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Abstract. The purpose of this study is to examine the relationship between corporate
governance and financial performance of Chinese logistics-related listed companies. Methodology:
We use Stata 16.0 as a data analysis tool, using panel data of 53 listed companies from 2013 to
2019 for analysis. In the multiple regression analysis, ROA is the dependent variable, the six
corporate governance factors related to the ownership structure, board of directors, and governance
structure are independent variables, and the company size, asset-liability ratio, and market-to-book
ratio are control variables. Subsequently, we used ROE instead of ROA to conduct a test, which
verified the robustness of the analysis results. Findings: The results show that management
ownership, institutional ownership and proportion of the largest shareholder are significantly
positively correlated with performance. There is a non-linear relationship between board size and
financial performance, while there is no significant relationship between the proportion of
independent directors and financial performance. In large companies, CEO duality is significantly
negatively correlated with financial performance. Originality/value: Previous research generally
used a certain industry as the research object for analysis, and seldom had cross-industry analysis.
This research uses listed companies in the entire logistics industry chain as the research object. The
research results should also be applicable to listed companies in the logistics industry in other
countries.

Keywords: corporate governance, financial performance, logistics industry, panel data
JEL Classification: G34, R41.

INTRODUCTION

For the past several decades, the relationship between corporate governance and financial
performance has been a hot topic of concern in academia, companies and regulatory authorities.
Since the Enron incident in 2001 and the financial crisis in 2008, there have been more and more
studies on corporate governance (Bhagat and Bolton, 2019). Although good corporate governance
will improve financial performance, the characteristics of corporate governance still vary by
country and industry.
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The characteristic of modern companies is the separation of ownership and management
rights, which creates agency and corporate governance issues. The ownership structure is the basis
of property rights for corporate governance and reflects the relationship between shareholders. The
board of directors represents the interests of all shareholders and is responsible for coordinating the
relationship between stakeholders. The ultimate goal of the company's operation is to maximize the
interests of shareholders, and financial performance is the most important evaluation indicator.

China began to introduce corporate governance in the market economy reform in the late
1970s. The Chinese government has established a modern enterprise system in state-owned
enterprises with the purpose of improving financial performance. For these state-owned enterprises,
the first was to separate ownership from operating rights, give operators the power to operate
independently and mobilize the enthusiasm of operators to improve financial performance. From
2001 to 2003, the China Securities Regulatory Commission required listed companies to establish
independent directors and clarified the supervision responsibilities of independent directors (Chen
and Al-Najjar 2012; Clarke 2006).

The agency theory argues that strengthening the supervision of management can reduce
agency costs, and a suitable ownership structure can also reduce agency costs, which can improve
company performance (Aluchna and Idowu 2017; Jensen and Meckling 1976; Panda and Leepsa
2017). At the same time, the theory of neo-institutionalism argues that the influence of corporate
governance structure on financial performance depends on factors such as the operating
environment and legal system, and there is no “good corporate governance” suitable for all
countries and industries (Dian 2014).

Against this background, we are going to examine the relationship between corporate
governance and financial performance in Chinese logistics-related listed companies. In China, the
logistics industry provides basic support for the rapid development of E-commerce and provides
support and collaboration for the production, wholesale, and retail of commodities. We used the
classification method of the financial information portal Eastmoney.com (Dong Fang Cai Fu Wang)
and selected 53 active logistics-related listed companies as samples. Choosing listed companies
according to industry relevance helps us deeply understand the impact of corporate governance on
financial performance in this industry.

There are two main contributions to this article. First, there are few studies on the logistics-
related industry in the past, our research has enriched the literature related to the corporate
governance practice in the logistics-related industry. Second, we choose the price-to-book ratio as
the control variable. The price-to-book ratio is an indicator based on market information and can
better reflect the performance of the company. In the case of the same price-to-book ratio,
comparing the relationship between corporate governance and operating performance of different
companies has enhanced the value of research.

The paper is structured as follows. The paper commences with a review of relevant literature
which provides the theoretical framework used in this study and a basis for hypothesis
development. This is followed by a method section depicting the study’s methodology. The
penultimate section presents the main findings of the paper. The final section concludes with
consequences for theory and practice.

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
Board size
Lipton and Lorsch (1992) proposed from a theoretical point of view that when the board size
exceeds 10, the cost of coordination and communication will exceed the benefit of increasing the

number of people. Yermack (1996) studied 452 US companies from 1984 to 1991 and found that
there is a U-shaped curve relationship between board size and company performance. De Andres,
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Azofra and Lopez (2005) studied 450 non-financial companies in ten countries in Western Europe
and North America and found that there is a negative correlation between the size of the board of
directors and the value of the company. Li and Naughton (2007) found board size is positively
related to short-term returns. Jackling and Johl (2009) study on top Indian companies found that the
size of the board of directors is positively correlated with company performance. The reason is that
board members can provide various resources for company development to improve performance.
Kao et al. (2019) found that the smaller the size of the board of directors, the better the performance
of the company. Saidat et al. (2019) analyzed 12 banks from 2013 to 2017 and found that the board
size is positively correlated with company performance. The members of the board of directors
have rich experience and professional knowledge. Within the scope of the number specified by the
China Securities Regulatory Commission, the members of the board of directors can provide
intellectual support and even resource support for the development of listed companies. Therefore,
we propose hypothesis 1:

H1: The size of the board of directors is positively correlated with financial
performance.

Independent directors

The study by Borokhovich et al. (1996) shows that independent directors have a stronger
supervisory effect on managers' business activities, and there is a positive correlation of
independent directors with corporate performance. Zabri et al. (2016) researched the top 100 listed
companies in Malaysia and found that there is no significant relationship between board
independence and company performance. Shao (2019) conducted a comprehensive survey on the
relationship between the corporate governance structure and corporate performance of Chinese
listed companies from 2001 to 2015, using a large unbalanced sample of more than 22,700
observations of Chinese listed companies, and found that there is no relationship between
independent directors and company performance. Bhagat and Black’s (2005) study of American
companies found that the independence of the board of directors has nothing to do with the
company's long-term performance. Shukeri et al. (2012) randomly selected 300 Malaysian listed
companies, and the analysis showed that board independence and ROA were negatively correlated.
Pucheta-Martinez and Gallego-Alvarez (2019) analyzed the annual panel data of 10314 companies
in 34 countries and found that board independence is positively correlated with company
performance. Western scholars generally believe that independent directors and financial
performance are positively related, but independent directors play a limited role in China (Li et al.
2012). Therefore, we propose hypothesis 2:

H2: Independent directors have no significant correlation with financial performance.

CEO Duality

Rechner and Dalton (1991) studied 141 companies' 6-year data and found that CEO duality is
negatively correlated with company performance. Peng et al. (2007) analysis of 1202 company-year
data of 403 listed companies in China shows that CEO duality in China is positively correlated with
company performance. Elsayed (2007) found that for companies with low performance, CEO
duality is positively correlated with financial performance. Arora and Sharma (2016) analysis of
Indian manufacturing data from 2001 to 2010 shows that CEO duality has no significant correlation
with company performance. Freihat et al. (2019) analyzed the data of manufacturing companies on
the Amman Stock Exchange from 2011 to 2014 and found that CEO duality is positively correlated
with company performance. Shao’s (2019) survey of Chinese companies found that CEO duality
has a significant negative correlation with company performance. Merendino and Melville (2019)
analyzed the data of Italian listed companies from 2003 to 2015 and found that the impact of CEO
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duality on performance varies from company to company. Pucheta-Martinez and Gallego-Alvarez
(2019) analysis of 34 countries shows that CEO duality is positively correlated with company
performance. For Chinese companies, CEO duality can improve the execution efficiency of
management decisions, make the company more sensitive to market changes, and therefore improve
financial performance (Peng et al. 2007). Therefore, we propose hypothesis 3:

H3: CEO duality is positively related to financial performance.

Ownership concentration

Berle and Means (1932) first studied the relationship between ownership structure and
company performance, and they found that the concentration of company ownership is positively
correlated with company performance. Waheed and Malik (2019) analyzed the unbalanced panel
data of 309 non-financial companies listed on the Pakistan Stock Exchange from 2005 to 2016 and
found that a high degree of ownership concentration helps alleviate agency problems. According to
Shao (2019), the concentration of ownership has a significant positive impact on company
performance.

Agency theory states that when the company’s ownership concentration is high, the major
shareholders strengthen the supervision of the management, and the benefits brought by it will
exceed the supervision cost, and the major shareholders have sufficient motivation to supervise the
management (Jensen and Meckling 1976). In this case, agency costs will be reduced and company
performance will improve. Therefore, we propose hypothesis 4:

H4: Ownership concentration is positively related to financial performance.

Management ownership

Fishman et al. (2008) conducted a study on 50 companies listed on the Australian Stock
Exchange from 2002 to 2003 and found that manager ownership hurt company performance. Huang
and Boateng (2013) used the 1999-2010 data of all listed real estate companies in China to conduct
an analysis and found that the management shareholding ratio is positively related to company
performance.

If the management’s shareholding ratio is low, and improving the company’s financial
performance brings fewer benefits to the management, the management will not have enough
motivation to improve the company’s performance to increase personal income. Conversely, if the
management holds a high proportion of shares, the improvement of the company's performance will
bring about the improvement of the management's income, and the management will have the
motivation to improve the company's financial performance. We propose hypothesis 5:

H5: The management shareholding ratio is positively related to company performance.

Institutional ownership

Pound (1991) argues that institutional ownership can effectively exercise supervision, thereby
affecting management decision-making and company performance. Bai et al. (2004) analyzed the
panel data of Chinese listed companies from 1999 to 2001 and found that foreign investors’
shareholding is positively correlated with the company’s market value. Kyereboah-Coleman (2007)
found that institutional shareholding improves market value. Lin and Fu (2017) studied the impact
of institutional ownership on corporate performance in a new sample of Chinese listed companies
from 2004 to 2014, they found that institutional ownership has a positive impact on company
performance. Therefore, institutional shareholding is considered a mechanism to control agency
costs. Based on this, we propose hypothesis 6:

H6: Institutional ownership is negatively related to company performance.
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METHODOLODY
Sample selection

According to the industry classification of the China Securities Regulatory Commission in the
second quarter of 2020, there are 7 sub-categories in the transportation, storage and postal industry,
with a total of 104 listed companies. The seven sub-categories are railway transportation, road
transportation, water transportation, air transportation, loading and unloading and other
transportation agencies, warehousing, and postal services. There are 5 listed companies in the
"postal industry™ where the logistics company is located (China Securities Regulatory Commission
2020).

Since our research object is an upstream and downstream listed company closely related to
logistics, we chose the classification standard of Eastmoney.com. Eastmoney.com has 58
companies related to the logistics industry. Excluding 5 delisted companies, there are 53 remaining
companies. The data of 53 logistics-related listed companies from the China Stock Market and
Accounting Research (CSMAR) database. Since the listing year of some companies is later than
2013, our data set is unbalanced panel data. See Table 1 for details.

Table 1
Year and industry distribution of research samples

Industry / Year 2013 2014 2015 2016 2017 2018 2019 Total N%

Transportation,
storage and 20 20 23 26 35 38 40 202 68.70%
postal

Leasing and

business 1 1 3 4 6 7 7 29 9.90%
services

Manufacturing 7 7 7 6 1 0 0 28 9.50%
Wholesale and 5 3 3 3 3 3 3 21 7.10%
retail

Real estate 1 1 1 1 1 1 1 7 2.40%
education 0 0 0 1 1 1 1 4 1.40%
Information

transmission, o
software and IT v L L L 1 1 1 3 L
service

Total 32 32 37 41 48 51 53 294

N% 10.88% 10.88% 12.59% 13.95% 16.33% 17.35% 18.03%

12
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Dependent and independent variables

Because this article studies the relationship between corporate governance and corporate
performance, we choose ROA as the proxy variable of financial performance. ROE is also a proxy
variable of financial performance and is used in robustness testing. In our study, the board
characteristics and the ownership structure are two particularly important issues. The independence
of the board of directors includes the board size, the proportion of independent directors, and CEO
duality. The issue of equity structure includes shareholder concentration, management
shareholdings, and institutional shareholdings, etc.

In terms of shareholding structure, we selected three variables: management's shareholding
ratio, institutional shareholding ratio, and the largest shareholder's shareholding ratio. In terms of
the characteristics of the board of directors, we selected three variables: the size of the board, the
proportion of independent directors, and CEO duality. To control the differences between
companies of different sizes and profitability, we choose total assets, asset-liability ratio and price-
to-book ratio as control variables. Variable definitions are shown in Table 2:

Table 2
Variables Definition
Variable Abbreviation  Definition
Dependent variables
Retrun on Assets ROA Net income / Total assets
Return on Equity ROE Net income / Total equities
Independent variables
Management ManOwn Management shareholding/total share capital
shareholdings
Institutional shareholding InstOwn Institutional shareholding/total share capital
ratio
Ownership Concentration  Topl Shareholding ratio of the largest shareholder
Board Size BoardSize Total number of board
Independent directors INDR Percentage of independent directors
ratio
CEO Duality Duality 1 = Chairman and CEO are the same person, 0 = Other
Situation

Control variables

Firm Size LnSize Natural log of total assets
Leverage Leverage Total liabilities / total assets
Price to Book ratio PBR Market price per share / Book value per share

13
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Empirical Method

Multiple regression analysis is a standard method for estimating the relationship between
variables. We developed the following model:

Performance; ; = ¢ + f;ManOwn, , + 8;InstOwn; , + B3Top1;, + B4BoardSize;, +
BsINDR; ; + BgDuality; , + B,LnSize; , + BgLeverage; . + BoPBR;; + u; ¢

Ownership structure variables: ManOwn; is the shareholding ratio of management, which is
the board of directors, board of supervisors and senior management; Topl;; is the shareholding ratio
of the largest shareholder.

Board characteristic variables: BoardSize;; is the number of board members including the
chairman; INDR;; is the ratio of independent directors to the number of board members; Duality; is
the separation of the roles of the chairman and the chief executive officer, when the chairman and
CEO are the same person 1, other cases are 0.

Control variables: LnSize;; is the logarithm of the company's total assets at the end of the
year; Leverage; is the asset-liability ratio; Year; is the year of the data.

RESULT AND DISCUSSION
Descriptive Statistics

Table 3 reports the results of descriptive statistics. The average ROA of the logistics industry
is 0.041, and the average ROE is 0.061. The average management shareholding ratio is 0.081, while
the average shareholding ratio of the largest shareholder is 39.4%, which is higher than the average
of 34.143 for Chinese listed companies (Rathnayake et al. 2019).

The board size is 5-15 people, with a median of 9 people, which is consistent with the overall
situation of listed companies in China (Shao 2019). The minimum proportion of independent
directors is 27.3%, the maximum is 50%, and the average is 33.3%. This is consistent with the
requirement of the China Securities Regulatory Commission that the proportion of independent
directors of listed companies in China is not less than one-third. The ratio of CEO duality is 24.2%,
which is higher than the average of Chinese companies (Shao 2019).

The average natural logarithm of company size is 22.164, which is lower than the average of
22.182 for Chinese listed companies. The average asset-liability ratio is 0.452, which is the average
level of Chinese listed companies (Shao 2019).

Table 3
Descriptive statistics

VarName Obs Min Max Mean Median SD

ROA 294 -0.466 0.401 0.041 0.039 0.076
ROE 293 -3.622 0.462 0.061 0.079 0.281
ManOwn 288 0.000 0.697 0.081 0.003 0.159
InstOwn 292 0.000 0.887 0.140 0.000 0.251
Topl 294 0.059 0.767 0.394 0.392 0.147
BoardSize 294 5.000 15.000 8.653 9.000 1.581
INDR 294 0.273 0.500 0.360 0.333 0.039
Duality 289 0.000 1.000 0.242 0.000 0.429
LnSize 294 19.436 26.412 22.358 22.164 1.420
Leverage 294 0.058 1.280 0.452 0.441 0.206
PBR 275 0.322 30.741 3.296 2.460 3.079
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Correlation Matrix

Table 4 reports the results of the correlation analysis. The results show that, except for the
management shareholding ratio, independent director ratio, and CEO duality, other variables are
significantly correlated with ROA, and the signs of the correlation coefficient are also the same as
expected. Besides, the correlation between all other variables is lower than 0.6.

Table 4
Correlation matrix

ROA ROE ManOwn InstOwn Topl BoardSize INDR Duality LnSize Leverage PBR

ROA 1
ROE 0.775*** 1
ManOwn  0.067 0.034 1
InstOwn  0.358*** (0.187***  -0.003 1
Topl 0.303*** 0.164***  -0.108* 0.454*** 1
BoardSize 0.131** 0.107*  -0.135**  -0.021 0.054 1
INDR -0.052 -0.092  0.163*** 0.039 0.034 -0.540*** 1

0.292

*kx

Duality 0.083 0.056 0.086  0.347*** 0.150** -0.110*

LnSize 0.099* 0.111* -0.206***  -0.052 0.300*** 0.438*** -0.210*** -0.113* 1
Leverage -0.410*** -0.248***  0.018 -0.147**  0.006 0.042 -0.096 -0.077  0.289*** 1

PBR -0.067 -0.082  0.155** 0.204*** -0.068 -0.131**  0.074  0.190*** -0.375***  0.026 1

Source: Authors’ calculations. Significance at the 10%, 5%, and 1% levels is indicated by *,
** and *** respectively.

Regression Results

Table 5 reports the results of the regression analysis. Regression (1) tested the relationship
between the ownership structure, the characteristics of the board of directors, and ROA. The results
showed that the management shareholding ratio (p<0.05), the legal person shareholding ratio
(p<0.01), and the largest shareholder's shareholding ratio (p <0.05) are positively correlated with
ROA. Board size, the proportion of independent directors, and CEO duality are not significantly
correlated with ROA. Regression (2) is a robustness test, which tests the correlation between
ownership structure, board characteristics and ROE, and obtains similar results to regression (1).

