, of course, is an activity thaports the familiar product to a wider area. Butaality, the
development of SMEs is not evenly show signs satisfy. Only SMEs are able to be more proactivectvhi
shows a significant development. It would be a taskormulate how the continued activity of theenaint
agencies, assisted by universities, to ensureragedi progress for SMEs.

Furthermore, it can be described some of the sthengveaknesses, opportunities and threats owned
SMEs offender. It is described as follows:

The strength of the SMEs:

1. Operational Flexibility, SMEs are usually managgdasmall team, each member has the authority to
determine the decision. This makes SMEs more flexib their daily operations. This business reactio
speed to any changes (for example: a shift in coesdastes, product trends, etc.) Is quite highthaba
small business is more competitive.

2. Speed Innovation, the absence of hierarchical azgdon and control in SMEs, products and new ideas
can be designed, tilled, and launched immediat@lyhough the brilliant idea came from thinking
employees - not the owner - the closeness betwsam make this idea tend to be more easily heard,
accepted and executed.

3. Low Cost Structure, Most small and medium businesd® not have a dedicated workspace in office
complexes. Most run at home with their own familgmbers as employees. This reduces the extra costs
(overhead) in their operations. Furthermore, smadldium businesses also receive support from the
government, non-governmental organizations, and#mk in the form of tax relief, donations, andrgsa
This factor major influence in the formation andafincing their operations.

4. Ability to Focus on Specific Sectors, SMEs are ololiged to obtain the quantity sold in large quiéedito
reach a turning point (break even point - BEP) tedirt capital. This factor enables small and medium
businesses to focus on sector specific productsaskets. Examples: home-based craft business cas fo
on working on the type and model of craft.
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Table 1. SWOT Matrix

INTERNAL

Strength

The price of competing
products

Product quality is below
standard

Production capacity is still low
Promotion is still used Word of

Weakness

- Low labor Skill

- Some SMEs obtain loans fro
others

- Still using simple technology

- Some SMEs have never
received any assistance

mouth
- Some SMEs have their own
EXTERNAL capital
- Marketing is limited (still
around the business location, by
order, sold to schools and cafes,
some SMEs are already
marketed outside the region)
Opprtunity Strategy SO Strategy W-O
- The number of consumers whdevelop Internet-based | Develop production technology
are more and more (markemmarketing to expand market | to producealarger quantity
opportunity is still wide open) share.
- Following the bazaar of
exhibition
- Some SMEs obtain loans from
banks
- Attended training skills
- Some SMEs get funding from the
government
- Some SMEs received assistance
from the government apparatus
Thread Strategy ST Strategy W-T
- Prices of raw materials afeProvideeasier accessfor those Providetraining so that

relatively expensive

Lack of venture capital

SMEs are required to conduct t
production process  with
productive and efficient, and ca
produce the products according
the frequency of the global mark
with quality standards such as t
issue of quality (ISO 9000
environmental issues (ISO 1400
for follow MEA

- Limited Market access wil
cause the resulting product c
not be marketed competitive
both national and internation
markets.

that support broader
mar keting, along with
heénentoring

products can be accepted on a
broader marketing and
Establish a forum for

per petrators of SMEsthat have
a common standard to be able
to compete on a wider level

The weakness of the SMEs:

1. Lack of Funding Capital and Limited Access. Laclkcapital SMEs, because in general, small and medium

enterprises are individual enterprises or compathiasare covered, which rely on capital from tiener
of the number is very limited, while the loan capfrom banks or other financial institutions aificult

to obtain because of the requirements of admitiggrand technical requested by the bank can notdte
The requirements that the greatest obstacle to SMt® provision of the collateral because noSAIEs
have adequate and sufficient assets to serve lasecal
2. Quality of Human Resources (HR). Most small busiessare traditionally grown and are a family bussne
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that is hereditary. HR quality limitations of smhllsinesses both in terms of formal education dsase
knowledge and skills greatly affect the managenwdnthe business, so that the business is diffitault
develop optimally. Besides, with the limitationsthe quality of its human resources, the busineisisl
relatively difficult to adopt new technological ddepments to enhance the competitiveness of thdupts

it produces.

Weak Business Network and Capabilities Market Ratieh. Small businesses are generally a business
unit of the family, have very limited business netks and low market penetration capabilities, ghes
resulting product is very limited and has qualitiest are less competitive.

Mentality SME Entrepreneurs. The important thingoften also forgotten in any discussion of SMEs,
namely the spirit of entrepreneurship, SMEs thewesel The spirit is here, among others, the willegm
continues to innovate, tenacious without surrenemyilling to sacrifice and the spirit to takekss

Lack of Transparency. Lack of transparency amomegetirly generations of builders of SMEs to the next
generation. Lots of information and network thathidden and not notified to the parties subsequentl
running the business so that it creates difficalfa the future generations in developing its bess.

