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During the pandemic, the Indonesian author-
ities are committed to limiting the social and eco-
nomic mobility of the community. One of the
activities carried out is online purchases. With
changes in people’s behavior towards meeting
online needs, small and medium-sized enterpris-
es will be able to use information technology in
making online marketing of products sold to con-
sumers. The object of this research is batik small
and medium-sized enterprises in Indonesia. At
this time, many batik small and medium-sized
enterprises have used online marketing, but it
has not been said to be optimal. It can be shown
that there are still many batik small and medi-
um-sized enterprises that have experienced a
[fifthly percent decline in sales during the pan-
demic. Therefore, batik small and medium-sized
enterprises must be able to increase sales capac-
ity through online marketing to increase prof-
itability. The purpose of the study is to identi-
Jy both internal and external factors in order
to instigate a better strategy to improve the
firm’s market. This research uses qualitative
and quantitative methods. The method used is to
integrate the Strength Weakness Opportunities
Threats and Analytic Hierarchy Process meth-
ods to increase profitability. These results are in
the context of the Strengths Opportunity strate-
gy, which includes analyzing the potential of dig-
ital marketing and developing innovative busi-
ness models, that batik small and medium-sized
enterprises must expand the market by maximiz-
ing online marketing and increasing quality and
creativity in creating product content online.
This research found that a prominent strategy
Jor developing the batik business is the strength
and opportunity strategy that takes advantage of
strengths and opportunities in order to increase
competitiveness.

Keywords: strength weakness opportunities
threats, analytic hierarchy process, e-commerce,
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1. Introduction

Micro, small and medium-sized enterprises (SMEs)
are an essential pillar of the economy in Indonesia. At this
time, SMEs can contribute annually 61.07 percent or Rp.
8,573.89 trillion to the gross domestic product (GDP). The
contribution of SMEs to the Indonesian economy includes
the ability to absorb 97 % of the total workforce and increase
investment up to 60.4 % of the total investment.

During the pandemic, the government is committed
to limiting the social and economic mobility of the com-
munity. The government advises carrying out activities or
transactions from home to break the chain of spreading the
delta type of coronavirus. One of the activities carried out is
online purchases. With changes in people’s behavior towards
meeting online needs, SMEs will be able to use information
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technology in making online marketing of products sold to
consumers.

In carrying out their activities, SMEs use e-commerce.
According to [1], it can increase new market opportunities
so that economic growth becomes very rapid [2]. Increasing
market opportunities by using e-commerce will affect the
use of social media. Companies can measure their perfor-
mance by involving the role of the internet in carrying out
their activities [3]. There are two critical phenomena in the
development of the internet, namely social media and online
machines. In the business field, social media is a commu-
nication tool between companies and customers [4]. Social
media is the most effective information [3]. The company
can understand customer needs through communication on
social media. This information is more effective so that the
company responds quickly [5].



In marketing their products online, batik SMEs must
have the right strategy to be competitive. At this time, SMEs
in marketing their products online do not consider the de-
velopment of information technology and consumer desires,
which are constantly and rapidly changing [6]. The purpose
of this study is to identify internal factors and external
factors to determine the strategy. Strategy determination
can be done by using SWOT analysis. According to [7-9],
SWOT analysis has to set goals and make strategic decisions
in the industry.

Therefore, research using SWOT and AHP is very rele-
vant, where the results of the two methods provide solutions
for batik SMEs in determining strategies. By having the
right approach, batik SMEs can increase sales so that batik
SMEs can face competition.

2. Literature review and problem statement

According to [10], the existence of technological devel-
opments resulted in the industry using e-commerce. The
research was conducted at the e-commerce company Shoppe.
Service improvement can be done by determining the right
strategy so that it can face market competition. In deter-
mining the strategy, the SWOT method is used. Using the
SWOT and AHP methods, Shopee can make strategic plans
to increase the use of e-commerce. Ease of use of e-commerce
can increase product sales capacity. The results of the study
state that a strategy is needed to innovate technology using
e-commerce because the implementation of e-commerce
must be accepted and understood by customers who always
have changing desires. Limitations in this study do not men-
tion the respondents involved in identifying each external
and internal factor in SWOT.