15
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Table 5
Regression Results
o)) ) ©) (4) () (6) (7) (8)
ROA ROE ROA ROA ROA ROA ROA ROA

ManOwn 0.079***
(2.73)
InstOwn  0.058***
(3.15)
Topl 0.108***
(2.84)
BoardSize 0.003
(0.84)
INDR -0.094
(-0.70)
Duality  -0.001
(-0.12)
LnSize 0.010**
(2.38)
Leverage -0.160***
(-6.24)
PBR -0.000
(-0.12)
_cons -0.167*

(-1.66)

N 264

BoardSize<=9 BoardSize>9 INDR<0.36 INDR>=0.36 Duality=0 Duality=1

0.156%**
(2.92)
0.117%**
(3.04)
0.181%**
(2.62)
0.004  -0.003 0.027***  0.006 -0.008 -0.002 0.007
0.63)  (-0.37) (7.95) (1.22) (-1.15) (-0.31) (0.92)
-0.162  -0.116 -0.212* -0.052 -0.207 -0.105 0.164
(-0.61)  (-0.60) (-1.76) (-0.10)  (-0.71) (-0.60) (0.64)
-0.013 0012 -0.028**  -0.008 0.018 0.000 -0.460%*
(-0.64)  (1.08) (-2.10) (-0.60)  (1.13) () (-2.05)

0.024***  0.016*** 0.011*** 0.011** 0.022*** 0.012** 0.023**

(2.90)  (2.95) (4.91) (2.03) (2.96) (2.20) (2.25)
0.111%%  -0.194%%%  -0.160%%*  -0.142%%*%  -0.214%%*  0.163%%*  -0.256%k*
(2.36)  (-6.15) (-10.49) (-4.42) (-4.90) (-4.92) (-4.69)
-0.001  0.001 0.007***  0.004**  -0.003 0.000 0.001
(-031)  (0.60) (3.60) (2.53) (-1.11) (0.23) (0.64)
-0.478**  -0.174 -0.377%**  -0.175 -0.209 -0.106 0.000
(-2.49)  (-1.05) (-4.59) (-0.85) (-1.08) (-0.79) 0

264 232 38 160 110 203 67

Source: Authors’ calculations. Significance at the 10%, 5%, and 1% levels is indicated by *,
** and ***, respectively.
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In order to further test the relationship between the board size and financial performance, we
use the median of the board size of 9 as the boundary and divide the companies into two types of
board size less than 9 and greater than 9 for regression analysis. The results are shown in Table 6.

Table 6
Two-sample t test with equal variances

BoardSize <=9 22.106 |
-1.851 ‘ 216 | -8.55 ‘ 0.000 |

BoardSize > 9 40 23.957

The results show that the results of companies with a board size less than 9 remain
unchanged, while for companies with a board size greater than 9, the board size (p<0.01) and CEO
duality (p<0.05) are positively correlated with financial performance. This result shows that board
members can provide more experience and professional knowledge for company progression, which
can be instrumental for listed companies to enhance their financial performance.

At the same time, we also conducted a t-test on the size of the two types of companies
according to this classification method, and the results showed that larger companies have larger
board sizes. From this, we can conclude that in smaller companies, the board size and financial
performance are not significant, while in larger companies, the board size and financial
performance are significantly positively correlated. This correspondence also appears in CEO
duality.

Similarly, to further test the relationship between the proportion of independent directors and
financial performance, regression (5) is for companies with an independent director ratio lower than
the average (36%), and regression (6) is for companies with an independent director ratio equal to
or higher than the average. The results indicate that the proportion of independent directors has no
significant relationship with financial performance. This is very much congruent with the findings
of other researchers. The role of independent directors in Chinese listed companies has not been
effectively played yet.

Regression analysis (7) and (8) are the situations where the chairman is not concurrently the
CEO and the chairman is concurrently the CEO. The results show that the concurrent chairmanship
of the CEO is significantly negatively correlated with financial performance. In the case of CEO
duality, the board's supervision of the management will be weakened, and the company's
performance may be reduced due to the encroachment of the interests of small shareholders by large
shareholders. Also, it is possible that the management cannot obtain effective disagreements when
making decisions, causing the CEO to make wrong management decisions.

CONCLUSION

This paper studies the relationship between corporate governance and financial performance
in Chinese logistics-related listed companies. Employing the panel data of 53 listed companies from
2013 to 2019, we displayed the statistical description of the equity structure variables and the board
structure variables and performed OLS analysis on these two types of variables.

Our study indicates that for the logistics-related listed companies in China, the higher the
management's shareholding ratio, the more the management's interests and the company's interests
will be aligned, which can reduce agency costs and improve the company's financial performance.
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The higher the institutional shareholding ratio, the greater the supervision and support for listed
companies, which is also conducive to improving financial performance. The increase in the
shareholding ratio of the largest shareholder, the benefits obtained by strengthening supervision are
greater than the cost of supervision, which gives the largest shareholder an incentive to strengthen
supervision of management and improve financial performance.

We found there is a non-linear relationship between the board size and financial performance.
In companies with small assets, the size of the board of directors is relatively small, and there is no
significant correlation between the size of the board and financial performance; in companies with
large assets, the size of the board is relatively large, and the board size and financial performance
are significantly positively related. There is no significant relationship between the proportion of
independent directors and financial performance. The reason is the independent directors of listed
companies in China have not played their due role. In smaller companies, the chairman concurrently
serving as CEO is positively correlated with financial performance, but not significant; but in larger
companies, the chairman concurrently serving as CEO is significantly negatively correlated with the
company's financial performance.

Our analysis shows that the financial performance of logistics-related listed companies is
significantly related to the ownership structure, while the correlation with the characteristics of the
board of directors depends on the size of the company. This is just an analysis of the relationship
between board characteristics and company performance based on experience. However, there may
be a more complicated mechanism between the characteristics of the board of directors and
financial performance, and further research can explore the theoretical basis and influence
mechanism.
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B3AEMO3B’A30K MI’K KOPIIOPATUBHUM YIIPABJIIHHAM I ®IHAHCOBOIO
PE3YJbTATUBHICTIO JISIJIbHOCTI B KUTAHCHKUX JIOTICTUYHUX

KOMITAHIAX
IMacbko Ouer BitaniiioBuy Fuli Chen Xuefeng Yao
Cymcewkuii Hayionanenuti acpapruti - Henan Institute of Science and
VHigepcumem Technology Hongik University
Cymu, Yrpaina Xinxiang, China Seoul, South Korea

MeToro 1IbOro IOCITiKEHHSI € BUBUCHHS B3a€MO3B 3Ky MK KOPIIOPATHBHHUM YIIPABIiHHSAM
Ta (IHAHCOBUMM TIOKa3HMKAMH KUTAMCbKUX MyOJMIYHUX JIOTICTUYHUX KOMHOaHid. Mu
BHKOpHUCTOBYeMO Stata 16.0 sk IHCTpyMEHT aHaTi3y JMaHuX, Oepydyu naHi 53 KommaHiil 3a mepion
2013-2019 pp. Ilpu GararopazoBomy perpeciiiHomy aHamizi ROA € 3anexHO0 3MIHHOMN, IIICTh
(hakTOpiB KOPIIOPATUBHOTO YIPAaBIIiHHS, OB’ I3aH1 31 CTPYKTYPOIO BIACHOCTI, PaJ00 JUPEKTOPIB Ta
CTPYKTYpOIO YIIPaBJIIHHS, € HE3JIC)KHUMH 3MIHHUMH, a PO3Mip KOMIMaHii, Koe]illieHT aKTHUBIB i
3000B’s13aHb Ta CITIBBIJHOIICHHS PUHKOBOI JI0 OaJlaHCOBOI BapTOCTI - II€ KOHTPOJIbHI 3MiHHI. 3
METOI0 TEpPEeBIPKU TECTy HaaiiHOCTI pe3ynbraTiB mMu BukopucrtoByBamn ROE 3amicte ROA.
Pe3ynbratu mokasyrooTh, 110 BIACHICTh 3 OOKY MEHE)KMEHTY, YacTKa IHCTUTYIIITHIUX 1HBECTOPIB Ta
JacTKa HAWOLIBIIIOTO aKIliOHEepa CYTTEBO MO3UTUBHO KOPEIIOIOTH 3 Pe3yJibTaTaMH MisTbHOCTI. [cHYe
HEJIHIMHA 3aJIeXKHICTh MK PO3MIPOM paju TUPEKTOPIB Ta (HiHAHCOBUMU IMOKA3HUKAMHU, TOM1 K HE
ICHy€ 3HaYHOI 3aJI€KHOCTI MK YAaCTKOIO HE3aJICKHHUX JUPEKTOPIB Ta (PiHAHCOBUMHU MOKA3HUKAMHU.
VY BeNMKUX KOMIaHISIX MOJBIMHICTH POJIi BUKOHABUOTO JUPEKTOpPA CYTTEBO HETaTUBHO KOPEIIOE 3
¢dinancoBuMH TokazHukamu. [lomepenHi MOCTiIPKeHHS 3a3BHYaii BHKOPUCTOBYBAIH TIEBHY Taly3b
K 00’€KT JOCHIJDKEHHS 7S aHalli3y, 1 PiAKO MPOBOAMIM MiXraimy3eBuil anainis. Lle mocnmimkeHHs
BUKOPHUCTOBYE KOMIIaHii, IO TepesiueHi B YChOMY JIAHLIOTY JIOTICTUYHOI raimy3i, SIK 00’€KT
nociikeHHs. Pe3ynbTaTe  AOCHIIKEHHS TaKOX MOXYTh OYTH 3acTOCOBHI JI0 MyOJIIYHHX
JIOTICTUYHHUX KOMITaHIH B IHIMUX KpaiHax.

KurouoBi ciioBa: xopropatuBHe ympaBiiHHS, (PIHAHCOBI pe3yNlbTaTH, JIOTICTUYHA Talys3b,
MaHebHI JaHl

B3ANMOCBS3b MEKIY KOPIIOPATUBHBIM YIIPABJIEHUEM 1 ®HUHAHCOBOM
PE3YJIbTATUBHOCTHIO JEATEJIBHOCTH KUTAVMCKHUX JIOTUCTUYECKUX

KOMITAHU
IMackko Ouier ButanbeBuu Fuli Chen Xuefeng Yao
Cymcoruil nayionanvruti aepapnut  Henan Institute of Science and
VHigepcumem Technology Hongik University
Cymu, Yrpaina Xinxiang, China Seoul, South Korea

Ilenbro naHHOTO MCCIENOBAaHUS SIBIAETCS M3YyYEHHE B3aUMOCBS3H MEXIY KOPIOPAaTUBHBIM
yIpaBJieHUEM U (MHAHCOBBIMH MOKA3aTENAMU KUTAWCKUX MYyOIMYHBIX JOIMCTUYECKUX KOMIAHHH.
Mg ucnonsizyem Stata 16.0 kak HHCTPYMEHT aHAJM3a JaHHBIX, aHATH3UPYS JaHHBIC 53 KOMITaHUN
3a nepuoa 2013-2019 rr. [Ipu MHOTOKpaTHOM perpeccuoHHoM aHanuze ROA sBisercst 3aBUCUMON
MEPEeMEHHOM, mecTh (HAKTOPOB KOPIOPATUBHOIO YIIPABJICHHS, CBSI3aHHBIE CO CTPYKTYpOM
COOCTBEHHOCTH, COBETOM JHMPEKTOPOB M CTPYKTYpOH YIpaBieHHUs, SIBISETCS HE3aBUCUMBIMU
MEPEeMEHHBIMH, a pa3Mep KOMIaHUH, K0d()(UIMEHT aKTUBOB U 00S3aTENBCTB M COOTHOILIEHUE
PBIHOYHON K 0aJaHCOBOM CTOMMOCTH - 3TO KOHTPOJIbHBIE MepeMeHHble. C LeNblo MPOBEPKH TECTa
HAJCKHOCTH pe3ysbTaToB Mbl ucnois3oBaim ROE Bmecto ROA. Pe3ynbTaThl NOKa3bIBAIOT, YTO
COOCTBEHHOCTh CO CTOPOHBI MEHEKMEHTa, J0JII HHCTUTYHHOHAIBHBIX HMHBECTOPOB M JOJS
KpYNHEWIIEro aklIHOHEpa CYIIECTBEHHO IOJIOKUTEIbHO KOPPEITUPYIOT C  pe3ysibTaTaMu
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nestenbHOCTH. CylecTBYeT HEIMHEHHas 3aBUCUMOCTb MEXKIY Pa3MepoOM COBETa JUPEKTOPOB U
(UHAHCOBBIMU TOKA3aTEIsIMHM, TOTJAa KaK HE CYIIECTBYET 3HAUMTEIILHOW 3aBUCHMOCTH MEXKIY
J0JIeii HE3aBUCHUMBIX JHUPEKTOPOB M (PUHAHCOBBIMU IMOKazaTelasiMH. B KpymHBIX KOMIaHMSIX
JIBOMCTBEHHOCTb POJIM HCIOJHUTEIBHOIO JUPEKTOpA CYLIECTBEHHO HETaTUBHO KOPPEIUPYET C
¢buHaHCOBBIMU  TOKazaTenssMu.  [lpedplaynime  UCCleOBaHHUS ~ OOBIYHO  HCIIOJIB30BAU
OTIpPENICIEHHYI0 OTpacib Kak OOBEKT KCCICNOBaHUs IS aHalu3a, M PEIKO IPOBOIMIH
MEXKOTPACIEBOM aHaIU3. DTO UCCIEAOBAaHUE UCIIOJIb3YET KOMIIAHUH, IEPEUHUCICHHBIE BO BCEM LIETIH
JIOTHCTUYECKON OTpaciiv, Kak OOBEKT HCCleAoBaHMs. Pe3ymbTaThl HCCIENOBaHHUSA TaKKe MOTYT
OBITh IPUMEHUMBI K ITYOJIMYHBIM JIOTHCTUYECKUX KOMITAHUN B APYTUX CTpaHaXx.

KiroueBble cjioBa: KOpIOpaTUBHOE YIpaBiIeHUE, (PMHAHCOBBIE PE3yIbTATHI, JOTHCTUYECKAs
0Tpacib, NaHEJIbHbIC JaHHBIC

22


https://management-journal.org.ua/index.php/journal

Pujiyono, M. and Harsono, M. (2020), “Employee performance enhancement through innovative behavior at PT
KAI”, Management and entreprencurship: trends of development, 4(14), pp. 23-30. Available at:
https://doi.org/10.26661/2522-1566/2020-4/14-02

MANAGEMENT
RECEIVED:
23 October 2020 UDC 331.103.3
ACCEPTED:
23 November 2020
RELEASED: DOI 10.26661/2522-1566/2020-4/14-02

20 December 2020

EMPLOYEE PERFORMANCE ENHANCEMENT
THROUGH INNOVATIVE BEHAVIOR AT PT KAI

Muhammad Pujiyono Mugi Harsono
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia
ORCID ID: 0000-0002-4501-3150 ORCID ID: 0000-0002-4505-5457

*Corresponding author email: muhammad.pujiyonoo@gmail.com

Abstract. Human resource management cannot be separated from the factors of employees
who are expected to perform as well as possible in order to achieve company goals. This research
aims to examine the effects of individual characteristics and intrinsic motivation on innovative
behavior and employee performance, and the influence of innovative behavior on employee
performance. This research is quantitative analysis which obtains the sample data from 150
employees. Furthermore, the data is processed by Structural Equation Modeling (SEM) which
assisted from the application program of Analysis of Moment Structure (AMOS) version 18.0.
According to the result of the analysis, it is concluded as the followings: an individual
characteristic has a positive effect on innovative behavior; intrinsic motivation has a positive effect
on innovative behavior; individual characteristics has a positive effect on employee performance;
intrinsic motivation has a negative effect on employee performance and innovative behavior has a
positive effect on employee performance.

Keywords: individual characteristics, intrinsic motivation, innovative behavior, employee
performance.
JEL Classification: M500, M510, M590.

INTRODUCTION

Human resource management cannot be separated from the factors of employees who are
expected to perform as maximum as possible in order to achieve the company goals. PT Kereta Api
Indonesia (PT. KAI) as one of big transportation company in Indonesia currently faced the
challenges that should be able to enhance human resources’ qualities and achieve special skills in
order to be able to compete with the business world. Human resources are a crucial factor in the
company. In a large-scaled company, human resources are considered as a very determining
element in the business development process, the role of human resources becomes even more
crucial (Tadjudin, 2013). Human resources is considered the most strategic position among other
resources, thus the performance of human resources will affect how the company performs
completely.
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LITERATURE REVIEW

Human Resources (HR) is the most important element, as mentioned by Hardyansyah
(2016)that human as manpower in an organization an important role in achieving goals and
providing good services for organizations and society. Employees are the most important factor of
production; therefore they must have the willingness and ability to carry out the tasks assigned by
the company.

Performance is a specific target which is a management commitment that can be achieved by
human resources or the bank (Poh and Zi, 2001). Pohdan Zi, (2001) stated further that performance
does not stand alone but is related to job satisfaction and compensation, influenced by skills,
abilities and individual traits.

According to the research of the analysis on Corporate Governance Influence Implementation
(Zeptian and Rohman, 2013), it is obtained the result of characteristics as a features or traits that
have the ability to improve the quality of life, while individual characteristics are typical traits that
indicate a person's differences regarding motivation, initiative, the ability to remain strong in facing
tasks to completion, solve problems or how to adapt to changes that are closely related to the
environment that affect performance individual.

Etimologically, Winardi (2008) explained that motivation derives of the Latin word move,
which means to move. The word is absorbed in English and became motivation which means giving
a motive, the arising of a motive or things that encourage or circumstances that give rise to
encouragement.

Human resources are one of the most important factors in a bank, because the quality of the
bank itself is very dependent on the quality of human resources as human resources and service
performer in a bank. (Huson, Auch, Qi, and Schuster, 2007)

According to Yuniarti and Fadila MS (Hengky, 2013), some experts reckon that the key to
company's competitive advantage is its human resources. The success of a company, both large and
small, depends on its ability to develop and manage human resources within the company
(Hasibuan, 2011). Human resources are considered as a factor that greatly affects the company in
achieving its goals. Human resources (HR) are a very important asset for an organization, which is
the focus of the organization in order to create value that aims to maintain its existence in a
competitive environment. It is valid to say that in facing global challenges, the agenda for
competition is human resources (Siagian, 2015). Competent human resources are those who are
able to maintain and be able to advance the company to become superior among other similar
companies and capable of the going concern status (Gathiira, Muathe, and James Kilika, 2020).

The study only analyzes the problem of employee performance from one dimension or one
point of view, from the employee's point of view, but does not explore from other perspectives, for
example the company's top management / top management or from the point of view of managers
in charge of employees so that more research results can be produced and Describes the several
dimensions of factors that lead to increased employee performance.

In achieving its targets, the company must also be supported by human resources who are
considered to be competent and experts in their respective fields of work (Caesar and Fei, 2018).
Employees who are able to work well have high work motivation and an innovative spirit in their
workplace (Peir6 and Tetrick, 2011).

Moreover, based on the explanation above, this research aims to examine the effects of
individual characteristics and intrinsic motivation on innovative behavior and employee
performance, and the effect innovative behavior on employee performance at PT Kereta Api
Indonesia (PT. KAI).
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PAPER OBJECTIVE

Paper objective is to examine the effects of individual characteristics and intrinsic motivation
on innovative behavior and employee performance, and the influence of innovative behavior on
employee performance.

METHODOLOGY

This research is a quantitative research. Quantitative methods emphasize objective
measurements and the statistical, mathematical, or numerical analysis of data collected through
polls, questionnaires, and surveys, or by manipulating preexisting statistical data using
computational techniques (Sugiyono, 2016).

The sampling determination is using guidelines from Hair, et al (1995) in Ferdinand
(Ferdinand, 2011)which states that a minimum sample size of 5-10 parameter locations is estimated.
According to Ferdinand (2011), the appropriate sample size is 100-200. If the sample is too large,
e.g. 400 samples, the method becomes very sensitive, making it difficult to obtain good goodness-
of-fit measures. The sample is the smallest part and the characteristics possessed by this population
(Sugiyono, 2016a). The sampling technique used in this research is the improbability sampling
technique, since all populations do not have the same opportunity. Improbability sampling is using
purposive sampling. In this study, 150 employees who have worked for two years at PT KAI
Headquarters in Bandung will be selected as samples. After obtaining the sample, thus, the data will
be analyzed by Structural Equation Modeling (SEM) which assisted from the application program
of Analysis of Moment Structure (AMOS) version 18.0.