The problem of raw materials, this is because thmber of the limited availability of raw materials well

as high raw material prices. SMEs do not have Hiléyato look for alternative / raw material sultgtion,
because the cost to conduct experiments replaceshestv materials must be quite high.

Limitations of technology, the limitations of teaflagy, especially the efforts of the household fojcis
caused by many factors, among others, lack of @lapivestment to purchase new machines or to ehanc
the production process, the lack of informationareling developments in technology or machinery and
tools the new production-tool, and limited humasorgrces to operate new machines or make innovations
in products and production processes.

The difficulty of marketing, promotion strategy $esonvincing consumers.

The choice of location that does not represenpéreeption of consumers.

Insufficiency product quality to compete. The alrgenf standardization of the quality caused SMHg on
produce according to their ability and not adatethe competitive quality standards.

Opportunities of the SMEs:

1. Making products or services that consumers demand.

Making a product or service that can win the coiitipet

Preparation and utilize sources of production.

The design products that fit the needs of the bayeustomer.

Help from the government and outside parties eithehe form of working capital loans, equipment,
training etc.

6. Sufficient resources.

7. Skills / skills good

8. The presence of CSR funds from the private seotaséd by SMEs

agkrwDd

The thread of the SME:

1. Fully Conducive Business Climate yet. Governmenicjs to cultivate SMEs, although from year to
year continue to be refined, but it felt not to dmnducive. This can be seen, among others, séll th
unhealthy competition between entrepreneurs oflsanal medium entrepreneurs with great.

2. The difficulty of getting permission to run theiusinesses. Complaints are often heard about the
number of procedures to be followed at a costithabt cheap, coupled with long periods of timeisTh
is somewhat related to the economic policy of tlh@&nment is assessed impartially small partieh suc
as SMEs but rather to accommodate the interestedfig employers.

3. Lack of Facilities and Infrastructure Business. Thek of information relating to the progress of
science and technology, leading facilities andaisiiructure that they have also not fast developiy
less support their growth as expected. In addit®MEs often difficulties in obtaining a place to do
business due to the high price of the lease orevtimre is less strategic.

4. lllegal Payments, Practice of unofficial levies lmetter known as the extortion become one of the
obstacles for SMEs as well as increase spendindesst This not only happens once but also can be
repeated periodically, such as every week or eramth.
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5. Implications of Autonomous Region, with the enaatinef Law No. 22 Year 1999 on Regional
Government as amended by Law No. 32 of 2004, thmal authority has the autonomy to organize
and manage the local community. This system changefave implications for small and medium
businesses in the form of new levies imposed on SNf&he condition is not done it will reduce the
competitiveness of SMEs.

6. Implications of Free Trade, as it is known that &f€TA which came into force in 2003 and APEC
2020 has important implications to the small andliona enterprises to compete in the free trade. In
this case, inevitably SMEs are required to condbet production process with a productive and
efficient, and can produce the products accordinthé frequency of the global market with quality
standards such as the issue of quality (ISO 9@®)ronmental issues (ISO 14000).

7. Nature of Security Products with short, majority tboé products of small industries have traits or
characteristics as products and craft with a shesistance. In other words, the products produged b
SMEs Indonesia perishable and durable.

8. Limited Market Access will cause the resulting prod cannot be marketed competitive in both
national and international markets.

9. Lack of Access to Information, In addition to accés finance, SMEs also encounter difficulties in
terms of access to information. The lack of infotiora known by SMEs, a little more to give effect to
the competition of the products or services of ME business unit with other products in terms of
quality

5. Conclusion and Recommendation

Develop an Internet-based marketing to expand nhatkare. This will require support from various tjes,
such as providers (to provide cheap internet seraiong with management training marketing sitepastment

of trade and industry to ensure that the marketedyzt has a high level of security for public comgtion,
government officials districts to ensure businesstiouity where monitoring is done every day sdaglentify
any small problems faced by SMEs with the perpetsabf the marketing system. Develop production
technology effectively and efficiently to producéaager quantity. This would require the supportrstitutions
such as industry, universities and the machine faaturers. The production technology developed ag#ipted

to the ability of SMEs in investment, and in terofslocation. Providing easier access for those sugiport
broader marketing, along with mentoring. Providaining so that products can be accepted on a broade
marketing. Establish a forum for perpetrators ofE2Mhat have a common standard to be able to cengpea
wider level.
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