The research [11] states that the development of the
fashion industry is very rapid so it must be able to face com-
petition. The Zara company is a fashion company in China,
where it experienced a decline in sales so it had to determine
a strategy. The strategy used was determined by the SWOT
method. The SWOT identification shows that the company
has competitive product prices, unique design and efficient
production. The results of this study are that companies
must use technology to run their business, expand the prod-
uct marketing area, improve the quality of marketing and
promotions on a regular basis. By using the SWOT method,
the Zara company can plan strategies to improve product
quality. Quality products can increase production capacity
to increase productivity. In this study, only one method is
used in determining the strategy. The SWOT method can
be integrated with the AHP method. The conclusion section
shows the results of the external and internal strategy fac-
tors without providing a detailed analysis of the steps that
must be taken to achieve the strategy.

According to [12], the internet is a technology that is
developing very rapidly. Technological developments can
increase product marketing through e-commerce. Small and
medium-sized enterprises in China are already using e-com-
merce to market their products. The use of e-commerce is
expected to increase the marketing of SME products abroad.
E-commerce conducted in SMEs in China has difficulties in
payment, product variations and risks in using e-commerce.
The existence of risk requires a strategy. SMEs use a SWOT
strategy. Strategic planning using the SWOT method can
make it easier for SMEs to market their products. Product

marketing is carried out with increased use in e-commerce.
This research does not show the results of the matrix of ex-
ternal and internal factors in SWOT, so it isn’t easy to know
the value of each external and internal strategy factor.

According to [13], the growth and development of e-com-
merce every year are observed. Companies must have a strat-
egy in dealing with competition. The e-commerce planning
strategy used in running the company’s business uses the
SWOT method and linear regression. The research divides
the types of companies, namely companies that have high
and low competencies. Competence can be seen from the
company’s performance. The results of this study indicate
that there is a significant influence between e-commerce
strategy and company performance. This study integrates
two methods, namely SWOT and linear regression, whereby
integrating the two methods, the company can make strat-
egies in implementing e-commerce. The right strategy can
show that the company has competent performance. The
study results showed that the accuracy was 84.69 %, and the
precision was 90.74 %. The performance value states that
what has been done has been efficient, but the conclusion
section does not provide strategic information for e-com-
merce planning.

The paper [14] stated the development of the multina-
tional telecommunications company Huawei in China. De-
termination of e-commerce marketing strategy can improve
company development. The SWOT method can be used to
determine the marketing strategy by analyzing the compa-
ny’s internal and external factors. The result of the research
is that the company has a low price strategy so that it can
compete in the international market. Telecommunications
companies have implemented the SWOT method in running
their business. With the SWOT method, companies can cre-
ate strategies to improve service to customers. This research
does not show the results of the matrix of external and in-
ternal factors in SWOT, so it isn’t easy to know the value of
each external and internal strategy factor.

The paper [15] stated the development of online sales
using e-commerce. Foodpanda is one of the online food ser-
vice companies in Malaysia. Companies are already using
e-commerce in carrying out product marketing. The compa-
ny wants to increase sales by determining a strategy. SWOT
is a method used by companies in determining the strategy.
The results of the study indicate that the strategy used is to
improve the quality of services on the e-commerce platform.
In determining the company’s strategy, Foodpanda has used
the SWOT method. It is proven that the SWOT method
can be used to create strategies so that Foodpanda has be-
come the largest online food company. In determining the
company’s strategy, only the SWOT method was used. The
forming process will be better if it uses a weighted value in
each external and internal strategy factor. Determination of
the weight value of each criterion can use the AHP method.

According to [16], developed countries already have re-
search data management, which is different from conditions
in developing countries including Indonesia. This study
aims to determine the research data management strategy
to be carried out in developing countries. By conducting a
systematic literature review in developed countries identi-
fied with SWOT. The results show that services in research
data management, the availability of infrastructure, and in-
creased awareness of researchers in collecting research data
are important in developing countries. Several studies have
not considered the value based on the comparison between



the criteria of each internal and external factor in SWOT.
Indonesia, as a developing country, can determine a strategic
plan in developing research data services. The availability of
research data services can follow developed countries that
have implemented many research data services. The strategy
used in this study only uses the SWOT method. Companies
will be better at planning strategies by integrating the
SWOT method with AHP.