The variables uses here are individual characteristic, innovative behavior, intrinsic motivation
and employee performance.

RESULT AND DISCUSSION

Validity Test

Validity test can be used to examine the accuracy and precision of a reliable measuring
instrument. Measuring instruments consider as valid if the corrected item total correlation is higher
or equal to 0.4 (Santoso and Tjiptono, 2002). In this case, this validity test uses factor analysis. And
the result of every variable obtain the number that higher or equal than 0,4. Therefore the variables
consider as valid.

Reliability Test

Reliability test is a test that has a function to find a reliable or trustworthy measuring
instrument. Reliability testing of all questions in this study uses Alpha Cronbach formula (Alpha
Cronbach Coeffiecient), generally considered reliable if the coefficient value is higher than 0,6. In
this case, each variables indicated the score more than 0,6. Thus, the variables consider as reliable
to be tested.

SEM Test (Structural Equation Modeling)

A study requires data analysis and interpretation that aims to answer research questions in
uncovering certain social phenomena. The method chosen to analyze the data should be related to
the research pattern and the variables to be studied. In this study, The Structural Equation Modeling
(SEM) of the AMOS statistical software package is used in model development and hypothesis
testing. In this research, SEM Test used to analyze the structural relation of every variable.


https://doi.org/10.26661/2522-1566/2020-4/14-02

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 4 (14), 2020

Employee
Performance

Innovative
Behavior

Intrinsic
Motivation

Individual
Characteristic

Figure 1. The structural relation of variables

Based on the figure above, it can be indicated that every variables are related to employee
performance variables. Intrinsic motivation and individual characteristic has an influence toward
innovative behavior.

Hypothesis Test

Hypothesis test used to examine whether the hypothesis is Accepted or Rejected. The standard
of Acceptance should obtain the CR Value of 2,648 or higher and a probability test should be
smaller than 0,05.

Table 1
Hypothesis Test Result

CR Value Probability Result
H; 2,648 0,008 Accepted
H, 2,046 0,041 Accepted
H; 2,594 0,009 Accepted
Hy -0,008 0,993 Rejected
H; 2,337 0,019 Accepted

Hypothesis Test 1

The estimated parameter for the hypothesis of influence of individual characteristics on
innovative behavior obtained a CR value of 2.648 and a probability of 0.008. The two values
obtained meet the requirements for H1 acceptance because CR value of 2.648 is higher than 1.96
and a probability of 0.008 which is smaller than 0.05.

Based on the table above, Hypothesis 1 is accepted which means individual characteristic has
significant influence toward innovative behavior.
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Hypothesis Test 2

Testimonial parameter for testing the effect of Intrinsic Motivation on Innovative Behavior
shows a CR value of 2.046 and a probability of 0.041. The two values obtained meet the
requirements for H2 acceptance, namely a CR value of 2.046 which is greater than 1.96 and a
probability of 0.041 which is smaller than 0.05. Thus it can be concluded that intrinsic motivation
has a positive effect on innovative behavior.

Based on the table above, Hypothesis 2 is accepted which means intrinsic motivation has
significant influence toward innovative behavior.

Hypothesis Test 3

The estimated parameter for testing Individual Characteristics on Employee Performance
shows a CR value of 2.594 and with a probability of 0.009. The two values obtained meet the
requirements for acceptance of H3, namely the CR value of 2.594 which is greater than 1.96 and the
probability of 0.009 which is smaller than 0.05. Thus, it can be concluded that individual
characteristics have a positive effect on employee performance.

Based on the table above, Hypothesis 3 is accepted which means individual characteristic has
significant influence toward employee performance.

Hypothesis Test 4

The estimated parameter for testing Intrinsic Motivation on Employee Performance shows a
CR value of -0.008 and with a probability of 0.993. The two values obtained do not meet the
requirements for acceptance of H4, namely the CR value of -0.008 which is smaller than 1.96 and
the probability of 0.993 which is greater than 0.05.

Based on the table above, Hypothesis 4 is rejected which means intrinsic motivation did not
influence employee performance.

Hypothesis Test 5

The estimated parameter for testing the effect of innovative behavior on employee
performance shows a CR value of 2.337 and a probability of 0.019. The two values obtained meet
the requirements for acceptance of H5, namely the CR value of 2.337 which is greater than 1.96 and
the probability of 0.019 which is smaller than 0.05. Thus it can be concluded that innovative
behavior has a positive effect on employee performance.

Based on the table above, Hypothesis 4 is accepted which means innovative behavior has
significant influence toward employee performance.

Policy Implications

There are several policy implications that should be applied as a way to develop the
company’s quality. The policy implication can be seen through the following points:

1) Every management of PT KAI should update their knowledge, thus it can be shared
among employees. And it will influence the employee performance. The employee will be more
innovative on carrying their duty.

2) Management needs to conduct an employee performance appraisal which includes an
increase in quantity of work

CONCLUSION

Based on the explanation above, it can be concluded that four of five hypotheses fulfill the
requirements to be accepted. The hypothesis regarding individual characteristic influence
innovative behavior is accepted, it means that individual characteristic has significance influence
toward innovative behavior. The second hypothesis regarding intrinsic motivation effect toward
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innovative behavior is accepted, which means that intrinsic motivation has significance and positive
influence toward innovative behavior. The third hypothesis regarding individual character that
influence performance is also accepted, which means that individual character has significance
influence toward employee performance. The fourth hypothesis regarding the intrinsic motivation
influence employee performance is the only hypothesis that is not accepted (declined) — it means
that that the intrinsic motivation did not influence employee performance. And the last hypothesis
regarding Innovative behavior influence on the employee performance is accepted, because
innovative behavior has significance influence toward employee performance.

Moreover, it can be indicated that the enhancement of employee performance is influenced by
Innovative Behavior in PT Kereta Api Indonesia (PT KAI).

SUGGESTION

Based on the result and conclusion above, there is a suggestion that can used for further
analysis such as, in order to be used as a source of ideas and input for the development of the future
research, the suggested expansion of this research are recommended at the same time from two
perspectives, namely the perspective of the leadership / top management / manager and also the
perspective of the employees themselves.
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NIIBUIIEHHS EOEKTUBHOCTI POBOTH ITPALIIBHUKIB
3ABJISIKY THHOBAIIVHIN MOBEJTHIII B PT KAl

Muhammad Pujiyono Mugi Harsono
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

VYrpaBiiiHHA JIIOJACEKHUMH pecypcaMu He MOXKHa BiIIOKPEMHTH Bij (DaKTOpy CIiBpOOITHHUKIB,
AKi, SIK OYIKYyeTbCs, OyAyThb NpAIlOBaTH SKHAHKpamie ais AOCSATHEHHS Ield kommawmii. ILle
JOCTI/PKEHHST Ma€ Ha METi BUBYUTH BIUIMB IHIUBIAyaldbHUX OCOOIMBOCTEH Ta BHYTPIIIHBOI
MOTHBAIlil HA IHHOBAI[II{HY TOBEIIHKY Ta PE3yJIbTaTH AiSJIBHOCTI CIiBPOOITHHKIB, a TAKOX BILTUB
IHHOBAIIIITHOT TOBEIIHKHM HA Pe3yabTaTH IisJILHOCTI CIiBPOOITHUKIB. Lle JociiIKeHHS € KUTbKICHUM
aHaJi30M, KU oTpuMaB BUOiIpKoBi aaHi Bix 150 cniBpoOiTHHKIB. KpiM Toro, maHi o6pobisumcs 3a
nornomoror MojenoBaHHsl CTPYKTypHUX piBHsAHB (SEM), sike momoMorio mpukiaaHii mporpami
Amnanizy ctpykrypu MomeHTIB (AMOS) Bepcii 18.0. 3rimHo 3 pe3yibraTaMu aHaNi3y BHUILIUBAE
HACTYIIHE: 1HAMBIAyalbHa XapaKTEPUCTHKA TMO3UTUBHO BIUIMBA€ Ha I1HHOBAIIHY MOBEAIHKY;
BHYTPIIIHS MOTHBAIliSl TO3UTHBHO BIUIMBA€ HAa IHHOBAIIHY TOBEAIHKY; I1HAMBITyaJbHI
0COOJIMBOCTI MO3UTHBHO BIUIMBAIOTh Ha pe3yibTaTH POOOTH MpAalLliBHUKA; BHYTPILIHSA MOTHBALIis
HEraTHBHO IO3HAYA€ThCS Ha poOOTI MpalliBHMKA, a IHHOBAallliHA MOBEJIHKAa, Yy CBOIO 4Yepry,
MO3UTUBHO MMO3HAYAETHCS HA pOOOTI MpalliBHUKA.

KurouoBi cjoBa: iHAMBIAyalbHI OCOOJWMBOCTI, BHYTPIIIHA MOTHBAIlls, 1HHOBAIlliTHA
MOBE/IIHKA, MPOTYKTUBHICTH MpAIliBHUKA.

HHOBBIINEHUE 39OPEKTUBHOCTHU PABOTHI COTPYJHUKOB
BJIATOJAPA HHHOBALIMOHHOMY INOBEJAEHUIO B PT KAI

Muhammad Pujiyono Mugi Harsono
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

VYropaBiieHue 4YenoBEUYECKHMMH pecypcaMu Helb3sl OTAEIUTh OT (akTopa COTPYIHUKOB,
KOTOpbIE, KaK OXwujaercs, Oyayr paloraTh Jydiie Ui JOCTHDKEHHUS Lejed KOMIaHuu. ITO
HCCICOOBAHUEC HMMCECT LECJIBI0 HU3YUUTH BJIIMAHUC WHIWBUAYAJIbHBIX 0co0eHHOCTEN U BHyTpeHHeI\/II
MOTHBAllMM Ha WHHOBAIIMOHHOE IOBEACHHUE U PE3YNbTAThl IEATEIbHOCTU COTPYAHHKOB, a TaK¥Ke
BJIIMAHHUEC HWHHOBAIIMOHHOI'O TIIOBCACHHA Ha PE3YJIbTAThl ACATCIIBHOCTH COTPYAHUKOB. 39T10
HCCIIEIOBAaHHE SBJISIETCS KOJMYECTBEHHBIM aHAINM30M, KOTOPBIN MOIY4ns BHIOOPOUHBIE JaHHBIE OT
150 corpynuukoB. Kpome Ttoro, manHbie oOpabaThBAJINCh C TOMOIIBI0 MoAeIupoBaHUS
CTPYKTYpHBIX ypaBHeHuil (SEM), KoTOpoe NOMOIJIO NMPUKIAAHON IPOrpaMMe aHaIu3a CTPYKTYPbI
MomeHTOB (AMOS) Bepcun 18.0. CormacHo pe3ynbTaraM aHaiu3a, BBITEKAET CIeAyIollee:
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HHIUBUAYAJIbHAsA XapaKTCPUCTHKA IIOJTOXUTCIBHO BJIUMACT HA HWHHOBAOIMOHHOEC IIOBCIACHUC,
BHYTPCHHAA MOTHUBAIUA IMOJIOKUTCIBHO BJIMACT HA MHHOBAIMOHHOC ITOBCACHUC, HHAWBUAYAJIbHBIC
0COOEHHOCTH MOJIOKHUTEILHO BIUSIOT Ha PE3YIBTATEI pa6OTBI COTpYAHHUKA; BHYTPCHHASA MOTHUBALUA
HCraTUBHO CKa3bIBACTCsA Ha pa60Te COTPpyAHHUKA, 4 NHHOBAIMOHHOC IMOBCACHHUEC, B CBOIO OYCPC/b,
ITOJIOKHUTECIBHO CKa3bIBACTCA Ha pa60Te COTPpYAHHKA.

KarwueBblie cJ10oBa: UHAWBUAYAJIbHBIC 0C06€HHOCTI/I, BHYTPCHHSAA MOTHBaAlLYA,
HMHHOBAITMOHHOC IMOBEACHUEC, IIPOU3BOJUTCIIBHOCTD pa6OTHI/IKa.
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Abstract. Staff performance is the result in quality and quantity that an employee can
achieve in carrying out tasks related to the assigned responsibilities. Effective communication will
help to create a healthy and open performance. This is very important in order to increase creativity
and dedication of employees or staff at hospital. This research aims to analyze significant influence
of leadership style and communication skills on staff performance by job satisfaction as intervening
variable. Research method used here is quantitative research method method with causality
research. The data source consists of primary data. The subjects of analysis were the employees in
emergency radiology and diagnostic radiology. Data analysis was done byAMOS-path analysis.
The results of the study showed that leadership style, communication skills and job satisfaction
have a positive and significant effect on staff performance. Partially, there is a significant influence
between communications on performance. The research findings show that leadership and
communication styles may have a large direct influence on staff performance without influenced by
job satisfaction. Leadership style has a negative influence on job satisfaction compared to staff
performance. Communication skills have the greatest impact on improving staff performance
compared to leadership styles and job satisfaction.

Keywords: communication skills, job satisfaction, staff performance.
JEL Classification: A130, M540, M520.

INTRODUCTION

Hospital is a business of service that provides social services in field of clinical medical
aspect.Management of hospital as business unit has it own unique aspectapart from being a busines
service, hospital also has social mission.Radiology services are services that inseparable from the
health care system in hospitals.Therefore, they need to be directed and motivated in order to provide
optimal capabilities for organization.Thus, it is consider as a job and challenge for the head of each
unit in Hospital

According to (Mathis, 2012), Individual’s performance influenced by various factors,
including: workforce ability, motivation, support received by individual variables, and their
relationship with organization (communication). Schuller (1987) stated that “Employee

31


https://doi.org/10.26661/2522-1566/2020-4/14-03
https://doi.org/10.26661/2522-1566/2020-4/14-03
https://orcid.org/0000-0001-9962-761X
https://orcid.org/0000-0003-1873-4961
https://orcid.org/0000-0001-5731-8106
mailto:adisoekardii@gmail.com

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 4 (14), 2020

performance can be seen from productivity aspects such as quality and quantity levels performed by
employee, and the attendance list”.

The effective communication will create a healthy and open-minded work environment. This
IS very important in order to increase creativity and dedication of employees or staff at
hospital.Performance is the quality of work both in quality and quantity of organization.According
Gibson et al (2006) Job Satisfaction has an influence toward attendance, rotation or mutation,
morale, personalia problems, and work complaints (Halid, 2007). According Gibson et al. (2006),
work performance influenced by three variables (1) individual variable consist of: abilities and
skills: mental and physical, background: family, social level, payroll, demographics: age, culture,
gender (2) Organizational Variable, consist of:resources, leadership, rewards, structure, job design,
and (3) Psychological variables: perception, attitude, personality, learning, motivation. The
performance of medical workers, especially nurses, is very important issue to maintain and
improvethe quality of health services. Job satisfaction is defined as a pleasant or unpleasant
emotional state of employees in obtaining their work (Spector, 2017).

Performance assessmentin Hospital X toward the entire employees and management uses the
employee performance unit (SKP) which is reported to the company administration at the beginning
of each month based on reports from daily work records which made every day by all employees
after completing their duties or services. Performance assessment data can be used to make
personalia decisions or the administration department, therefore the policies able to answer
personalia problems.

Purwanto (2016), Jayusman and Khotimah (2012), Hartono and Rotinsulu (2015) stated that
work performance positively and significantly influenced by communication aspect. However,
different result was found by Utami and Hartanto (2010), which in his research, it was found that
communication had no significant influence on performance

If the head of unit and employees did not have an effective communicationin constant
conflict, then work motivation will become weak and productivity will decrease. Effective
communication will influence employee satisfaction and productivity, improve of achievement of
result and goals that will be achieved by hospital.

Based on the explanation above, this study aims to analyze the significant effect of
communication skills on staff performance with job satisfaction as an intervening variable in the
radiology installation of Hospital X.

METHODOLOGY

This research was conducted at Hospital X Lebak Banten which is located in Lebak Banten.
This research carried out from June 2020 to July 2020.Activities carried out by collecting
theoretical data to support research, distributing questionnaires and drawing the conclusions from
the conducted result.From the data questionnaire, the distribution of respondents was taken from 72
respondents who were studied at Hospital X, the number of female respondents was more than male
respondents with the percentage of 38 female (52.8%) and 34 male (47, 2%).Most of respondents
aged 26-35 years were 34 people (47.2%). Most of the respondents had D3 education as 34 people
(47.2%). For central diagnostic radiology unitand emergency radiology unit, there were 24 nurses
(33.3%), 13 radiographers (18.1%), 2 sonographer (2.8%), 1 fismed (1.4%), 3 Dr.Sp.Rad (4.2%), a
radiophotography officer (1.4%) and other medical support (38.8%).

This research is a quantitative analytic study with a causality research design. Causal research
design is a research design that useful for analyzing the influence of a variable on another.The
influence characteristic that might happen among variables is symmetric, asymmetric and
reciprocal. Data collection was done by distributing questionnaires.The data collection was
processed by descriptive and quantitative analysis tools.The analysis technique used to analyze the
SPSS data is path analysis.
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Data collection techniques in this study using saturated sample data (Total Sampling). The
questionnaire is the research instrument based on different set of questions for the purpose of
gathering information from the respondents across various fields (Farooq, 2018). The validity test is
a measuring tool that shows the level of accuracy of instrument. Validity test uses Pearson Product
Moment Correlation, a variable consideras valid if the value of r count> r table.Reliability test is a
measuring tool to determine which instruments can be consistently trusted.Reliability test using
measurement techniques of Chronbach Alpha, the data result can be said as reliable if Chronbach
Aplha > 0,6. Thethree box method analysis aims to determine a descriptive of respondents.The
scoring technique used is a range of maximum score of 5 and minimum score of 1.

RESULT AND DISCUSSION

Validity Test and Reliability Test

Significance test was carried out by the criteria of r table at significance level of 0.05 with 2-
sided test.If the value is positive and r count > r table then the item conside as valid, if r count <r
table, then the item consider as invalid. While reliability test used coefficient alphaCronbach's
Alpha is a reliability coefficient that shows how well the items in a set are positively correlated with
each other.(Cronbach's Alpha) was calculated in terms of the average intercorrelation between items
measured concepts.The closer Cronbach's Alpha to a value of 1, the higher internal consistency
reliability.Questionnaire items that have an alpha value above 0.6 considered as reliable(Hair, J. F.,
Black, W. C. and Anderson, 2010). A variable construct can be said as good if it has Cronbach'’s
Alpha more than 0.60. Here are the results of reliability test for research variables:

Table 1
Reliability Test result

Variables Cr'c?rllgggh's Mi\:;m:m Information
1 Communication Ability 0.871 0.6 Reliable
2 Work Satisfaction 0.911 0.6 Reliable
3 Employees Performance 0.695 0.6 Reliable

The reliability test results show that all variables of Communication Ability, Job Satisfaction
and Employees Performance, have Cronbach's Alpha coefficient above 0.6. Thus, the questionnaire
in this study declared as reliable.