According to [17], strength factors are Unlimited global
location, Save time, No time limit, Price/product compari-
son, Cost-effective, Direct communication with consumers,
Customers who better interact, Flexible target market seg-
mentation, Simple and easy exchange of information, this
shows that cost and customer factors are factors owned by
SMEs. According to [18], strength factors are lower trans-
action costs, easy product setup, faster purchasing proce-
dure. No physical company established, Easy transactions,
Custom products, Low operating costs, Save time, No time
limits, Price/product comparison, [19] Global markets, Save
time, No time limits, Price/product comparison, Cost-effec-
tive, Flexible target market segmentation, Fast information
exchange, Faster purchasing. Meanwhile, according to [20],
the strategic factors of the strength of SMEs are better rela-
tionships with customers, increased sales, reduced market-
ing costs. According to [21], strength factors are Increased
web traffic, Competitive advantage. SMEs can consider the
strategic factor of the company’s strengths in determining
the strategy. In several previous studies, internal strategy
factors indicators generally use the hands of cost, time, and
customers.

According to [22], opportunity factors are Exposure
to new market segments, Cost reduction, more customer
feedback, make the global market. [23] High economic
value, Greater international demand, Possibility of process-
ing, Better utilization of excess production, Production of
better quality products. [24] The ability to communicate
interactively at an affordable cost, being able to contact a
large number of users simultaneously at an affordable cost,
the availability of social media, getting support from a large
number of companies specialized in social media. [20] Rapid
technological change, New technology, Global expansion,
High time availability (24 hours and seven days a week),
Extensive business growth, reduced local competition, Ad-
vertising. [21] Changing trends, Increasing number of users,
Regular global expansion, High availability (24 hours and
seven days a week), Extensive business growth, Advertising.
In the internal strategic factors of opportunity in SWOT,
several previous studies use quality indicators, technology,
and social media.

According to [22], weakness factors are Limited SME
resources, Lack of experts in the field of Information Tech-
nology, Lack of support from top management. [24] business
processes in integrated social media cannot be clearly de-
fined, Lack of company staff to support the dynamic nature
of social media, Inability to assess social media marketing
opportunities, Lack of experience, and Lack of lessons
learned [20, 21] Security, Fake website, Fraud, No discounts
and bargains, Long delivery time, Not knowing the quality
and physical condition of the product, Product limitations,
Lack of direct service, More shipping costs, Limited expo-
sure, Limited advertising, Lack of customer satisfaction. In
the weakness strategy factor in SWOT, previous research
used indicators of limitations in user understanding in im-
plementing social media in marketing activities.

According to [22], threat factors are Can implement a
problem, Lack of experts, technology security, [23] With the
existence of a website-based competitor, there are no obsta-
cles so that it can give competitors an opportunity, [24, 25]
The existence of substitute products, international competi-
tion, Lack of marketing agencies, [20] With the existence of
a dominant competitor company, the failure of the company’s
image, the reported data is not being carried out through
metrics. The social CRM application cannot be used ef-
fectively. In the threat strategy factor in SWOT, previous
research used indicators regarding competition in using
online marketing.

From the several studies mentioned above, in determin-
ing the company’s strategy, many use the SWOT method.
The research that will be carried out using the SWOT meth-
od also uses the AHP method. It aims to create a more op-
timal strategy because it considers the weight value of each
strategic factor in SWOT, namely strengths, opportunities,
weaknesses, and threats.

3. The aim and objectives of the study

The study aims to evaluate internal and external busi-
ness factors in order to gain a better understanding of man-
aging batik SMEs.

To achieve this aim, the following objectives are accom-
plished:

— to determine the internal and external strategic factors
of batik SMEs in running their business using the SWOT
method. The hope in determining the strategic factors is to
produce indicators of each strategy factor;

—to determine the relative importance of each internal
and external strategy factor using the AHP method. Ex-
pectations in determining the weight value can be used to
determine the position in the SWOT matrix;

— to analyze the strategy on the SPACE matrix based
on SWOT and AHP. The resulting strategy can help ba-
tik SMEs increase e-commerce activities so that they can
compete.

4. Materials and methods

This research uses qualitative and quantitative meth-
ods. The method used is to integrate the SWOT and AHP
methods. This study uses two questionnaires. The first
questionnaire is aimed at determining the internal and
external factors in SWOT. The second questionnaire is
to determine the weight of each factor using the AHP
method. The survey was conducted from August1 to
August 20, 2021. This study used 30 respondents, namely
from academics, information technology experts, and
batik MSME owners. The steps taken in this research are
as follows:

1. Preparation of the Questionnaire.

The questionnaire was designed based on internal fac-
tors (strengths and weaknesses) and external factors (oppor-
tunities and threats). Questionnaires were distributed and
filled out by respondents. The AHP survey was addressed
to 30 respondents. The results of the AHP questionnaire
are the values of weight and rating. The weight and rating
values are used to determine the score on the IFE (Internal
Factor Evaluation) and EFE (External Factor Evaluation)



matrices [23]. SMEs used the results of the questionnaire to
determine marketing strategies [26].

2. SPACE Matrix and Strength Weakness Opportuni-
ties Threats Matrix.

The SPACE (Strategic Position and Action Evalua-
tion) matrix is used to map the company’s condition [27]
with the model presented using a Cartesian diagram,
which has four quadrants, namely aggressive, conserva-
tive, defensive, and competitive [28]. In the SPACE ma-
trix, vital strategic factors will be assessed based on the
existing condition of the company [29], resulting in the
company’s position in the existing quadrant [30]. SWOT
matrix is a matching matrix for the company’s internal
and external strategic factors [29] so that a strategy is ob-
tained that allows the company to be car-

sidering these alternatives. Furthermore, the last is to focus
on just one element for the whole;

—assessment of criteria and alternatives, which is an
assessment with pairwise comparisons. According to [35], a
scale of 1-9 is the best scale for applying opinions. The com-
parison process can be done by compiling variables;

— carry out pairwise comparisons, prioritization of
each criterion and alternative. A comparison of values
will be processed to determine the ranking of all available
alternatives. Whether qualitative or quantitative, it can
be compared according to the determined assessment to
obtain the value of weights and priorities. The steps in
performing the SWOT and AHP methods can be seen
in Fig. 1.

ried out based on the development of four
strategies, namely aggressive, conservative,

Progress of SWOT-AHP ]

defensive, and competitive [31]. SWOT
consists of Strengths, Weaknesses, Oppor-
tunities, and Threats [32, 33]. Strengths
and weaknesses are known as internal fac-
tors, and opportunities and threats are
external factors [34]. In other words, the
strength and weakness factors are identi-
fied through the assessment of the internal
system environment, while the opportunity
and threat factors are identified through
the evaluation of the external system envi-
ronment [35].

3. Analytical Hierarchy Process (AHP).

The AHP method is used to prioritize
factors included in the hierarchy, distin-
guished by criteria or attributes [36]. Using
pairwise comparisons to rank the impor-
tance of choices in a specific order [37] can
be applied to various problems, from simple
problems to complex decisions [38]. This
method is widely used for decision-making
because of its simplicity, clarity, ease of
use, and general theoretical purpose. In
addition, the AHP method has been used
in combination with other analytical meth-
ods. For example, a study of landslide risk

Step 1

Step 2

Step 3

Step 4

Hierarchy Configuration
1. Product quality factor

2. Product convenience factor

3. Information factor

4. Consumer trust factor

5. Factors of seller's capital condition

R 2

Pairwise Comparisons
1. Free shipping, which is the waiver of shipping costs that

are included when purchasing the product

2. Product quality guarantees the quality of the products
sold, following the description displayed

3. Product price is the value of the product set by the seller
to achieve the sales target

4. Freight Forwarding is a partner of sales in helping
provide services to deliver products to consumers

L 4

Consistency Ratio (CR) Calculation
Comparison between the Consistency Index (CI) and the
Random Index (RI). If CR<=0.10 (10%), it means that the
user's answer is consistent so that the resulting solution is
optimal. If CR<=0.10 (10%) then the degree of
consistency is satisfactory.

zones with integrated logistic regression and
AHP technique [37]. The process criteria
are determined using the AHP method as
follows [37]:

1. Determination of the selection criteria.

2. Determination of the weight of each
criterion through direct interviews with
company owners.

3. Calculation of the weight of each crite-
rion by using pairwise comparisons:

a) comparison Matrix Creation;

b) perform Normalized Matrix test;

c) calculating the Multifactor Evaluation Process;

d) performing Weight sum vector calculations.