Analysis of Hypothesis Test

Normality Test

Normality Test has an aim to examine whether in path analysis model, dependent variable,
independent variable or both has normal distribution or not.A research equation / model consist of
several variables with tens or hundreds data on each variable.Before the data analysis stage is
carried out, it must be proven that the data is normally distributed; therefore it is feasible to be
analyzed for the next stage.Multivariate normality can be seen from cr value of kurtosis on the last
row higher than + 2.58. In table 2 below, it can be seen that cr value in last row kurtosis is 2.070
(normal).
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Table 2
Assessment of normality (Group number 1)

Variable min max skew c.r. kurtosis c.r.
Communication 2.714 4.643 -.198 -.684 199 .344
Leadership style 2.700 5.000 .088 304 -491 -.851
Satisfaction 2.625 5.000 -.001 -.002 -.147 -.255
Performance 2571 4.857 -.213 -.738 .595 1.031

Multivariate 3.380 2.070

Source : the result of data analysis AMOS-path analysis

Based on the results of processing data shown in the Table above. It can be seen that p-value
is 0.255, which indicates that p-value (0.255)> 0.05 (o), Thus, that the data used in this study are
normally distributed.

Multicollinearity Test

This test was done by observed determinant of the covariance matrix. if the value were small,
thus it indicates a multicollinearity. In this research, the determinant value of covariance matrix was
0.001 (positive results and higher than 0.000) it means that there was no multicollinearity.

Simultanous Test

Measurement model test is testing the relation between indicators with the latent variable. It
combined the structural test model and measurement that allow the researcher to test the
measurement erroras inseparable part AMOS-path analysisafter the analysis factor along with
hypothesis test.In measurement model test, Chi-square result is 2,760 (it has small value, therefore
simultaneous test is accepted), 1 degrees of freedom and a probability level of 0.097> 0.05,
indicates that the first hypothesis (H1) is accepted.

Determination Coefficient Test (R?)

The analysis of determination influence inside AMOS-path analysis used to know the
contribution of exogenous variable toward endogenous variables. Determination coefficients can be
seen in the Squared Multiple Correlations table.

Table 3
Squared Multiple Correlations (Group number 1- Default model)

Estimate
Satisfaction 0.228
Performance 0.303

Source: AMOS processed data
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Based on table 3, the estimated value of job satisfaction variable is 22.8% and the estimated
performance variable is 30.3%. In this study, job satisfaction variable influenced by leadership style
and communication. Performance variable is influenced by leadership style, communication and job
satisfaction. From the results of determination analysis, it can be concluded that the influence of
leadership style, communication and job satisfaction on performance is 30.3%, while the remaining
59.7% is influenced by other factors outside the research such as work motivation, leadership style,
work environment and other.

Partial Test

Based on the table below, it shows that the influence of leadership style on work satisfaction
has CR value of -0.766 (p = 0.443> 0.05), while the influence of communication on job satisfaction
has CR of 4,120 (p=0,000<0,05). For the effect of job satisfaction on employee performance has
CR of 2,615 (p=0,009<0,05), the influence of leadership style toward work performance has CR of
-3,519 (p=0,000<0,05), and the influence of communication topward job performance has CR value
of 3,103 (p=0,002<0,05).

Table 4

Regression Weight (Group number 1 — Default model)
Variables Estimate S.E CR P Ket
Leadership  style -0.274 0.078 -3.519 0.000 H2 accepted
toward
performance
Communication 0.391 0.126 3.103 0.002 H3 accepted
toward
performance
Leadership  style -0.079 0.103 -0.766 0.433 H4 rejected
toward job
satisfaction
Communication 0.618 0.150 4.120 0.000 H5 accepted
toward Satisfaction
Satisfaction toward 0.235 0.090 2.615 0.009 H6 accepted

performance

Source : data processed from 2020 AMOS
Hypothesis test result

1. The influence of leadership style and communication skills toward job satisfaction by
career development as intervening variable

Based on the research result, it obtain Chi-square of 2,760, 1 degrees of freedom and

probability level of 0,097>0,05, thus the simultant test is accepted. The results of analysis on
determination coefficient (R2) showed that leadership style; communication and job satisfaction
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toward work performance was 30.3%, while the remaining 59.7% was influenced by other factors
outside the research such as work motivation, leadership style, work environment and others.

H1, there is significant influence ofleadership style and communication skill toward staff
performance through job satisfaction as Intervening variable, accepted.

2. The influence of leadership style toward staff work performance

Through statistical calculations by Amos V23, it is known that the estimated influence of
leadership style on staff performance is -0.274, the CR value is -3.519 and p-value is 0.000
<0.05.Therefore, HO is rejected and H2 is accepted, it means that there is a negative and significant
influence of leadership style toward staff performance.Based on the estimated value of leadership
style, it has influence of 27.4% on staff performance, the remaining 72.6% is influenced by other
variables, it can be concluded that there is a significant influence of leadership style towardwork
performance.

H2, there is an effect of leadership style toward staf performance in Radiology Installation of
Hospital X

3. The influence of Communication toward Staf Performance

Based on the results of statistical testing on estimated value, it is known that the effect of
communication on staff performance obtain 0.391, CR value is 3.103 and p-value is 0.002 <0.05,
therefore HO is rejected and H3 is accepted. It means that communication has positive and
significant influence toward staf performance.Based on the estimated value, communication has an
effect of 39.1% toward staff performance, the rest 60,9% influenced by other variable,it can be
concluded that there are significant influence on communication toward work performance.

H3, there is an effect of communication skill toward staff performance in Radiology
Installation of Hospital X, this hypothesis is approved.

4. The Influence of Leadership style toward Job Satisfaction

Based on the results of statistical testing on estimated value, it is known that the influence of
leadership style on job satisfaction is -0.079, CR value is -0.766 and p-value is 0.443> 0.05, it
means that there is no positive and significant influence on leadership style toward job satisfaction,
therefore HO is accepted and H4 is rejected. From the estimated value, the influence of leadership
style toward job satisfaction is 7.9% and the remaining 92.1% is influenced by other
variables.Based on the result above, it can be concluded that there is no significant influence on
leadership style toward job satisfaction.

H4, There is no influence of leadership style toward job satisfaction in Installation Radiology
of Hospital X, Hypothesis rejected.

5. The Influence of Communication toward Job Satisfaction

Based on the results of statistical testing, it is known that the estimated value on the influence
of communication toward job satisfaction is 0.618, CR value is 4.120 and p-value is 0.000 <0.05,
this value indicated the results that meet the requirements, <0.05 for P, it can be concluded that Ho
is rejected and H5 is accepted.From the estimated value, the influence of communication toward job
satisfaction obtains 61.8%, and the remaining 38.2% is influenced by other variables.Based on
those results, it can be concluded that there is significant influence on communication towards job
satisfaction.
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H5, There is an influence of Communication toward Job Satisfaction of Installation
Radiology Hospital X, Hypothesis approved.

6. The Influence of Job Satisfaction toward Staf Performance

Through the calculation of statistical testing by Amos-path analysis V23, it is known that the
estimated value onthe effect of job satisfaction toward staff performance obtain 0.235, CR value is
2.615 and p-value is 0.009 <0.05. This value shows the results that meet the requirements, are less
than 0.05 for P, thus it can be concluded that HO is rejected and H6 is accepted. Based on the
estimated value, the effect of job satisfaction toward staff performance is 23.5%, the remaining
66.5% is influenced by other variables.Based on the result above, it can be concluded that there are
significant influence of job satisfaction toward work performance.

H6, There is an influence of Job Satisfaction toward Staf Performance in Installation
Radiology of Hospital X. Hypothesis approved.

Intervening Test

The intervening test is carried out by comparing the direct effect and indirect effect of
independent variables, such as leadership style and communication on dependent variable, such as
staff performance.The direct effect occurs when a variable affect other variables without any third
variable intervening the relationship between those two variables. Indirect Influence occurs if there
is other third variable occur as intervening variable.

The intervening test was calculated by looking at the value of standardized direct effects and
standardized indirect effects on estimated parameters whichindirect effect is higher than direct

effect (PTL> PL).

.30

Leadership
Style

Performance
Satisfaction

.58
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Communication

Figure 1. Intervening Test

Source: output AMOS-path analysis
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The direct effect given by leadership style variable on employee performance is -0.431, while
indirect effect of leadership style through job satisfaction on staff performance is -0.029, thus, direct
and indirect influence given by leadership style on performance is PTL <PL (0.029 <-0.431). it
means that there is no intervening, where job satisfaction does not affect leadership style on
performance.Staff performance can be directly affected by leadership style. The direct effect given
by communication variable on performance is 0.421,while indirect effect of communication through
job satisfaction on staff performance obtain 0.156,Therefore direct and indirect influence given by
communication on staff performance is PTL <PL (0.156 <0.421).This means that staff performance
can be directly affected by communication. The more effective communication at hospital, the
higher staff performance will be.

DISCUSSION

The influence of leadership style and communication skilltoward the employee
performance with Job Satisfaction as intervening variable in Radiology Installation
ofHospital X

Based on the research results, Chi-square results were 2,760, degrees of freedom of 1 and a
probability level of 0.097> 0.05, therefore simultaneous test was accepted. The analysis results of
determination coefficient (R2) showed that leadership style; communication and job satisfaction on
performance was 30.3%, while the remaining 59.7% was influenced by other factors such as work
motivation, leadership style, work environment and others.

Based on the distribution analysis of respondents by three box method, the highest index
value has high personal responsibility. It means that employees already have the confidence to
commit to hospital but the commitment is not strong yet because most of employees choose to not
doing a work outside their main task from hospital.

This research conclude that a good leadership style consider leaders with a clear vision for
organizational progress. Leaders provide motivation and good examples supported by effective
communication among employees and provide opportunities for employees to develop their careers
by rising positions. And it will help to increase employee performance in hospital.

The influence of leadership style on staf work performance at Radiology Installation of
Hospital X

Based on statistics of AMOS V23, it is known that the estimated influence of leadership style
on staff performance is -0.274, with CR value of -3.519 and p-value 0.000 <0.05, thus HO is
rejected and H2 is accepted, it means that there is a negative and significant influence of leadership
style toward staff performance. Based on the estimated value, leadership style has influence of
27.4% on staff performance, the remaining 72.6% is influenced by other variables, it can be
concluded that there is a significant influence of leadership style toward staff performance.

It can be concluded that leadership style is an effective strategy to influence a group on
achieving their goals.Effective leaders not only use their power to encourage employees but also
provide motivation, inspiration and loyalty for employees thus, the employee able to devote all the
focus of their abilities to achieve optimal performance.

The influence of communication skill on the staff performance at Radiology Installation
Hospital X

Based on the results of AMOS V23 statistical test on estimated value, it is known that the
effect of communication on staff performance obtain 0.391 with CR value of 3.103 and p-value is
0.002 <0.05, therefore HO is rejected and H3 is accepted. It means that communication has positive
and significant influence on staff performance. Based on the estimated value, communication has
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39.1% effect on staff performance, the rest 60.9% influenced by other variables, therefore it can be
concluded that there is significant influence of communication skill toward staf performance.

Based on descriptive analysis by three box method, the highest index value is an indicator of
information regarding organizational procedures and practices. Employees feel that social
relationship in hospital such as communication among employees consider as good, however in
terms of facilities, employees feel that hospital did not provide a good facilities.

It can be concluded that communication in service organization determined by internal
communication and simultanousely influence toward work improvement.

The Influence of Leadership style toward Job Satisfaction in Radiology Installation of
Hospital X

Based on the results of AMOS V23 statistical test on estimated value, it is known that the
influence of leadership style on job satisfaction is -0.079, CR value is -0.766 and p-value is 0.443>
0.05, it means that there is no positive and significant influence of leadership style toward job
satisfaction, then HO accepted and H4 rejected. From the estimated value, the influence of
leadership style on job satisfaction is 7.9% and the rest 92.1% is influenced by other variables.
Based on these results, it can be concluded that there is no significant influence of leadership style
on job satisfaction.

Based on descriptive analysis, the lowest index value was found in the indicators of
developing the current system.About 20% of employees disagreed with this question.it means that
employees feel that leadership style of the room’s head and the installation’s head comes from
different work experience and different educational backgrounds. Therefore, their leadership style
also different

Based on the research results which supported by previous research, it can be concluded that
the results of leadership style do not have a significant effect on job satisfaction.lIt is because the
variable of leadership style and job satisfaction variable consist of several kind of dimensions.
Therefore, in certain research objects, the conditions of leadership style variable on the job
satisfaction variable cannot be completely fullfilled.

The Influence of Communication skill toward Job Satisfaction of Radiology Installation
at Hospital X

Based on the results of AMOS V23 statistical test, it is known that the estimated value of
communication influence toward job satisfaction is 0.618, with the CR value of 4.120 and p-value
of 0.000 <0.05, this value indicates that the results meet the requirements, <0.05 for P, therefore,
Ho is rejected and H5 is accepted.The estimated value of communication influence toward job
satisfaction is 61.8%, and the rest 38.2% is influenced by other variables.Based on these results, it
can be concluded that there is significant influence ofcommunications toward job satisfaction.

Researchers conclude that if the leaders and it subordinates did not have effective
communication and currently in constant conflict, work motivation will be weak and the
productivity will be declined. Effective communication will develop employee satisfaction and
productivity; improve the achievement of work and achieve the goals.

The Influence of Job Satisfaction toward Staff Performance in Radiology Installation of
Hospital X

Based on the calculation of statistical testing AMOS-Path analysis V23, it is known that the
estimated value on the effect of job satisfaction toward staff performance is 0.235, with CR value of
2.615 and p-value is 0.009 <0.05, this value indicates that the result qualifies less than 0.05 for P,
therefore it can be concluded that HO is rejected and H6 is accepted.From the estimated value, the
effect of job satisfaction toward staff performance is 23.5%, and the rest 66.5% is influenced by
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other variables. Based on these results, there can be a significant influence between satisfaction and
performance.

Based on descriptive analysis by three box method, the highest index value is an indicator of
obtained work or expected work (income, promotion), there are 56.4% of employees agree with job
promotion system in hospital. Career development system in hospital has been implemented;
however the level of career development promotion system made by hospital management is not
related to employee expectations.

Researchers obtain the conclusion that job satisfaction has significant positive effect on staff
performance.This indicates that the higher employee's job satisfaction, employees will show their
best performance.If hospital or company always implements the career system and compensate it
properly, a good relation among co-workers, the motivating attitude of leader, and condusive
physical work environment will help the employee become more comfortable on working.And it
causes maximum performance of employeeand can be seen by how the employee begin to work
their best and always tries to provide the best service to customers.

CONCLUSION

A capable communicative leadership style will create job satisfaction within each subordinate,
and it will help to improve staff performance. This is because the leadership style variable and job
satisfaction variable consist of many dimensions therefore in certain research objects, the conditions
of leadership style variable influence the job satisfaction variable cannot be fulfilled completely.

Another finding is that effective communication is the most influential factor in staff
performance.From this effective communication a good relationship was created between leader
and staff. In this communication there is satisfaction and motivation, therefore staff performance
will increase.lt is showed a positive direction of relationship between communication and
performance and it can be interpreted that, the more effective communication, the more employee's
performance increase, it is related to Abraham Maslow's hierarchy theory of needs.

Leadership style, communication skills and job satisfaction simultaneously have positive and
significant effect on staff performance. Communication skills have positive and significant effect on
staff performance. Leadership style and communication skills partially influence staff performance.

SUGGESTION

Hospital Management system should have an effort to establish a remuneration system for
workloads, years of service, education, experience and work performance of employees. By
providing good compensation, it can be directly improve employee welfare and make employees
want to have a commitment for hospital. Provide a reward system in form of training and skills
development for those who has a good performance, therefore employees will feel motivated to
obtain more achievements at work.

Provide a punishment system for employees who have bad behavior, thus it encourage them
to improve their performance and provide facilities to support more effective and efficient work,
such as repaire and refine the hospital information system (SIMRS) into an integrated system.
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Pesynprat poOOTH NIepcoHaTy — 1€ Pe3ysbTarT, IKUi Ma€ SIKICHI Ta KUTbKICHI TOKa3HUKH, K1
MpaliBHUK MOXKE JOCSATTH TpW BUKOHAHHI 3aBlaHb, IOB’S3aHUX 13 TOKIAJACHUMH Ha HBOTO
000B’si3kamMu. EQexTHBHE CHUIKYBaHHS NPH LIOMY JOINOMOKE CTBOPUTH €(PEKTHBHE BUKOHAHHS
cmy)00BUX 000B’s3KiB. Lle ayke BaXIWMBO y MpoIieci MiJBUIIECHHS KPEaTUBHOCTI Ta BIIAAHOCTI
NpaliBHUKIB a00 mepcoHany JjikapHi. Lle nocmimkeHHs Mae Ha MeTI MpoaHali3yBaTH 3HAYHUN
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BIJIUB CTUJIIO KEPIBHUIITBA Ta HAaBUYOK CIUJIKYBaHHS Ha €(EKTHUBHICTh POOOTH IMEpPCOHATY uepe3
3aJI0BOJICHICTh POOOTOI0 SIK BU3HAYCHY 3MIHHY. MeETOoA JOCHIKEHHS — METOJ| KUIBKICHOTO
JOCTIPKEHHSI 3 ypaxyBaHHSIM NPUYUMHHHUX 3B’S3KiB. JIKepeno JaHMX CKIIAJAeTbes 3 MEPBUHHUX
nanux. IIpeaMeroM aHami3y € CHiBpOOITHHKHM €KCTPEHOI pajioiorii Ta A1arHOCTHYHOI paaioliorii.
AHaJi3 IaHuX MPOBOAMBCA 3a momomoror aHamizy AMOS. PesynapTaTu AOCTiIKEHHS MOKa3aly,
0 CTWJIb KEPIBHUITBA, HABUYKHU CIUIKYBAaHHS Ta 3aJ0BOJICHICTh POOOTOIO MO3UTHBHO 1 CYTTEBO
BIUIMBAIOTh Ha pe3yibTaTH POOOTH mepcoHany. YacTKOBO MiK KOMYHIKAIiIMH iCHYE 3HAUYHHUMA
BIUIMB Ha NPOAYKTHBHICTh. Pe3ynbTaTH JOCHIIUKEHHS IMOKa3ylOTh, IO CTHJIb KEpIBHUITBA Ta
CHIJIKYBaHHS MOXYTh MAaTH BEJIMKHI Oe3mocepeHii BILUIUB Ha pe3yJbTaTH POOOTH MepcoHary 6e3
BIUIMBY Ha 3aJI0BOJICHICTh poO0TOI0. [IpM mboMy CTHIIb KEpiBHHIITBA HETATHMBHO BIUIMBA€ HA
3aJI0BOJICHICTh POOOTOI0 MOPIBHAHO 3 pe3yibTaTamMu poOOTH mepcoHany. HaBuuku crijgkyBaHHS
HaiOibIe BIUIMBAIOTH HA MiJBUILEHHS €(QEKTHBHOCTI poOOTH MEpPCOHANy MOPIBHSHO 31 CTHIIAMHU
KEpIBHUIITBA Ta 33JIOBOJICHHSIM BiJl POOOTH.