4) determine the order of the criteria for calculating the
pairwise comparison based on the most significant value.
The principles of AHP are as follows [37]:

— develop a hierarchy. The problem will be solved, broken
down into elements, namely criteria and alternatives, then
arranged into a hierarchy. All will start from the base then
list all alternatives hierarchically. Next, the criteria for con-

No
@ Disposal

Yes

Relative Importance Calculation
The relative importance of items:
1. Market confidence in the formed business organization
2. Accelerate the development of portable business
organizations

Fig. 1. Steps of the SWOT-AHP method

The method used in this study uses SWOT analysis.
SWOT analysis is a type of contextual analysis used to
present strategies based on the evaluation of internal
capabilities (i. e., strategies, strengths, and weaknesses)
with external factors (i. e., opportunities and threats) [8].
SWOT analysis provides information about strengths,
weaknesses, opportunities, and threats related to internal
and external factors affecting a system. Internal factors
are integrated with external factors [9] in a framework



named the SWOT matrix to formulate four types of strat-
egies, namely SO, WO, ST, and WT strategies.

In addition, this study combines SWOT analysis with
the Analytic Hierarchy Process, hereinafter referred to as
AHP, which is a method of decision-making by assessing
the most important criteria of a problem so that alterna-
tive decisions can be taken from each criterion.

Although the SWOT technique has been implemented
in various research objects, there is no clear direction on
how to use the SWOT strategy in part of strategic deci-
sion-making. Furthermore, SWOT and AHP approach is
known as strategic integrations to formulate e-commerce
strategies for small to medium-sized firms in developing
nations. SMEs in nature have limited resource capabilities
that can still implement SWOT and AHP. SMEs generally
acknowledge how to identify both internal and external
factors. In addition, the result of this study is not only
part of the empirical theory of knowledge but is a practical
approach. This research is organized as follows. The first
stage is the preliminary stage, determining the research
objectives. The second is the data collection stage, namely
making a questionnaire to identify SWOT factors. The
third is the data analysis stage, namely by conducting dis-
cussions with experts. The fourth is the conclusion, namely
determining the strategy.

The following are the steps of the research conducted
based on the SWOT and AHP methods. Table 1 below
shows the levels in using AHP.

Table 1
Level of Interest by AHP

Table 2
SWOT Factor Analysis

No. Internal No.

Numerous numbers of online
market share

External

1 | Ease of having a website

Search Engine Optimi-

2 | Faster technological changes | 2 .
zation

There are online adver-
tisements

Online marketing is easy to
implement

The use of online market-
ing causes a new change in
traditional marketing

4 | Can connect with customers | 4

5 Get instant feedback 5 | Have a potential market

Consumer needs related
6 | to online information are
getting higher

Online marketing can save
time

Consumer behavior pat-
terns and tastes are growing
from conventional informa-

tion to online information

7 | Connected without time limit| 7

The cost of marketing on the
8 internet is relatively very 8
cheap

Online technology is
constantly evolving

Operations carried out require

a short time 9 | Number of competitors

Consumers can immediately
10| find the correct information | 10
about SME products

Must build reputation

More and more similar
businesses are using online
marketing strategies

" Vulnerable to fraudulent {
activities

—_

Do not interact directly with

Description: Oi is the right-hand criterion, Oj is the
left-hand criterion. For logical consistency, all elements
are logically collected and ranked consistent with logical
criteria.

3. Results of implementation of SWOT and AHP
methods in batik SMEs

5. 1. Results of implementation of SWOT external and
internal factors based on the questionnaire

According to the respondents, the SWOT analysis
results showed that the internal strategy factors amount-
ed to 14 indicators, and the external strategy factor was
12 indicators. Table 2 shows the results of the SWOT
analysis factors seen from internal and external strategy
factors.

Internal and external factors have been identified, then
grouped by experts from industry and academia to assess
where factors with relatively low clarity will be eliminated
and form priority factors to formulate a SWOT-AHP anal-
ysis model.

: 12
Value Interpretation customers Marketing strategy must
1 0Oi and Oj are equally important 13 | Vulnerable to technical errors 12 always be up to date in
i ol ; ; Some customers who do not providing information to
3 Oi is slightly more important than Oj 14 sunderstand the use of the customers
5 Oi is stronger in importance than Oj internet
7 Oi is much stronger in importance than Oj
9 0i is more important than 0 5. 2. Relative importance of internal and external
2468 91681 " ] strategic factors based on SWOT
h ;20,8 Intermediate values The results of the SWOT analysis factors will deter-

mine their relative importance. Experts and academics
discuss to determine the relative importance of the
SWOT analysis factors. The discussion results show that
each of the SWOT analysis factors has five indicators.
Strengths have five indicators, opportunities have five
indicators, and threats have five indicators. Table 3 shows
the results of the SWOT analysis factors.

Based on the survey results, unnecessary items were
removed, leaving four items for each SWOT factor. Deci-
sions are made by internal voting of researchers, as shown in
Table 3. The questionnaire was created so that the experts
removed the unnecessary elements, leaving only the five nec-
essary elements. The questionnaire consists of nine sections,
and answering questions is used to identify the required
items omitted from the initial questionnaire. Fig.2 shows
that there are three levels in the SWOT and AHP hierarchy.

Based on the items selected in the SWOT factor, a
SWOT-AHP hierarchy has been designed. The SWOT-AHP
method includes three levels, shown in Fig. 2. The top level
involves suggesting strategies for the development of batik
SME:s in their marketing. The second level consists of four
SWOT factors, and the third level consists of five items for
each factor in the second level.



Table 3 5. 3. Level of interest of internal and external strate-
Selected SWOT factors gic factors based on SWOT and AHP
The results of processing using AHP on the SWOT factor

Code Internal Strategic Factors of batik SMEs show that the factor with the highest relative importance is
Strength the opportunity factor (0.408), followed by strength, weak-
S The quality of batik that has been recognized by the mar- ness, and threat, as shown in Fig. 2. Experts prioritize de-
ket so that it requires extensive marketing velopment on marketing through websites that are receiving
S2 Most batik SMEs have branches in their marketing much attention .globally supported by .lower oper ating costs
Get financial support from the Government and facilities as an Opportumty. SMESs also emphasize the importance of
S3 for digital marketing developing products and methods to meet the needs of an
The inf - increasingly rapid variety of batik products. The relative im-
4 e infrastructure owned is very open ¢ Fit i1 the SWOT fact b in Fig. 3
in the development of IT implementation portance oritems in the ! Tactor can be seen in Tig. o.
S5 Overall distribution using freight forwarding services Based on the items selected in the SWOT factors, a SWOT-
gl g AHP hierarchy has been designed. The SWOT-AHP method
Weaknesses includes three levels, shown in Fig. 4. The top level involves
W1 Vulnerable to fraudulent activities/fake transactions suggesting strategies for the development of batik SMEs in
w2 The number and competence of batik SMEs human re- their marketing.
sources towards information technology are low The second level consists of four SWOT factors, and the
w3 Does not yet have an official website as a promotional third level consists of five items for each factor in the second
medium that can be accessed widely level. The relative importance of items within the SWOT
Wi High operational costs due factors is shown in Table 4.
to promotional costs using print media
: - - Table 4
W5 Transaction recap is still manual, allowing errors and data o ) o
loss to occur Relative importance of items within the SWOT factors
Code External Strategic Factors of batik SMEs Item L-weight Rank L G-weight Rank G
Opportunities S1 0.247 1 0.070 6
o1 Technological developments and ease of having a website S2 0.206 2 0.058 7
as a marketing tool S3 0.186 4 0.053 9
02 Get instant feedback S4 0.199 3 0.056 8
03 The cost of marketing on the internet S5 0.163 o 0.046 10
is relatively very cheap Wi 0.197 3 0.030 14
Consumer needs related to product information W2 0.229 1 0.035 1
04 sought quickly and accurately through W3 0.178 5 0.027 18
online media are getting higher W4 0.211 9 0.032 13
05 Consumer behavior patterns and tastes that are growing W5 0.185 4 0.028 17
from conventional information to online information o1 0.182 4 0.077 4
Threats 02 0.214 2 0.090 2
T1 The emergence of the latest models/designs in the field of 03 0.224 1 0.095 1
fashion, especially batik 04 0.182 5 0.077 5
T More and more similar businesses are using online market- 05 0.198 3 0.084 3
ing strategies T1 0.205 2 0.029 15
T3 Unstable economic conditions T2 0.202 3 0.029 16
affect people’s purchasing power T3 0.232 1 0.033 12
T4 Consumers are increasingly sensitive to price T4 0.192 4 0.027 19
T5 The risk of the cybercrime rate is getting higher T5 0.170 5 0.024 20
Level 1 | Suggested strategies for batik SMEs | In the G-weight analysis, it is known that the item