KirouoBi cjioBa: KOMYHIKaTUBHI HaBUYKH, 33/JI0BOJICHICTH pPOOOTOIO, NPOAYKTHBHICTDH
MepCoHAIY.

BJIMAHUE KOMMYHUKATHUBHOI'O MACTEPCTBA HA D®@PEKTUBHOCTD
PABOTbHI COTPYJHUKOB B PEHTTEHOJIOI'MYECKOM OTAEJIEHUHU BOJBbHUILbBI

Adi Soekardi Ratna Indrawati Nofi Erni
Esa Unggul University, Esa Unggul University, Esa Unggul University,
Indonesia Indonesia Indonesia
Pesynbrarel pa®oThl mepcoHanma — 3TO pPeE3yJabTaT, KOTOPbIH HMMEET KauyeCTBEHHbIE U

KOJINYECTBEHHbIE MOKa3aTeIH, KOTOpble PaOOTHUK MOXKET JOCTHYb IIPU BBIIOJHEHHUHU 3ajad,
CBSI3aHHBIX C BO3JIOKCHHBIMH Ha HEro oO0s3aHHOCTAMHU. JddexkTuBHOE OOIIEHHE NPH ITOM
MOMOXKET c034aTh 3(P(PEKTUBHOE BBHINOJIHEHHE CIIY)KEOHBIX OO0S3aHHOCTEH. DTO OYEHb BAXKHO B
IIpOLIECCE MOBBILEHUS KPEaTUBHOCTU M MPETaHHOCTH PaOOTHUKOB WM MEpPCOHaIa OOJbHUIBL. DTO
UCCJIEIOBAaHNE MMEET LIEIbI0 NPOAHAIN3UPOBATh 3HAUUTENBHOE BIIMSHHUE CTHIS PYKOBOJACTBA U
HaBBIKOB 001IeHUs Ha 3()PEKTUBHOCTH PabOTHI IEpCOHAA Yepe3 YAOBIETBOPEHHOCTh pabOTOMN Kak
OIIPEAEIIEHHYIO NIEPEMEHHYI0. MeToa ucciieoBaHus — METOJ KOJIMYECTBEHHOTO MCCIIEIOBAHMS C
Y4€TOM MNPUYMHHBIX CBsi3ed. VICTOUHMK MaHHBIX COCTOMT M3 NEPBUYHBIX JaHHBIX. [Ipenmerom
aHaJIn3a SIBJSIFOTCS COTPYAHUKM OKCTPEHHOM PAJUOJIOTUM W JUArHOCTMYECKOH pPaauOJIOTHU.
AHanu3 AaHHBIX TPOBOAMIICS ¢ moMolnbio aHanu3za AMOS. Pe3ynbrarhl ucciaen0BaHusl OKa3aiH,
YTO CTHJIb PYKOBOJICTBA, HABBIKM OOIIEHUS U YJOBIETBOPEHHOCTh pabOTON MOJOXKHUTEIbHO U
CYLIECTBEHHO BIIMSIOT Ha pe3yjbTaThl pabOThl mepcoHana. YacTHUHO MeXIy KOMMYHHKAIUSIMHU
CYHIECTBYET 3HAUUTEIBHOE BIMSHUE HAa TMPOU3BOAUTEIBHOCTb. Pe3ynbpTaTsl HcCIeN0BaHUSA
MTOKAa3bIBAIOT, YTO CTWUJb PYKOBOJCTBA M OOIIEHHMS] MOTYT HMMETh OOJIBIIIOE HEMOCPEICTBEHHOE
BJIMSIHUE Ha pe3yabTaTbl paboThl MepcoHana 0e3 BIMSHUS Ha YAOBJIETBOPEHHOCTh pabotoil. Ilpu
3TOM CTUJIb PYKOBOJCTBA HETAaTHUBHO BIJIMAET Ha YAOBJIETBOPEHHOCTh pabOTOM MO CPaBHEHHUIO C
pe3yabTatamMu paboTsl epcoHana. HaBblku 0OIIEHNsI HMEIOT HanOoJIbllee BIMSHUE Ha OBHIILICHUE
s dekTUBHOCTH pabOTHI EPCOHANA M0 CPAaBHEHUIO CO CTHJIIMU PYKOBOJCTBA U YIOBOJIBCTBUEM OT
paboThI.

KitoueBble  cji0Ba: KOMMYHUKAaTHBHBIE  HAaBBIKM,  YJOBJIETBOPEHHOCTh  pabOToOi,
IIPOU3BOIUTENIBHOCTD IIEPCOHANA.
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Abstract. Dispute resolution is indeed difficult to do, but that does not mean that it is
impossible to materialize. The main capital of settlement through mediation is the willingness and
good faith of the disputing parties to end the dispute that occurs between the two disputing parties.
The purpose of this study was to analyze the mediation of land disputes between PT Perkebunan
Nusantara (PTPN) VII Cinta Manis and Rengas Village Farmers, Ogan Ilir Regency, Sumatera
Selatan Province. The research method used in this research is descriptive qualitative method. Data
collection techniques are by means of interviews, observation and documentation. The findings in
this study are that there is no neutrality of the mediator in resolving land disputes so that the
mediation fails to reconcile the two parties to the dispute. The factors that determine the success of
the mediation process are volunteerism to carry out mediation, confidentiality, and neutrality of the
mediator. The conclusion in this study is that mediation will work well if the parties voluntarily
agree to mediate and the mediator can be neutral in resolving land disputes.

Keywords: mediation, disputes, land, plantation companies, Rengas Farmers.
JEL Classification: D74, Q24.

INTRODUCTION

Land management in Indonesia is not good enough and often causes social upheaval in the
community. Social turmoil that arises in the land sector is due to the amount of land that is not
balanced with the size of the community's needs, such as houses, agricultural land, mining land,
industrial land and road construction as an access to distribution of community needs. According to
Astuti (2011), almost all regions of Indonesia, both in Java, Sumatra, Kalimantan and Papua, have
land disputes. The land dispute is in the form of reclaiming or control and taking back land by
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issuing a right to cultivate (HGU) for entrepreneurs on land controlled by the people from
generation to generation. A similar problem was raised by Larson (2012). Overlapping land tenure
in Indonesia occurs due to legal pluralism. Legal pluralism is a situation in which two or more legal
systems interact in one social life (Hooker, 1975). This situation resulted in mutual claims of land
rights. According to data published by Kompas.com, land disputes in Indonesia in 2018 totaled
10802 cases, with details shown in Table 1 below:

Table 1

Number of Land Disputes in Indonesia in 2018

Total
Types of Land Disputes
Land dispute Percentage

Individuals 6071 56.2
Community - Government 2866 26.53
Individual - Legal Entity 1668 15.44
Legal Entity - Legal Entity 131 1.21
Community Groups - Community 66 061
Groups

Total 10802 99.99

Source: Kompas.com

The data published by Kompas.com shows that the most disputed individuals are 56.2% of the
individuals. The dispute data is also supported by data issued by the Consortium for Agrarian
Reform. According to data from the Consortium for Agrarian Reform (2018: 17) the plantation
sector occupies the highest position as a contributor to agrarian conflicts by 60%. The high eruption
of agrarian conflicts in the plantation sector indicates that there has been no serious effort by the
government to resolve agrarian conflicts caused by policies and practices of development and
expansion of plantations in Indonesia. According to the Consortium for Agrarian Reform (2018:
20), conflicts in plantation areas occur due to decisions of public officials relating to state HGU
(BUMN or Pemprov assets), private HGU, due to the failure of the transmigration, HGB, HPL and
S0 on programs that violate procedures and to date, these areas have not received full recognition
from the government, and are left in a status of conflict with private and state plantation companies.
Based on these data, it can be interpreted that plantation conflicts that often occur are land disputes
in plantation areas between communities and plantation companies. According to the Consortium
for Agrarian Reform (2018: 20), conflicts in plantation areas occur due to decisions of public
officials regarding state HGU (BUMN or Provincial Government assets), private HGUs, due to
failed transmigration, HGB, HPL and similar programs. violated procedures and until now the area
has not received full recognition from the government, and has been left in the status of a conflict
with the private sector and state plantation companies. Based on these data, it can be interpreted that
plantation conflicts that often occur are land disputes in plantation areas between communities and
plantation companies.
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One of the dispute cases in the plantation area that has not been resolved until now is the case
between PT Perkebunan Nusantara (PTPN) VII Cinta Manis Unit which manages sugar cane
plantations and Rengas Village Farmers, Ogan Ilir Regency, Sumatera Selatan Province. According
to the Chairman of Komnas HAM, Ifdhal Kasim (Vivanew, 2012), the clash between residents and
Brimob in Ogan Komering llir Regency started with the construction of PT. Perkebunan Nusantara
(PTPN) VII Cinta Manis Unit which forced farmers in 20 (twenty) villages from 6 (six) sub-
districts in Ogan Ilir Regency to have to give up their land to be used as sugar cane plantations. The
sugar cane plantation was built on community agricultural land, PT. Perkebunan Nusantara (PTPN)
VIl Cinta Manis evicted community plantations without adequate compensation. The eviction
involved the local Brimob apparatus so that it was marked by intimidation and repressive behavior
by the security forces which led to a physical clash on 27 July 2012. Land conflict between Rengas
farmers and PT. Perkebunan Nusantara (PTPN) VII Cinta Manis in Ogan Ilir District, South
Sumatra Province, starting in 1981. The root of the conflict was land that had been managed from
generation to generation as a land preparation area by the local government at that time limiting
local people's access to the land.

Conflict conditions fluctuate and there has been no resolution until now. According to
Kholek's (2011) study in studying the dynamics of conflict between residents and PT Perkebunan
Nusantara (PTPN) VII Cinta Manis in Ogan llir, it is indicated that recurring land conflicts have led
to violence caused by the absence of comprehensive conflict resolution. The findings in research
conducted by Kholek (2011) state that the cycle of conflict occurs when violence appears and
peaks, the government handles these conflicts as a formality, then in the end the conflict is
eliminated. This condition caused the conflict to become more massive and increase significantly.
Conflicts between farmers and PT Perkebunan Nusantara (PTPN) VII Cinta Manis were not only in
Rengas village, but also in other villages such as Betung and Seri Bandung villages. The conflict
involving PT Perkebunan Nusantara (PTPN) VII Cinta Manis has been going on for a long time
starting from the New Order era to the reform era, this conflict has never been resolved and seems
to have been ignored without any permanent resolution. In 2019, to be precise, in March, dozens of
farm workers from PT Perkebunan Nusantara (PTPN) VIl Cinta Manis held a demonstration at the
office of the Governor of South Sumatra Province, they demanded that the local government help
resolve land dispute problems as well as farm labor wages that have not been paid by the company.

According to the head of the Ogan Ilir Peasant Movement, said that this land dispute has been
going on for a long time. His party has also attempted joint mediation with the district government,
but has not yet received confirmation of the dispute. Therefore, the community hopes that the
government can immediately mediate and re-measure the land claimed by PT Perkebunan
Nusantara (PTPN) VII Cinta Manis. Based on this description, this research will discuss how to
mediate land disputes between PT Perkebunan Nusantara (PTPN) VII Cinta Manis and farmers in
Rengas Village, Ogan Ilir Regency, Sumatera Selatan Province.

LITERATUR REVIEW

Disputes are defined by The Permanent Court of International Justice (PCIJ) and International
Court of Justice (ICJ) as disagreements in law or facts, views of conflict, or differences in interests
between the disputing parties. The definition of this dispute was put forward in the case of the
Mavrommatis Palestine Concessions. J.G Merrills has almost the same definition. J.G Merrills
states that a dispute is a special disagreement regarding facts, laws or policies in which a claim or
statement from one party is responded to with rejection, counter-claim or rejection by another party.
Based on these two definitions, it can be interpreted that a dispute is an issue regarding a matter of
fact, law or politics in which a party's claims or statements are rejected, countered or denied by the
other party. An dispute will become a dispute if the party who feels aggrieved has expressed his
dissatisfaction in concrete actions such as making complaints and lawsuits to the authorities. To
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prevent this, an effective dispute resolution pattern is needed.

Settlement of land disputes that often occurs in Indonesia tends to use a litigation mechanism,
namely settlement through courts, so that the end result of these disputes is often in favor of
companies and people who have legal documents in the form of land certificates. This legal
document proves ownership or rights to management over land areas. This often disadvantages the
people and farmers who generally do not and do not have a certificate for the land. The people and
farmers only have customary evidence such as stories or testimonies which are not recognized by
the court. Based on this incident, according to Sudrajat in the journal entitled Aspirasi Reformasi
Hukum dan Penegakan Hukum Progresif Melalui Media Hakim Perdamaian Desa (Aspirations of
Legal Reform and Progressive Law Enforcement through the Media of Village Peace Judges) stated
that dispute resolution is not always measured through a normative perspective, but it requires
consideration and wisdom, so a persuasive and accommodative media is needed.

Based on the description above, according to Alting (2013), land dispute resolution is
adjusted to the style and characteristics of the dispute itself. According to him, the original cultural
view of the Indonesian people prioritizes peace, harmony, mutual cooperation, mutual assistance
and tolerance, is a basic concept in dealing with a dispute, the settlement is not directly to court
(litigation) but usually takes a family way outside the court, namely mediation. The mediator assists
the parties in reaching consensus. It is the parties who form their agreement. The mediation process
is categorized by Riskin (1987) as an informal process. According to Riskin (1987) mediation is an
informal process in which a neutral third party helps others resolve their problems but does not have
the power to force a solution.

Mediation is a form of dispute settlement that is held outside the court, where the disputing
parties request or use assistance from a neutral third party to help resolve disputes between them.
This statement is almost the same as that put forward by Fuady. According to Fuady (2003)
mediation is a process of dispute resolution in the form of negotiations to solve problems through a
neutral and impartial external (third) party, to help find a solution in resolving the dispute
satisfactorily both parties. This mediation is different from other alternative forms of dispute
resolution such as negotiation or arbitration, because in this mediation apart from presenting a
neutral mediator, in theory it is built on several philosophical foundations such as:

1. Confidentiality

Confidentiality, namely: Insights into everything that occurs in meetings organized by
mediators and disputants (warring parties) is confidential and may not be broadcast to the public or
the press by either party.

2. Voluntariness

Voluntariness, namely: each disputing party (disputatns) comes to mediation on their own

accord voluntarily and there is no coercion from outside parties.
3. Empowerment

Empowerment, namely: the assumption that people who want to come to mediation actually

have the ability to negotiate their own problems and can reach the agreement they want.
4. Neutrality

Neutrality, namely: the role of the mediator is only to facilitate the process and its contents
remain the property of the disputants (warring parties), while the mediator only controls the process.
In mediation, a mediator does not act like a judge and jury who decides whether one party is right or
supports the opinion of one of them, or imposes an opinion and resolution on both parties.

5. Unique Solution

Unique solution, namely: the solution generated from the mediation process does not have to
comply with legal standards, but is produced from a creative process and therefore the results may
be more.

The above statement was made by Ruth Charlton, quoted by Spence and Brogan (2006: 84-
85). This opinion was also expressed by Goodfaster (1997), which defines mediation as a process of
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negotiating a problem-solving in which outside, impartial, neutral parties work with disputing
parties to help them reach a satisfactory negotiation agreement. This opinion is corroborated by the
statement of Faulkes (1999) which defines mediation as follows: Mediation involves a third party
intervening in a dispute to assist the parties in reaching an agreement. Both parties must agree to the
mediator’s intervention, which can be appointed by the authorities, or approached by the parties.

Broadly speaking, the two experts have the same understanding of the concept of mediation,
therefore it can be said that mediation is a problem-solving process that uses an impartial and
neutral third party to work to assist the disputing parties in reaching a mutual agreement that
satisfies all parties. Neutrality in dispute resolution is also contained in the definition of mediation
put forward by Folberg and Taylor as follows: a process whereby participants, together with the
help of a neutral person or persons, systematically isolate dispute issues in order to develop options,
consider alternatives, and reach a consensual resolution that will accommodate their needs.
Mediation was also formulated by Moore under the title The Mediation Process Strategic for
Resolving Conflict, as an intervention in a dispute or negotiation by an acceptable, impartial and
neutral third party who does not have the authority to make decisions in helping the disputing
parties in an effort to achieve voluntary agreement in resolving the disputed problem. Acceptability
means that the disputing parties allow the third party to be involved in the dispute and assist the
parties to reach a settlement. This acceptability does not mean that the parties always wish to do or
fully accept what is stated by the third party. This definition of Mediation was strengthened by
Boulle who said that the decision-making process of the disputing parties would be assisted by a
third party, namely the mediator. The mediator only assists the disputing parties to reach a decision
agreed upon by the disputing parties but does not have the authority to make decisions about the
contents of the agreement.

The ideal mediation process must meet several parameters as a reference. These parameters
according to Bretherton are as follows:

a. The mediator does not have the authority to make decisions about the contents of the
agreement, but only on the process.
The mediator makes no recommendations about the results
Evidence rules do not apply
Decision-making rest with principals (or their respresentatives in special circumstances)
Its main objective is an honest and thorough discussion of issues, and the principles of
negotiation.

f. The mediator, whatever conclusions mediator may reach or reach about the dispute,

must avoid taking sides.

Based on the parameters put forward by Bretherton, the mediator does not have the authority
to make decisions about content, only in the mediation process. A mediator does not provide
recommendations on the results achieved by the disputing parties. Provisions and regulations
relating to evidence cannot be used. The final decision depends entirely on the disputing parties.
Finally, and most importantly, a mediator must be neutral and not take sides in any conclusions that
the disputing parties will reach.

o o0 o

METHODOLOGY

The method used in this research is a descriptive qualitative method. According to Bogdan
and Taylor, qualitative research is a research procedure that produces descriptive data in the form of
written or oral words from people and observable behavior directed at the background and
individual holistically (whole). The analysis technique used in this study is a qualitative method
with descriptive research techniques. Miles and Huberman (1984) in Sugiyono argued that data
analysis in qualitative research carried out interactive activities and continued until complete. Data
analysis is very important in a study in order to provide answers to the problems studied, before
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data analysis is performed, data collection is first carried out, then analyzed qualitatively and
interpreted logically and systematically. This research uses descriptive research to examine how the
mediation of land disputes between PT Perkebunan Nusantara (PTPN) VII Cinta Manis and farmers
in Rengas Village, Ogan Ilir Regency and the factors that contribute to the mediation process. This
descriptive research was conducted to describe these phenomena. The data collection technique
used to analyze the mediation of land disputes between PT Perkebunan Nusantara (PTPN) VII Cinta
Manis and Rengas Village Farmers in Ogan Ilir Regency used interviews, observation, and
documentation.

RESULT AND DISCUSSION

Mediating land disputes between PT Perkebunan Nusantara (PTPN) VII Cinta Manis
and farmers in Rengas Village, Ogan Ilir Regency, Sumatera Selatan Province.

Disputes can happen to anyone and anywhere. Disputes can occur between individuals and
individuals, between individuals and groups, between groups and groups, between companies and
companies, between companies and countries, between countries. Disputes can be public or civil in
nature and can occur either locally, nationally or internationally. To resolve these dispute cases, it is
carried out through mediation.

Based on the Regulation of the Minister of Agrarian and Spatial Planning / National Land
Agency Number 11 of 2016 concerning Settlement of Land Cases, the dispute resolution process
begins with a public complaint report in the form of a mediation request submitted to the Regency
Land Office where the dispute occurs. Furthermore, the request for mediation is forwarded to the
subsection of Dispute, Conflict and Land Case Handlers with Disposition from the Head of the
Land Office to settle the complained case. Mediation activities are carried out based on the
agreement of the disputing parties in accordance with Article 38 paragraph (1) of the Regulation of
the Minister of Agrarian Affairs and Spatial Planning / Head of the National Land Agency of the
Republic of Indonesia No.11 of 2016 which reads: If the parties are willing to carry out the
mediation as referred to in Article 37 paragraph (1), then the mediation shall be carried out based on
the principle of deliberation to reach a consensus for the benefit of all parties.

After a request for mediation comes into the Land Office. The Land Office collects data and
information regarding the land dispute that is being filed so that the case can be identified whether
the dispute case is under the authority of the National Land Agency or the authority of the Regency
Government or other ministries. Once identified, the National Land Agency will summon the
disputing parties. Summoning of the two disputing parties is useful for assessing the roots and
history of the dispute; this is done to determine the factors of a dispute. Summons to the two
disputing parties must be scheduled so that both parties meet and show each other evidence that the
disputed land belongs to them. This evidence is in the form of documents, certificates, measuring
letters, and hereditary mastery, as well as oral complaints made by the public.

Disputes related to land, especially in the plantation sector on the island of Sumatra, have
never subsided. The results of a study conducted by CARE LPPM IPB (Sumardjo, 2008) in several
plantation company locations in Sumatra show that the current conflicts in plantation areas are the
result of previous conflicts that have not been resolved. This dispute has roots in land ownership
rights. The dispute cannot be resolved because the parties in charge of resolving it do not start from
the root of the land dispute problem.

In the land dispute case between PT Perkebunan Nusantara (PTPN) VII Cinta Manis and
residents of Ogan Ilir Regency based on evidence that on December 29, 2009, the South Sumatra
Land Agency issued a letter stating that the area of PT Perkebunan Nusantara (PTPN) VII Cinta
Manis in Ogan llir who has the right to cultivate (HGU) is only 4,881.24 hectares (ha). Their
principle permit covers an area of 20 thousand ha. Based on this evidence, the Land Agency as the
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mediator only provides a recommendation that the right to cultivate must be resolved first with the
community. This recommendation was not accepted by PT Perkebunan Nusantara (PTPN) VII
Cinta Manis because the company felt that they owned the land from 1981.

The land dispute between PT Perkebunan Nusantara (PTPN) VII Cinta Manis versus farmers
in Rengas village, Ogan Ilir Regency, South Sumatra Province is not only part of a structural
conflict stemming from economic and development interests but about an imbalance of sense of
justice. Inequality in the sense of justice in society is one of the causes of disputes. A dispute that is
not resolved will lead to contention. The dispute resolution that has recently been used in various
fields is mediation. Mediation is basically an effort to resolve disputes between the parties by
mutual agreement through a mediator who is neutral, and does not make decisions or conclusions
for the disputing parties, but supports the facilitator to carry out dialogue between the disputing
parties to reach a consensus.

In the land dispute case between PT Perkebunan Nusantara (PTPN) VII Cinta Manis, the
mediation had a long process. This long settlement process is because the disputing parties do not
want to give way to one another. Land dispute resolution in Ogan Ilir Regency will generally be
processed through court channels; this is because the two parties have never agreed to take the
mediation. The land dispute case between PT Perkebunan Nusantara (PTPN) VII Cinta Manis and
farmers in Rengas Village, Ogan llir District, South Sumatra Province has experienced ups and
downs of disputes. The community had stopped fighting or fighting for their land. However, in
2009, the people of Rengas Village again organized themselves to reclaim their land. This dispute
happened again because there was no agreement to take mediation.

Mediation is the settlement of land disputes through peaceful means in the form of
deliberation and consensus carried out by mediators, namely the government through the National
Land Agency and the Provincial Government of Sumatera Selatan. Based on the concept of
mediation, the farmers in Ogan llir took the right action by asking the Sumatera Selatan Provincial
Government to mediate the dispute that occurred between the farmers and PT Perkebunan
Nusantara (PTPN) VII Cinta Manis. However, the dispute between the residents of Rengas Village
and PT Perkebunan Nusantara (PTPN) VII Cinta Manis has not been resolved until now. This needs
to be studied further regarding the resolution of disputes which even though it has been mediated,
there are still further conflicts. The dispute mediation analysis between PT Perkebunan Nusantara
(PTPN) VII Cinta Manis and residents of Rengas Village was carried out by examining the
Volunteerism of the disputing parties, empowerment in determining agreement options, mediator
neutrality, confidentiality of information related to disputes and solutions offered by the mediator so
that the parties those who dispute reconcile. The following is the discussion:

1. Volunteer

Conciliation made in the mediation process is very difficult to do because the mediation
process will work if the disputing parties are willing to do so voluntarily. Dispute resolution is
indeed difficult to do, but that does not mean that it is impossible to materialize. The main asset of
settlement through mediation is the willingness and good faith of the disputing parties to end the
dispute between the two disputing parties. This good faith in the mediation process is considered
important because mediation will be carried out if the disputing parties voluntarily ask a third party
to mediate the dispute.

The willingness of the parties to meet in a mediation process shows that both parties are in
good faith to resolve the dispute amicably. In the case between PT Perkebunan Nusantara (PTPN)
VII Cinta Manis and farmers in Rengas Village, Ogan Ilir Regency, only one party wanted peace.
Therefore, land dispute resolution cannot be resolved completely, this is because many parties are
authorized to carry out their respective duties and functions so that good faith from all parties is
needed to resolve them peacefully. All parties involved in the PT Perkebunan Nusantara (PTPN)
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VII Cinta Manis case should voluntarily agree to a mediation process that will be carried out so that
all parties' wishes are fulfilled fairly.

2. Empowerment

The position of the parties in the mediation, is placed as an active participation in the
decision-making process and allows them to participate directly in resolving their disputes for their
interests in the future. In informal mediation, the parties are given the opportunity to express their
emotions by trying to find the identity of their fundamental interests, to then simplify their
emotional confusion. The principle of empowerment is based on the assumption that people who
are willing to come to mediation actually have the ability to negotiate their own problems and can
reach the agreements they want. The ability of the disputing parties must be recognized and
respected, therefore the solution or solution should not be forced from outside. Dispute resolution
must arise from empowerment of each party, because it will make it more possible for the parties to
accept the solution.

Before a mediator is appointed and processes the mediation, the mediator needs to ensure that
the parties have met the predetermined requirements. The parties to a dispute must be involved in
mediation. Involvement of the disputing parties in the mediation process is being able to negotiate
independently to bring up the roots of the dispute they are experiencing and submit ideas or options
for a way out of solving their case. The parties must be able to make their own bids according to the
expectations of each of the parties to the dispute.

In the land dispute case between PT Perkebunan Nusantara (PTPN) VII Cinta Manis, the
disputing parties were empowered by the Regional Office of the National Land Agency of Sumatera
Selatan Province. The disputing parties were given the opportunity to negotiate and offer offers to
resolve the land dispute case between PT Perkebunan Nusantara (PTPN) VII Cinta Manis and
residents of Rengas Village. The bid ideas were expressed by the residents of Rengas Village
regarding the return of their land from PT Perkebunan Nusantara (PTPN) VII Cinta Manis. This
option was also brought by the community to Jakarta. On July 16, 2012, at the Ministry of BUMN,
a discussion was also held. The meeting was attended by the Secretary of the Ministry of BUMN
and Deputy Minister for Primary Business. Empowerment to submit bids made by both sides did
not find common ground. This is because there is no agreement between the two parties so that even
though the offers have been submitted, the results of the mediation failed to reach an agreement and
this dispute case continues until now.

3. Neutrality

Land dispute resolution through mediation is very dependent on the neutrality of the mediator.
Mediation provides an opportunity for the parties to take the role of taking the initiative, in order to
resolve disputes that arise assisted by third parties. The principle of mediation must share a win-win
solution so that the disputing parties feel that there are no winners and losers. Based on this, the
mediator must have neutrality so that the mediator does not take sides or does not interfere in any
decisions made by the disputing parties. The mediator can develop and offer dispute resolution
options. These dispute resolution options are considered by the disputing parties as an alternative
dispute resolution that will be a solution taken by both parties. The alternative settlement options
offered by the mediator are expected to be able to accommodate the interests of the disputing parties
so that the disputing parties can reach an agreement without either party feeling victorious or party
feeling lost.

In the case of PT Perkebunan Nusantara (PTPN) VII Cinta Manis with residents of Rengas
Village, the neutrality of the officials who were requested to act as mediators needs to be
questioned, this is due to the shooting of residents so that one victim died. The settlement of land
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disputes in Rengas Village has experienced a lack of neutrality by the state apparatus, especially the
Police, causing casualties. If the police are neutral in securing the condition of the village, the land
dispute that occurs will not escalate into a new conflict so that the village conditions are
increasingly not conducive to mediating between the disputing parties. The neutrality of
government officials in resolving land disputes needs to be fostered because officials who do not
take sides with any party will produce an agreement option that benefits all parties.

4. Confidentiality

Confidentiality is one of the principles applied in the implementation of mediation.
Confidentiality is understood that everything that happens in the mediation process must not be
broadcast to other publics who are not related to the dispute in other words that mediation is closed
so that not everyone can participate in the negotiation process so that the bids recommended by the
parties to the dispute can kept strictly confidential.

The principle of confidentiality in mediation is often a dilemma when it comes to land
disputes. The principle of confidentiality is a principle that must be maintained in the mediation
process in the business world and in the divorce process. Confidentiality of these two mediation
processes is needed because it maintains a good name and a relationship that is likely to become
bad if the disgrace of the disputing parties is brought up in public. Mediation in business disputes
and divorce cases upholds the principle of confidentiality but is different from land dispute cases.
The principle of confidentiality in the land dispute mediation process needs to be considered what
information needs to be kept confidential. Confidentiality of information that PT Perkebunan
Nusantara (PTPN) VII Cinta Manis' s permits for business use rights (HGU) are only 4,881.24
hectares (ha) may not occur because the community has the right to know whether their land is
included in the area of PT Perkebunan Nusantara (PTPN) VII Cinta Manis or not. This information
is very important for the public to know in order to guarantee their rights so that new conflicts do
not occur.

5. Unique Solutions

Land dispute resolution through mediation has recently been used as a way out to reconcile
the disputing parties, this is because mediation offers a unique solution to the disputing parties. A
unique solution is understood as a solution that does not have to be in accordance with legal
standards, but can be generated from the creative process of the mediator who concocts alternative
solutions that have been negotiated by the two disputing parties to benefit both parties.

Settlement of land disputes through mediation in the Sumatera Selatan Province can not only
be carried out by the Regional Office of the National Land Agency of Sumatera Selatan Province, it
can also be carried out by the Regional Government where the land dispute is submitted. Based on
this, farmers in Rengas Village, Ogan Ilir Regency can propose a mediation process to the Regional
Office of the National Land Agency of Sumatera Selatan Province, the Land Office of Ogan Ilir
Regency, or the Regional Government of Ogan Ilir Regency can even propose a mediation process
to the Regional Government of Sumatera Selatan Province because Ogan Regency llir belongs to
the Sumatera Selatan Province.

Based on the research results, the conflict between PT Perkebuanan Nusantra (PTPN) VII
Cinta Manis caused a lot of losses, both physical and material losses. The loss was due to clashes
between residents and members of the Mobile Brigade. This conflict started with the police officers
who guarded the disputed location. The Sumatera Selatan Regional Police Mobile Brigade
personnel conducted an operation to residents' houses, resulting in clashes between residents and
the Police. This incident resulted in the shooting of a 12 years old boy named Angga Darmawan.
This incident did not make residents trust the police, so the community asked the Sumatera Selatan
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Government for help to mediate the case. After a request for mediation from the farmers in Rengas
Village, Ogan llir District, made the Regional Government of Sumatera Selatan Province as the
mediator.

The mediation carried out by the Governor of Sumatera Selatan has produced a unique
solution, namely that there is no partiality for the two disputing parties. The solution taken in this
case is re-measurement by the National Land Agency. This measure is within the authority of the
National Land Agency. This authority will decide whether the land in dispute belongs to PT
Perkebunan Nusantara (PTPN) VII Cinta Manis or to residents of Rengas Village. This re-
measurement process will produce a decision that will resolve the dispute case or add a new
conflict, this depends on the agreement between the two parties to the dispute. The demands
generated by a conflict are not all fulfilled. Sometimes the resulting demands are very difficult to
fulfill, therefore there must be an agreement that binds both parties so that the disputed case does
not lead to new conflicts.

CONCLUSION

In principle, any mediation process must first be based on volunteerism and the good faith of
the parties, both the plaintiff and the defendant, to resolve disputes between them. The role of the
mediator captures the wishes of the disputing parties. Mediation will work best if the mediator can
build trust and be neutral in resolving land disputes. Suggestion to the disputing parties is to be
actively involved in the mediation process. It is recommended that judges and mediators be
optimized to realize mediation efforts that result in a peace agreement.
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INOCEPEJHULTBO ¥ 3EMEJ/IbHUX CYIIEPEYKAX
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BupimenHs cynepedok Mix cy0’€KTaMH €KOHOMIYHHMX BITHOCHMH — aKTyaJlbHE MHUTaHHS, 10
noTpedye TEOPETUUHOTO BUBYEHHS Ta MPAKTUYHOTO J0CBiAy. OCHOBHUM KaIlliTajlOM BpPEryIIOBaHHS
CYNEpeYOK IIIIXOM MOCEPEJHHUIITBA € J0OpPOCOBICHICTH CTOpPIH Ta iX TOTOBHICTH MPUIHHUTH
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cynepedky. MEeTO [bOro MOCHI/DKEHHS € aHali3 TOCEPeIHHMIBKUX il IM0J0 3eMelbHUX
cynepeuok Mixk PT Perkebunan Nusantara (PTPN) VII Cinta Manis ta Rengas Village Farmers,
Ogan Ilir Regency, mpoginuii IliBgerna Cymarpa. Metoa AOCTIIKEHHS € ONHUCOBUM SIKICHUM
METOJIOM. BUKopHCTOBYBalIUCS METOIU 300py aHUX 3a JOMOMOTOK) CIIBOECI, CIIOCTEPEKEHb Ta
JOKyMeHTaIlii. BUCHOBKM IIbOTO MOCIIIDKCHHS CBigYaTh MO Te, IO IOCEPEIHUK HE BUPIIIYE
MUTAHHS TIOJO0 3€MENbHUX CYMEPEeUOK, a MOCEPEIHUIITBO Ma€e HE3HAYHI IMIAHCU NMPUMHPUTH ABI
cTopoHH B cynepeuni. Pakropamu, IO BU3HAYAIOTH YCIIX TMPOLECY TOCEPEAHUIITBA, €
JTOOPOBUTBHICTh TMPOBENCHHS TOCEPEIHUIITBA, KOH(DIMCHIIWHICT, Ta HEUTPANIBHICTH MeAiaTopa.
BUCHOBOK 3 JOCIIDKEHHS TOJISITae B TOMY, IO MOCEPEIHUIITBO MAaTHME YCIIX, SKIIO CTOPOHHU
JOOPOBUTFHO TIOTOJDKYIOTBCS HA IOCEPETHUITBO, a MEIIaTOp MOXKe OyTH HEUTpaIbHUM Y
BHPIIICHHI CYNIEPEUKH.
Kiro4oBi ci1oBa: nocepeHUIITBO, CYNIEPEUKH, 3eMJIs, ITaHTAIliifHI KOMIaHii.

MHOCPEJHUYECTBO B 3EMEJIBHBIX CIIOPAX
MEXAY PT PERKEBUNAN NUSANTARA (PTPN) VII CINTA MANIS
M RENGAS VILLAGE FARMERS, OGAN ILIR REGENCY B IO KHOM CYMATPE

Ellyza Octaleny Endang Larasati
Universitas Diponegoro Universitas Diponegoro
Semarang, Indonesia Semarang, Indonesia
Sri Suwitri Kismartini
Universitas Diponegoro Universitas Diponegoro
Semarang, Indonesia Semarang, Indonesia

Pemenue cropoB Mexay CyObeKTaMH SKOHOMHYECKHX OTHOIIEHHH — aKTyalbHBIA BOIIPOC,
TpeOYIOLMIT TEOPETUYECKOI0 H3Y4YEHUS U IMPAKTUUYECKOro ombiTa. OCHOBHBIM KaIllUTaJIOM
YPEeryJlIMpOBaHUs CIIOPOB ITyTEM MOCPEIHUYECTBA SIBISIETCS JOOPOCOBECTHOCTh CTOPOH M HX
TOTOBHOCTh ~ MpPEKpaTHTh crop. Llenblo  HacTosero HcCiaeOBaHUS  SBISETCA — aHAIU3
MOCPEAHUYECKUX JIeHcTBUM 1O 3eMenbHbIM criopam Mexay PT Perkebunan Nusantara (PTPN) VII
Cinta Manis u Rengas Village Farmers, Ogan Ilir Regency, nposunuuu lOxunas Cymarpa. Metoa
WCCIIEIOBAHMS SIBJISIETCS] OTMCATENFHBIM Kaue€CTBEHHBIM METOJIOM. VCIob30BaIuCh METOIbI cOopa
JaHHBIX C IIOMOINBIO coOeceoBaHUM, HaOMIOJEHMH U JOKyMEHTauuu. BbIBoIbl 3TOro
UCCIIEJOBAaHHS CBUIETEIBCTBYIOT O TOM, YTO ITOCPETHHUK HE PEIIaeT BOIPOC O 3eMENbHBIX CIOPAX, a
MOCPETHUYECTBO MMEET HE3HAUMUTENbHbIE LIAHCHl MPUMHUPUTH JIBE CTOPOHBI B criope. PakTopamu,
ONPEACISIIONIMMHY  YCIIeX TIpoIiecca IMOCPEIHUYECTBA, SBIAETCS IOOPOBOJIBHOCTH IPOBEICHUS
MOCPETHUYECTBa, KOH(PUIACHIIMAIBHOCT U HEHTpalbHOCTh MenuaTtopa. BeIBoa W3 mcciieoBaHUS
3aKJII0YaeTCs B TOM, 4YTO IOCPETHHYECTBO OyIeT HMMETh YCHeX, €CIM CTOPOHBI J0OPOBOJBHO
COIJIAIIAIOTCS HAa MOCPEIHUYECTBO, a MEIUaTop MOXET ObITh HEWTpaJbHBIM B Ipoliecce
pa3pernieHus cropa.