T factor O3 occupies the highest value of 0.095, in com-

I I I 1 . ; . .
Level 2 — parison, the item factor T5 occupies the lowest G-weight
Strength Weaknesses| |Opportunities| |~ Threat value of 0.024. For items on the Strength factor, it ranks
G-weight No. 6-10, and for items on the weakness factor,
S _| o1 | T1 | it ranks G-weight No. 11, 13, 14, 17, and 18, For items
on the opportunity factor, it ranks G-weight No. 1-5.

o7

o]

T2 | For items on the threat factor, the G-weight ranking is
No. 12, 15, 16, 19, and 20. Table 5 shows a comprehensive
W4 — 04 |
S5 Ll W5 | L' 05 | T5 | strategic composition that batik SMEs can carry out.
Fig. 6 above shows that batik SMEs must carry out

T3 | SWOT-AHP analysis of each SWOT strategy factor.
Fig. 2. Hierarchy of SWOT-AHP the internal strategic factors and external factors.

Level 3 2 w2

IEHHI
L

3

The weighted L value (L-weight) results will deter-
T4 | mine the quadrant of the SWOT-AHP strategic com-
position. Fig. 6 shows the quadrant of the SWOT-AHP
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Fig. 4. Relative importance of items within the SWOT factors
Table 5 Table 6
Results of a comprehensive SWOT-AHP analysis Results of a comprehensive SWOT-AHP analysis (L’-weight)
Factor | CR | Weight | Item | CR | L-Weight | G-Weight Ttem L'-weight
St 0.247 0.070 St 0.302
S2 0.206 0.058 S2 0.252
S 0.302 S3 [0.02] 0.186 0.053 S3 0.227
S4 0.199 0.056 sS4 0.243
S5 0.163 0.046 S5 0.199
Wi 0.197 0.030 Wi 0.128
W2 0.229 0.035 w2 0.149
W 0.149 W3 0.02 0.178 0.027 W3 0.116
W4 0.211 0.032 W4 0.137
0.08 W5 0.185 0.028 W5 0.120
’ o1 0.182 0.077 ot 0.332
02 0.214 0.090 02 0.390
O 0.408 O3 0.03| 0.224 0.095 03 0.408
04 0.182 0.077 04 0.332
05 0.198 0.084 05 0.361
T1 0.205 0.029 T1 0.125
T2 0.202 0.029 T2 0.124
T 0.142 T3 0.02 0.232 0.033 T3 0.142
T4 0.192 0.027 T4 0.118
TS 0.170 0.024 T5 0.104
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mation), O1 (developments in technology
and ease of having a website as a market-
ing tool) and O4 (consumer needs related
to product information that are sought
quickly and accurately through online
media are increasingly high) are included
in the strategic composition.

First, S1, S4, and S3 are the most
critical items in one strength factor, in-
dicating that the market share of batik
is extensive to be developed abroad, sup-
ported by adequate batik SMEs infra-
structure, besides that the government
must initiate cooperation and support for
batik businesses in the capital, as well as
opening export marketing channels for
batik. Furthermore, an SO strategy that
combines S2, S5 with O1, 02, and O3
can be proposed to make marketing and
distribution through digital marketing,
one of which is through e-commerce and
a combination with well-known e-mar-
ketplaces to expand, accelerate the dis-
tribution of batik and get feedback from

0
01 (0.077), 02 (0.090),
(0.095), 04 (0.077), 05(0.084)

S (S1,82,83,54) + O

031 (01,02,03,04,05)

NA

customers for transactions. The results of
external and internal factors based on the

T
TI (0.029), T2 (0.029),
(0.033), T4 (0.027), T5(0.024)

T3 | NA

NA

SWOT-AHP can be seen in Fig. 6.

It is also essential for batik SMEs
to take advantage of items O4 and O5
that the need for consumer tastes for

Fig. 6. Strategy composition based on SWOT-AHP

6. Discussion of the results of SWOT and AHP
importance values

Based on the results of the SWOT-AHP analysis, the rela-
tive importance is presented along with the relative importance
of the items for each SWOT factor (L-weight). We also de-
scribe the relative importance of all items in the SWOT factor
(G-weight), shown in Table 5. A graph can be plotted based on
L-weights, as shown in Fig. 3, the strengths (§) and opportuni-
ties (O) of the positive factors are plotted in sections 2 and 1,
and the weaknesses (W) and threats (T') of the negative factors
are plotted in sections 3 and 4. Table 6 L-weights of items in
SWOT. The lengths of the straight lines on the graph represent
the importance of the SWOT items and their ratio to total
importance. The endpoints of the straight line indicate the lo-
cation of the item with the highest importance for each SWOT
factor. The remaining items are plotted on a line according to
the L-weight value. This comprehensive analysis shows that
03, 02, 05, 04, and O1 opportunities must be utilized. Be-
sides that, it also shows that batik SMEs must use the strengths
of S1, S2, S4, and S3 to maintain their existence. Table 5 shows
the complete results of the SWOT and AHP analysis.