KiroueBbie cjioBa: MocpeAHUYECTBO, CIIOPHI, 3€MJIs, INITAHTALUOHHBIE KOMITAHUH.
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Abstract. The article considers the results of using the method of critical foresight
technologies in relation to the agricultural sector at the regional level, considering the region as a
subject of competitive processes in the context of globalization. The purpose of the study is to
determine the critical technology in the agro-industrial complex at the regional level, capable of
implementing the final phase of Foresight to affect the industry, markets, environment and
ultimately — the competitiveness of the region. Outlining the scope of foresight, the author considers
the following key issues in this area, which are: agri-environmental condition of land, social issues
— job creation in rural areas, ensuring food production for the population, necessary for medical
standards and affordable prices. The research of foresight is focusing on the trends of innovation in
the field of science and technology. The results of research have shown that the technology of
grazing dairy herds can become a critical technology, a potential factor in the revival of animal
husbandry in the region. This approach will solve the problem of maintaining soil fertility as a key
competence in the development of the region's agricultural and industrial complex, necessary for
high yields of crops, and will solve social problems with job creation, providing food in accordance
with medical standards, dairy market development.

Key words: foresight, future forecasting, critical technologies, communication.
JEL Classification: C53, Q24, O13.

INTRODUCTION

In modern science, there are many methods and technologies of economic forecasting, which
with varying degrees of possibility can represent real picture of the future. They are widely
covered in the world scientific literature. In world practice, foresight technology, which means
“prediction” in English, is designed to study the future or as a forecast of the future development of
economic activities, is considered as an effective forecasting tool. Most authors consider the use of
foresight at the national, global level, devoted to theoretical and methodological aspects. The lack
of experience in practical application as an effective tool is one of the problems in increasing the
competitiveness of regions in the current conditions.
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LITERATURE REVIEW

The economic literature reveals various aspects of foresight technology, in particular, the
European Association for Technology Transfer, Innovation and Industrial Information (CORDIS)
describes in its program materials as follows: Foresight includes actions focused on thinking,
discussing and outlining the future, The Australian Innovation Center defines foresight as a
systematic reflection on the future and impact on the future (Akhmetzhanova et al.).

According to many scientists, B. Martin proposed classic definition of this technology: “the
process associated with a systematic attempt to look into the distant future of science, technology,
economics and society to identify areas of strategic research and technology that are likely to bring
the greatest economic and social benefits” (Kuklina, 2007); L.M. Hochberg, Russian professor,
believes that “Foresight is a system of methods for expert assessment of long-term prospects for
innovative development” (Sizov, 2012); director of German Center for Future Research and Forsyth
IS K. Kuls, points out that Forsyth - is not only “the choice of winners” in research and technology,
such as strategically important areas of research, technology, but also the choice of “losers” — those
areas that will not develop (Sizov, 2012).

The unsolved part of the general problem is insufficient study of the practice of “critical
technologies” that can apply one of the defining differences of foresight from other methods - to
influence the future, try to shape it, use it for active event management and develop practical
measures to motivate civilians, institutions.

PAPER OBJECTIVE

The purpose of this work is to determine the critical technology in the agro-industrial complex
at the regional level, which in the implementation of the post-foresight phase can affect the
production of the industry, market, environment and ultimately — the competitiveness of the
agricultural sector.

METHODOLOGY

To substantiate the theoretical positions and reasoning of the conclusions general scientific
methods are used, including system, abstract-logical approach, as well as methods of formalization,
analysis and synthesis of information, comparative analysis and expert assessments, graphical
visualization of factual information.

RESULT AND DISCUSSION

The term critical technology is understood by Bimber and Popper with RAND as a factor /
evaluation criterion in specific areas, thus linking technology to the production process of any
particular product. In this case, the definition of “criticality” is understood not as a characteristic of
the technology itself, but as a quality inherited in the product that was obtained at the output, as a
result of using a particular technology (European Foundation for the Improvement of Living and
Working Conditions, 2003). Research of critical technologies can be carried out not only in the field
of technology, but also to apply these methods in the social and economic sphere. However, this
requires the development of new, improved criteria for determining what is considered critical. For
critical technologies, these criteria are as follows. Critical technologies must:

- correlates with the political course and decision-making;

- clearly divide what is considered critical (advanced) and non-critical in technology;

- get a reproducible result, which can later be used in other areas and not very competent
people (European Foundation for the Improvement of Living and Working Conditions, 2003).
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We chose the regional Foresight, because the competitiveness of the region means the ability
to perceive global development trends, adapt to them and adapt them to themselves in such a way as
to engage in global processes without destroying internal integrity and preserving their national and
cultural identity (Kalyuzhnova, 2008).

The areas, where Foresight can be applied, can vary. Based on the list of fixed calls and
threats, we can determine the scope of the foresight. As such an area, we choose the region's agro-
industrial complex. Outlining the scope of foresight, it is impossible not to touch on such key issues
in this area, where the agricultural and environmental condition of land is closely linked with the
specifics and features of land resources as a means of production. Moreover, it is a key competence,
the main wealth of the region; social issues — job creation in rural areas, ensuring the production of
food for the population, necessary for medical standards and at affordable prices, changing the
pricing policy for agricultural products and the market. All these aspects are directly related to the
meaning of the term “competitiveness” for the region. Elimination of unemployment, a decent
standard of living for the population as one of the key participants, profitability for business, budget
deficit, investment attractiveness for regional authorities — these are the project participants whose
consent must be obtained (Kalyuzhnova, 2008).

Ukraine is among the ten largest grain exporters in the world. It ranks the first place in
sunflower seeds and oil export. In the context of globalization and food problem exacerbation in the
world, Ukraine will increase markets. It can realize created opportunities in order to integrate onto
the globalized market with dignity. According to the President of the Ukrainian Agrarian
Confederation L. Kozachenko, the world community sees Ukraine as a source of food production in
the long run for 500 million people, including 45 million people in Ukraine. However, there are
risks in which these opportunities may not be realized. In 2013, Zaporizhzhia region was at the fifth
place for the production of sunflower seeds and winter wheat in Ukraine. In 2018 Zaporizhia region
was not in the top ten for wheat production in accordance with the results of agricultural production.
However, it ranked the 9th among the regions of Ukraine for sunflower production (State Statistics
Committee of Ukraine, 2019).

Internal analysis has shown that in the current state of affairs in the agricultural and industrial
complex, the region risks to lose its main key competence in the coming years, land fertility,
namely. According to the State Agency of Land Resources in the Zaporizhzhia region, 1545.5
thousand hectares of surveyed arable land in the region have different percentages of humus
(Tsybrov, 2012):

a) 1.3 thousand hectares have a humus content in the arable layer of more than 5.0%;

b) 83.0 thousand hectares — from 4.1 to 5.0%;

¢) 520.0 — from 3.1 to 4.0%;

d) 771.4 — from 2.1 to 3.0%;

e) less than 2% of humus - 169.8 thousand hectares.

In such conditions, 85-90% of the crop yield is obtained due to the natural fertility of grants
and only 10-15% is obtained due to fertilizers. There is an acute deficit of humus and mineral
nutrients of plants. In 2010 — 2012, the negative balance of humus in the region reached 712 kg / ha
on average. It can fluctuate in areas from 500 to 800 kg / ha (Markin et al., 2011). In 2018, the
average negative balance of humus reached 780 kg / ha (Soils Protection Institute of Ukraine,
2019).

This situation has developed as a result of a catastrophic decline in mineral and organic
fertilizers against the background of increased production of cereals and sunflower. In 2018, the
application of organic fertilizers amounted to only 137.8 thousand tons, which is 78 times less than
in 1990 (Fig. 1). In 1990, 151.6 thousand tons of mineral fertilizers were applied to crops of all
kinds of plants. In 2000 only 10 thousand tons were applied. Mineral fertilizers were applied at the
level of about 20 thousand tons from 2002 to 2005. Starting from 2016, the application of mineral
fertilizers exceeded the level of more than 50 thousand tons. It amounted to 67.3 thousand tons in
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2017. In 2018 it amounted to 91.4 and 109.8 thousand tons, respectively (State Statistics Committee
of Ukraine, 2019).
12000
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Figure 1. Application of mineral and organic fertilizers and grain production in the
Zaporizhzhia region in 1990 — 2018

Source: State Statistics Committee of Ukraine, 2019.

Agricultural lands in the region are in crisis, there is a decrease in soil fertility due to the loss
of humus and basic plant nutrients. The shortage of organic fertilizers has developed as a result of a
sharp reduction in the number of cattle. On January 1, 2018, the number of cows in agricultural
enterprises in the region is about 7.1 thousand heads. It is only 2.2% out of the 1991 amount (State
Statistics Committee of Ukraine, 2018-2019). There is a reduction in livestock production. So it
happened because it is unprofitable to produce it. Table.1 approves this.

Table 1
The results of the sale of milk in the Zaporizhzhia region
Year
Indicator
2010 2016 2017 2018
The cost of 1 quintal, UAH 249,81 440,90 553,85 691,29
The average selling price of 1 quintal, UAH 280,59 501,74 705,06 732,77
The level of profitability (loss),% 12,32 13,80 27,30 6,00

Source: State Statistics Committee of Ukraine, 2019.
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In 2018, the profitability of milk production was about 6% (Table 1), the loss of cattle for

meat was 45,16 % (Table 2).

Table 2
The results of the sale of beef in the Zaporizhzhia region
Year
Indicator
2010 2016 2017 2018
The cost of 1 quintal, UAH 528,50 691,23 045,86 917,00
The cost of 1 quintal, UAH 33,26 200,09 266,30 051,23
The level of profitability (loss),% -38,94 -29,04 -38,10 -45,16

Source: State Statistics Committee of Ukraine, 2019.

As the production of milk and beef is unprofitable, region’s agricultural producers prefer the
production of crop products: wheat and sunflower.
Table 3 shows that since 2008 the share of crop production exceeds 70%.

Table 3
The structure of agricultural products in the Zaporizhzhia region
Year 1995 2000 | 2005 | 2006 | 2007 | 2008 | 2009 | 2010 2016 | 2017 | 2018
Crop
production, 552,7 | 556,8 | 772,8 | 664,5 | 557,2 | 770,0 | 772,5 | 880,3 | 885,6 | 887,3 | 885,0
%
Livestock 4473 | 4432 | 227,2|3355| 4428 |330,0 | 2275 | 1197 | 1144 | 1127 | 1150
products, %

Source: State Statistics Committee of Ukraine, 2019.

In 2018 the share of livestock products decreased to 15.0%. In addition to the environmental
problem the existing disproportion in the development between animal husbandry and crop
production has created a number of social problems. The contraction of the livestock sector has led

to rising rural unemployment.

Milk production has decreased by more than 24 times from 1990 to 2018 (State Statistics
Committee of Ukraine, 2019). The recommended consumption of milk and dairy products is 392 kg
per head per year. Milk production per capita is declining. In 1995, 280 kg of milk was produced
per head. 200 kg of milk was produced in 2004. In 2018 142 kg of milk was produce. The fund of
consumption of milk and dairy products in the region decreased from 436.5 thousand tons in 1995
to 320.9 thousand tons in 2000 (Prokopenko, 2017-2019). Since 2001, there has been an upward
trend. Over the last twenty years the consumption fund has averaged about 300.0 thousand tons per
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year. In 2018 consumption of milk and dairy products amounted to 175 kg per head per year. This is
much lower than the recommended norm (Prokopenko, 2017-2019).

Compared to the indicators of developed European countries, this tendency is becoming
dangerous to public health. For example, in France, one person consumes about 400 kg of dairy
products per year; residents of the Scandinavian countries, Sweden, Denmark and Finland namely,
consume more than 500 kg of milk per year (Krylova, 2011).

Analysis of beef consumption shows that the production of beef and veal per head decreases
from 21 kg in 1990 to 6 kg in 2010 — 2018. Corresponding to the scientifically substantiated
nutrition, the rational norm provides consumption of 82 kg of meat a year by one person. 32 kg
(39%) of beef is the amount consumed by one person. Consumption of meat and meat products per
head in the Zaporizhzhia region is much less than the norm (Prokopenko, 2017-2019). In 2018, the
fund of meat consumption per head amounted to 54.9 kg per year. The volume of milk and beef
production depends on the number of cattle, including cows. According to statistics (State Statistics
Committee of Ukraine, 2018-2019), the number of cattle is declining every year in the Zaporizhzhia
region. The logical solution to the problem of low profitability of milk production is to reduce its
cost by reducing the most expensive items. Calculations show that in 2018 the largest share in the
structure of the cost of milk production is the cost of feed, which covers 53.7% (State Statistics
Committee of Ukraine, 2017-2019).

In our research, we focused on foresight focusing on trends in innovation in science and
technology.

As the region is dominated by stall keeping cows, a significant share in the cost of feed is the
cost of fuel and lubricants for tillage, crop care, mowing, transportation of feed to livestock
complexes, their unloading and distribution to animals. A system of grazing cattle, which is
successfully used in advanced countries, may be an alternative to producers of cow's milk.

The popularity and efficiency of pasture-based dairy production is due to the spread of the so-
called “New Zealand System”, which is formed in New Zealand and is based exclusively on the
pasture system of milk production. New Zealand's largest company, Fonterra Cooperative Group
Limited, is also the world's largest exporter of milk and dairy products. Fonterra consists of farming
cooperatives, which in total annually collect about 17 billion liters of milk, which is 89% of the
country's dairy production (Fonterra Annual Results, 2014).

In 2014, Fonterra Co-operative Group Limited ranked second in the world in milk production
with a market share of 2.9% according to the IFCN Dairy Research Center (Brockotter, 2014).
Dairy Farmers of America, a world market share of which is 3.7%, is in the first place.

In the United States, the cost of feed in milk production is 35-50%. It is proved that rationally
organized milk production based on grazing cows reduces production costs and increases the net
income of small and medium enterprises by $ 150 per cow compared to the usual system of
keeping.

Research by Ukrainian scientists also confirms that the most effective way to solve the
problem of effective management of the dairy industry should be the widespread introduction of
grazing in the region of cows in the summer. Researchers of the Crimean Institute of Agro-
Industrial Production conducted an experiment on economic evaluation of types of keeping and
feeding rations of cows (Prikhodko et al., 2011), the results of which are given in Table 4.
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Table 4

Economic assessment of types of keeping cows in the summer with an average annual
milk yield of 5000 kg / goal

Types of saving
Indicator
1 2 3
Average daily milk yield , kg / goal 16,7 16,7 16,7
Daily feed requirement, k.unit./goal. 13,2 13,2 13,2
Feed costs per 1 kg of milk, unit 0,79 0,79 0,79
Area of fodder crops per 1 head 0,62 0,43 0,49
Area of fodder crops for the production of 1 ton of milk, ha | 0,12 0,09 0,1
The cost of the daily ration, UAH 5,03 3,16 4,1
The cost of feed. units, UAH 0,38 0,24 0,31
The cost of milk, UAH / kg 0,86 0,54 0,7

Source: after Prikhodko et al. (2011)

Notes: 1 — Stable with the use of green conveyor crops. 2 — Pasture. 3 — Pasture with top
dressing of green conveyor crops (50%).

Due to the use of cheaper and complete feed in cattle grazing, the cost of a feed unit in
feeding rations is lower by UAH 0.14. The area of fodder land per head is lower by 0.19 ha and by
0.03 ha for the production of a ton of milk compared to the stall, comparing the way of keeping
animals and feeding them food on a green conveyor.

The results of the study define that by reducing the costs associated with mowing,
transportation and distribution of feed to animals, the cost of feed units for grazing is reduced by
37%, which can significantly increase the profitability of milk production.

Summing up the above arguments, we can conclude that the technology of grazing dairy herds
can become a critical technology, a potential factor in the revival of animal husbandry.

When using grazing cows in the Zaporizhzhia region, a real reduction in feed costs by 20 —
30% is possible. In accordance with the indicators of 2018 it has increased the profitability of milk
production to 24 — 26%.

Thus, the key factor of success in the revival of dairy farming in the Zaporizhzhia region is
the development and implementation of modern technology that will make it possible to increase
productivity, production quality and reduce production costs. The development of milk production
should be based on feed of own production. This approach will solve the problem of maintaining
soil fertility as a key competence in the development of the region's agro-industrial complex,
necessary for high yields of crops, and will solve social problems with job creation, providing food
in accordance with medical standards, dairy market development.

The presence of an initiative group and an artefact of critical technology that can influence the
future, try to shape it, use it for active event management and develop practical measures to achieve
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the chosen benchmarks is an important result. The main problem of a foresight is how to integrate
its results into the process of public policy. Public policy is understood as the government's
response to a publicly recognized problem in specific political, legal and social and economic
conditions through various ways of interfering in social reality (Chemerys, 2012).

Subjects of state power and local governments, large and medium-sized businesses, research
institutions and universities, infrastructure companies, NGOs are involved to the participants of this
stage (Figure 2). The task of this stage is to reconcile the “ideal” scientific vision with the real
features and possibilities of practice, to identify limitations, to assess organizational features and
conditions (Krymova, 2009). I. Kuklina notes: “Particular attention in foresight’s works is paid to
the creation of communication platforms for people who prepare and make decisions” (Kuklina,
p.50, 2007).

Any person or social group affected by a collective (social) issue addressed in the field of
public policy is a potential public policy actor. Public policy actors are also called stakeholders or
groups that have a common interest in solving or maintaining the status quo of a public problem.
Public policy actors are divided into three types:

- social groups that are the cause of the social problem (target groups or target groups);

- social groups that experience the negative impact of this problem (final users);

- political and administrative authorities that develop and implement public policy.

In addition to these types of actors, there are so-called “third parties”, who are indirectly
affected by public policy. They benefit from this or they are deprived of their capabilities
(Chemerys, 2012).

The relationship of the actors is shown in Figure 2:

Entities of state power, local

self-government, responsible

for the strategic development
of the region

Foresight is
a ground
United territorial
Agricultural firms of communities of
Zaporizhzhia region Zaporizhzhia
region

Figure 2. Foresight is a platform at the regional level

In this version, the social group that is the cause of the negative impact of the social problem,
i.e. the target group, namely. The target groups are farmers in the Zaporizhzhia region, agricultural
firms. Their number is more than 65. The sown area of each is more than 1000 hectares. In our
opinion, large land tenants must be engaged in animal husbandry in accordance with the established
legal norm. The position of this group will determine whether the foundation of future changes will
be laid in the present.

The social group, that is negatively affected by this problem, is represented by the citizens of
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the united territorial communities of Zaporizhzhia region. These are 57 united territorial
communities of rural, settlement and urban type. They are end users of all consequences of the
negative decision of the considered problem: ecological one. That is the degradation of soil fertility.
Social problem is unemployment in the countryside. Medical problem is the lack of necessary
livestock products at affordable prices. Moreover, low quality of life and, finally, it reduces life
expectancy.