S1 (quality of batik cloth that has been recognized by
the market so that it requires extensive marketing), S2 (most
batik SMEs have branches in marketing), S4 (the infrastruc-
ture they have is very open in developing I'T implementation),
and S3 (getting financial support from the government and
facilities for digital marketing), O3 (the cost of marketing on
the internet is relatively very cheap), O2 (getting feedback/
input instantly), O5 (consumer behavior patterns and tastes
are growing from conventional information to online infor-

diverse batik designs and requires speed
to receive goods, then batik SMEs can
develop their production process from
traditional hand-drawn batik to a more effective and prac-
tical stamped batik, efficient process in mapping strategy
development, speed and convenience in the analysis process
are also needed. The use of electronic-based methods is also
a necessity. One method that can be used, namely e-SWOT,
is a strategic planning technique that is useful for evaluating
strengths and weaknesses, opportunities, and threats, by
studying solid strategies to prioritize work that needs to be
done to develop the business.

These results are in the same context as SO’s strategy,
which includes analyzing the potential of digital marketing
and developing innovative business models through devel-
oping batik production processes from written to stamped
batik without losing the element of originality. The SO’s a
strategy also recommends that the government expand to
support their investment in the batik market because it is
an authentic culture that needs to be maintained, so batik
SMEs also need to periodically map out their strategies with
methods that are easy to understand and use.

The SWOT and AHP methods aim to determine the
strategy of batik SMEs. In determining the strategy of
batik SMEs, the weight value in each factor of the SWOT
strategy is considered. Previous studies have carried out the
integration of the SWOT and AHP methods. No previous
research has discussed the determination of strategy in batik
SMEs in determining the value of the relative importance
of the SWOT factor indicator by considering batik experts.
This study is different from previous research. This study
has limitations in determining the relative importance
weight based on discussions from experts, academics, and
batik SMEs owners. In the selection of experts, very few are



involved, and it is hoped that more experts will be involved
so that in determining the weight of relative importance,
the results will be optimal. This study has a weakness at the
stage of identifying external and internal strategic factors in
SWOT. Only a few external and internal factors have been
identified. Further research is expected to produce more
external and internal factors to provide a better strategy for
the data to be processed. This study only discusses strategy
determination using the SWOT and AHP methods, and
this method has a weakness in determining the weight of
the relative value with AHP. The following research can be
done by adding the fuzzy method to AHP, so that research in
determining strategies can provide maximum results.

This study has limitations, where in determining the
internal and external factors, only five indicators are iden-
tified for each strategic element. By having five hands, it
can be said that the determination of the SWOT strategy is
not optimal. It is necessary to add respondents involved in
identifying strategic factors for further research. It is hoped
that the addition of respondents can provide a more optimal
solution in increasing competitiveness for batik SM Es.

2. The results of the relative importance value based on
SWOT and AHP include: strengths () are S1 (0.070), S2
(0.058), S3 (0.053), S4 (0.056), S5 (0.046), weaknesses (W)
are W1 (0.030), W2(0.035), W3(0.027), W4(0.032), W5
(0.028), opportunities (O) are O1 (0.077), O2 (0.090), O3
(0.095), 04 (0.077), 05(0.084), threats (T) are T1(0.029),
T2(0.029), T3(0.033), T4(0.027), T5(0.024).

3. These results are in the context of the SO strategy,
which includes analyzing the potential of digital marketing
and developing innovative business models, that batik SMEs
must expand the market by maximizing online marketing
and increasing quality and creativity in creating product
content online. By implementing online marketing on batik
SMEgs, it will be able to increase competitiveness. Moreover,
the development of the batik production process from writ-
ing combined with stamped batik does not eliminate the
element of originality. The SO strategy also recommends
that batik SMEs, in facing widespread and fast competition,
need to periodically map their strategies with methods that
are easy to understand and use, one of which is e-SWOT
analysis.

7. Conclusions
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