The third actor is the political and administrative bodies. They are the following:
Zaporizhzhia Regional State Administration, Zaporizhzhia Regional Council, which develop and
implement public policy.

Public discussion within three participants of actors will reduce the time required to analyze
the problem, detail the causal links, identify obstacles and possible impacts on the situation, and
streamline the process of formulating the problem and the roadmap for its implementation.

Public policy tools provide identification of a public problem based on the interests of
stakeholders, putting the problem on the government agenda, developing alternative solutions and
choosing the best solution, implementing the policy, monitoring its implementation and assessing
the consequences.

The purpose of this stage is to form unified idea of the situation in the region, the attitude to
the decisions made and directions of development of all members of the interested public and thus
create an opportunity to influence the development of the distant future.

CONCLUSION

The results of research revealed that the technology of grazing dairy herds can become a
critical technology, a potential factor in the revival of animal husbandry in the region.

Studies have shown that the use of technology for grazing dairy animals justify the prospects
for the use of critical technologies in the agro-industrial complex on the basis of foresight design
methodology.

The technology of grazing animals, based on modern advances in science and practice, can be
the subject of dialogue and further cooperation between all stakeholders in order to address issues
related to environmental degradation and reducing soil fertility. A key challenge of the region is to
reduce rising unemployment, to reduce elimination of disparities in the agricultural sector between
livestock and crop production. One of the main targets is an increase in livestock production in
accordance with medical standards. Secondly, the main targets are to lay the foundations for
changing the future, to increase the competitiveness of the region.
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OBIPYHTYBAHHAA BUKOPUCTAHHS B AIIK KPUTHYHUX TEXHO.JIOT'TA
HA OCHOBI METOAOJIOI'TI ®OPCAUT-ITPOEKTYBAHHSA

Trkauyk Oaexcangp IOxumoBnu
Hayionanvnuii ynisepcumem «3anopizvka nonaimexmika»
3anopixcocs, Yrpaina

VY crarTi po3TISHYTO pe3yJbTaTH BUKOPUCTAHHS METOJy KPUTHYHUX TEXHOJIOTIH (opcaiita
CTOCOBHO AarpapHOMYy CEKTOpPY Ha perioHaJbHOMY pIBHI, PO3IJISAAI0OYU DPETIOH SK CYO'€KT
KOHKYPEHTHUX TIpPOIIeCiB B yMoOBax Tiobamizaifii. Mera AOCHIIKEHHS TOJISITa€ y BU3HAYCHHI
kputHyHOi TexHousorii B AIIK Ha perioHanbHOMY piBHI, 34aTHOI MpHU peani3alii 3aKkiIo4YHOI (azu
¢dopcaiiTa BIUIMHYTH Ha BUPOOHUUTBO Trany3l, pUHKHU, HABKOJUIIHE CEPEIOBHUIIE 1 B KIHIIEBOMY
pe3yibTaTi - Ha KOHKYPEHTOCIIPOMOKHICTh Traiy3i periony. OKpeciodu 00JacTh 3aCTOCYBaHHS
¢dopcaiita, aBTOp pO3MISAAIOTH TakKi KIIOYOBI MUTAHHS JIAHOI Taiy3i, SIKUMH €. arpo€KOJIOTTYHHMA
CTaH 3eMellb, COILiajJbHI TNUTaHHS — CTBOPEHHSI pPOOOYMX MiCllb B CIUIbCHKIH MiCLEBOCTI,
3a0e3neYeHHs] BUPOOHUIITBA MPOAYKTIB XapuyBaHHS /I HACEJICHHs, HEOOX1HOTO 32 MEIMYHUMHU
HOpMaMH 1 3a IOCTYIMHUMHU IliHaMu. JocninHuk ¢pokycyBaHHs dopcaiiTa aKI[eHTyBaB Ha TEHAEHIIISX
PO3BHUTKY 1HHOBAIlIM B 00JIacTI HAYKH 1 TEXHOJIOTiH. Pe3ynapTaTu mOCHIKEHb BUSBHIHA, IO
TEXHOJIOTisl MACOBUIIIHOTO YTPUMAaHHS MOJIOUHOTO CTa/la MOXE CTaTH KPUTUYHOIO TEXHOJOTI€I0,
MOTEHUIMHUM (aKTOPOM BIAPOJKEHHS TBAPUHHUIITBA B perioHi. BuxianeHuil miaxin BUPILIUTH
npobaemMy 30epeKeHHs IPYHTOBOI POJIOUOCTI K KII040BOi komneTeHIii B po3BUTKy AIIK periony,
HEOOXITHOTO ISl OTPUMAaHHS BHCOKHX BpOXKAiB CUTBCHKOTOCIIONAPCHKUX KYJIBTYp, @ TaKOX
J03BOJIUTH BHPIIIMTH COLIAJbHI MpOOJEeMH 31 CTBOPEHHSM pOOOYMX Micllb, 3a0e3NedeHHs
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HACEJICHHS MPOAYKTAaMH Xap4yyBaHHS Y BIAMOBIAHICT 3 MEAWYHMUMH HOPMaMH, PO3BUTOK PHHKY
MOJIOYHOT MPOAYKIIii.

KiarouoBi cioBa: QopcaiiT, mnporHo3yBaHHS MalOyTHBOrO, KPUTHYHI TEXHOJIOTII,
KOMYHIKaITist

OBOCHOBAHUME NCITIOJIb30BAHUS B AIIK KPUTHYECKHUX TEXHOJIOT UiA
HA OCHOBE METOAOJIOI'NA ®OPCAUT-ITPOEKTUPOBAHUA

Trkauyk Auexkcanap E¢pumoBnu
Hayuonanvnoui ynusepcumem «3anopodiccras noiumexHukay
3anopoorcve, Yrkpauna

B cratpbe paccMOTpeHBI pe3yabTaThl HCIIOJIB30BAHUSA METO/Ia KPUTHYECKUX TEXHOJOTHM
¢opcaiita TPUMEHUTEIBHO K arpapHOMY CEKTOPY Ha PErHOHAJIILHOM YPOBHE, pacCMaTpUBasi PErHOH
KaKk CYOBEKT KOHKYPEHTHBIX IIPOIECCOB B YCIOBHSX TIiobanu3anuu. llens wuccrenoBaHus
3aKJII0YaeTCsl B OlpenereHun Kputuueckoil TexHosnorun B AIIK Ha pervmoHanbHOM YpOBHE,
CIIOCOOHOM TMpHU peanu3aliy 3aKIIOYUTENbHON (a3el ¢opcaliTa MOBIUATH Ha MPOU3BOACTBO
OTpaciii, PhIHKHM, OKPYKAIOILIYI0 CPEly U B KOHEUHOM pPE3yJbTaTe — Ha KOHKYPEHTOCIOCOOHOCTh
oTpaciu peruoHa. OuepuuBas o00IacTh HpUMEHEHUs (QopcaiiTa, aBTOp paccMaTpuUBaeT TaKue
KITIOYEBBIE BOIPOCH! TaHHOW OOJIACTH, KAKMMU SIBJISIOTCS: arpOdKOJIOTUIECKOE COCTOSHUE 3eMeb,
COLIMaJbHBIE BOIPOCHI — CO3JaHUsl pabodyMx MeCT B CEIbCKOM MECTHOCTH, oOOecreueHue
IIPOM3BOJICTBA IPOAYKTOB IUTAHUS JJIsl HACEJIEHUs, HEOOXOUMOr0 110 MEAULIMHCKUM HOPMaM U I10
nocTynmHbIM IeHaMm.  MccnenoBatens (okycHMpoBKY (opcaiiTa akIeHTHpOBall Ha TEHICHIUSIX
pa3BUTHSA MHHOBALMI B 00JaCTH HAYKHU U TEXHOJOTMH. Pe3ynbTaThl Mccie10BaHUI BBISIBUIM, YTO
TEXHOJIOTUSI MACTOUIIIHOTO COJEPKAHUSI MOJIOYHOTO CTaZa MOXKET CTaTh KPUTUYHOU TEXHOJOTHEH,
MOTEHIMATBHBIM (DAaKTOPOM BO3POKIACHUS J>KMBOTHOBOJCTBA B pervuoHe. M3I0KEeHHBI MOAXO0X
pemuT npobieMy COXpaHEeHHs TOUYBEHHOTO IUIOIOPOAMS KaK KITFOUEBON KOMIIETEHIIMU B Pa3BUTHUU
AIIK pervona, HeoOXOIUMOro JUIsl TOJYYEHHsI BBICOKMX YpPO’KAae€B CEIbCKOXO3HCTBEHHBIX
KYJIBTYp, @ TaKKe IO3BOJUT PEUIMTh COLMaJbHbIE MPOOJEMbl C CO3JaHHMEM pabounx MecT,
o0OecrieueHns HaceleHMsI NMPOAYKTAaMH NHUTaHHUS B COOTBETCTBHE C MEIUIMHCKUMU HOpMaMy,
pa3BUTHE PBIHKA MOJIOYHOH IIPOLYKIUU.

KuroueBbie ciaoBa: ¢opcailT, MPOrHO3UpPOBAHUE OYIYIIEro, KPUTHUYECKHE TEXHOJIOTHH,
KOMMYHHKAIUS.
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Abstract. Autoimmune categorized as a dangerous non-communicable disease that tends to
be at bigger risk for women and children. Lack of understanding on general public and medical
experts has an impact to the high mortality rate from autoimmune diseases.Having a response to the
fact, Marisza Cardoba Foundation as a non-governmental organization concerned with health
inaugurated the Senyum Indonesiaku National Program along with the Ministry of Women's
Empowerment and Child Protection to support public awareness of autoimmune. The purpose of
this research is to understand and analyze the implementation of one of the program strategies. This
study uses Harold Laswell's communication theory and public relations campaign by Ronald D.
Smith.The research method used is a descriptive-qualitative approach. The research finding found
that Idolanesia Awards Indonesia 2017as one of the strategies for Senyum Indonesiaku National
Program, include as good effort to support public awareness regarding the autoimmune. However,
weaknesses were still found in the planning strategies of the program.

Keywords: autoimmune socialization program, appreciation, autoimmune awareness, public
relation campaign.
JEL Classification: H750, 110, 112.

INTRODUCTION

As a country with the fourth largest population in the world, Indonesia has potential for the
development of industrial sectors, especially for health sector. By the development of time, the need
for health services continues to change due to rapid economic and knowledge growth. The
government which is an authorized institution of public health also needs to step in to make that
service quality optimal. However, in reality it is not perfectly realized yet. According to the online
news articles, it is stated that the number of health facilities is still uneven in several areas (Manafe,
2015).

Health problems have a broad scope, one of the important scopes is the emergence of various
diseases which directly affect health and quality of life of Indonesian people, both categorized as
infectious and non-communicable diseases. This statement is reinforced by the results of data
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released by Health Research and Development Agency (Balitbangkes) regarding 10 diseases that
most common causes of death in Indonesia (Widowati, 2015)

By the time, it will be possible that the emergence of non-communicable diseases will become
a factor as the cause of death in Indonesia, as well as infectious diseases. This has become the main
focus for the formation of the government's national health program. Government realizes that the
disease issue is a challenge that is currently being faced by Indonesia. On the era of 1990, the
biggest cause of dead in contagious disease. However, since 2010 non-contagious disease has the
higher proportion (Kementrian Kesehatan Republik Indonesia, 2016).

U.S. Department of Health and Human Services (Parrott, 2004) explained the health
communication as the art and technique of informing, influencing, and motivating individual,
institutional, and public audiences about the important health issue. It is clear health communication
is an effort to inform a disease, both contagious and non-contagious. Indonesian Ministry of Health
as a government agency that takes a major role to deal with health issues always strives to improve
their services to the society through the efforts of prevent, control and observe disease.

It should be noted that health problems are not only the responsibility of government, but also
a responsibility of all citizens. The presence of non-governmental organizations (NGOs),
foundations, and social organizations is very helpful for government to deal with health problems in
Indonesia. The increase number of disease, both infectious and non-communicable, has encouraged
the government and social organizations to work hard on reducing the death rate of citizen,
especially for chronic or dangerous disease category. In this research, the authors would like to
focus on non-communicable disease that really needs to pay more attention, especially in the area of
Jakarta as Capital city of Indonesia.

An autoimmune disease is the disease that attacks the human body due to the antibodies that
do not work normally. Due to the development of time, in the future autoimmune patient will
increase and will emerge new types of disease (Waluyo and Marhaendra, 2014). In addition,
autoimmune diseases categorized as diseases for women and children because most of the survivors
are women and children.

As a disease that categorized as dangerous, not many people, general and medical experts,
recognize this disease really well. As a disease that is categorized as dangerous, not many people,
both general and medical experts, recognize this disease really well. Lupus disease or Systematic
Lupus Erythematous (SLE) is a chronic autoimmune inflammatory disease that has recently become
the government's spotlight due to the increasing number of infected people in Indonesia. Citizen
awareness of autoimmune disease is still low (Marisza Cardoba Foundation, 2017)

This disease is often said as special disease because it is different from other diseases that are
easily recognized. Thus, public will easily recognize autoimmune diseases if various activities are
formed to support the awareness autoimmune. Every individual human being is in social
environment, from family, workplace, educational institute to community. Therefore, there are
several ways of organizing health communication, through interpersonal communication, small
groups or social communities, organizations, public, and masses (Liliweri, 2013).

As already explained, the contribution of social foundations is able to help reduce health
problems in Indonesia and this is the basis for the formation of Marisza Cardoba Indonesia
Foundation. As one of the foundations that protects people with autoimmune and other rare
diseases, this foundation plays an active role in providing knowledge and information about
autoimmune. The participation of Marisza Cardoba Indonesia Foundation can accelerate the
realization of Three Ends program from the Ministry of Women's Empowerment and Child
Protection of Indonesia (Marisza Cardoba Foundation, 2017).

Therefore, in responding the facts that are closely related to public health conditions, Marisza
Cardoba Indonesia Foundation and the Ministry of Women's Empowerment and Child Protection of
Indonesia inaugurated a national scale program on August 6, 2015, which called as Program
Nasional Senyum Indonesiaku (Indonesian Smile National Program). The word smile is interpreted
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as an expression of happiness. Happiness can be achieved when the three aspects of basic human
needs (health, economy and education) are met. From those three aspects, health is the main focuses
of this program. Besides, the use of smile describes a happy society which physically and mentally
healthy.

There are other objectives of this system, to increase public awareness, especially women and
children, about autoimmune. In other words, this program is expected to liberalize people from the
lack of knowledge of autoimmune. To achieve these objectives, five strategies were implemented,
including releasing the official website of Marizsa Cardoba Indonesia Foundation, holding the
Indonesian Awards, encouraging the realization of Indonesia Autoimmune Campaign,
Autoimmunepreneur Indonesia, and the releasing AiFit application (Marisza Cardoba Foundation,
2017)

Apart from being an appreciation, this activity was accompanied by the selection of
inspirational figures that could represent the National Smile Indonesia Program. Yohana Yembise
advised that the award recipients should work together to campaign or disseminate information
about autoimmune in Indonesia. The award recipients were selected based on the Key Performance
Indicator (KPI) and considered to have played an active role in the success of Senyum Indonesiaku
National Program (Marisza Cardoba Foundation, 2017). One of the lupus foundations in Indonesia
is Syamsi Dhuha Foundation that often carries out similar activities. The event was called the Care
for Lupus SDF Awards.

Based on the explanation above, it can be formulated that there are problems to be studied.
This study aims to identify and understand the implementation, the obstacles faced and the efforts
made in implementing Senyum Indonesiaku National Program to support people awareness of
autoimmune.

LITERATURE REVIEW
Communication

Humans are social creatures who live as individuals and interact with their social
environment.Thus, communication cannot be separated from human life. The word communication
or in English is known as the word communication comes from Latin, communis which means
“same”. The first term (communis) is the root of other Latin words which resemble others,
communico, communicatio, or communicare which means “to make the similar”. It means that there
is a thought, meaning, and message that shared in similar portion (Mulyana, 2012, p. 46).

Laswell (Mulyana, 2012, p. 147) describes the three functions of communication, such as:
Environmental monitoring which reminds community members of the dangers and opportunities in
environment correlation on various segments of society that respond to the environment, the
transmission of social inheritance from a generation to another.

Transmission of social inheritance from one generation to another. The quality of human life
can be improved by include the role of science; especially determine the right communication
strategy to disseminate the information of health. If the delivery of health information can be
properly conveyed to the public, it will have an impact on each individual and community; they can
make the right decisions to maintain their personal health.(Liliweri, 2007, p. 29). Health
communication emphasizes a health concept that discusses health information or health promotion
Liliweri (2013, p. 32).

Public Relations

A public relations is not only a profession in the field of communication, but also it is a
science. Ardianto (2014, p. 1) writes that “public relations is a science within the social science
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cluster and is part of the science of communication science”.

The work activities carried out by public relations are very fundamental because of the
relationship to the good name and development of an organization (Gassing and Suryanto,
2016, p.105)

Every public relations activity in the form of events, campaigns, and programs requires a
communication strategy combined with a public relations strategy (Ardianto, 2014).

Awareness Program

The word awareness defined as a state of understanding (Departemen Pendidikan Nasional,
2013, p. 1199). In this study, the word awareness means a state of understanding towards non-
communicable disease of autoimmune. An objectives of the Senyum Indonesiaku National Program
is to build public awareness about autoimmune.

Besides, the word program is closely related to the realm of public relations. A public
relations person communicates a message to the intended public through various public relations
activities (Ronald D. Smith (2013, p. 15). moreover, the program has a close relation to the realm of
public relations.

Moreover, awareness program is the program that has purposes to build people awareness
regarding significant issue. In this case the awareness related to autoimmune.

PAPER OBJECTIVE

This Research has several objectives such as:
1. To understand the implementation of Senyum Indonesiaku National Program in order to
support the autoimmune awareness.
2. To understand the obstacles that faced in the implementation of Senyum Indonesiaku
National Program
3. To understand the efforts made to overcome the obstacles faced from the implementation of
Senyum Indonesiaku National Program in supporting autoimmune awareness.

METHODOLOGY

There are two research methods in public relations, one of which is qualitative (Daymon and
Holloway, 2010) Daymon and Holloway inside their book stated that research question influences
research methodology. This research use qualitative research methods were based on the findings.

Data or information in qualitative research can be obtained from research informants, Thus
researchers need to understand how to determine and get the informants (Burhan, 2015) This
research uses purposive procedure to determine and obtain informants. Burhan (2015) explained
that purposive procedure is one of the most common strategies used in qualitative research to
determine the informants. In this procedure, researcher determines the participant group as
informants by adjusting the criteria that relevant to research problem.

The focus of this research is centered on one of communication strategies of Senyum
Indonesiaku National Program, which called as 2017 ldolanesia Awards Indonesia to support
people awareness of autoimmune. The analysis will be carried out based on Harold Laswell's
communication theory. Harold Laswell(inside Suryanto, 2015) provide a description of
communication through verbal expressions “who says what in which channel to whom with what
effect”. The researcher used nine stages of the public relations strategy that was coined by Ronald
D. Smith as a reference for analyzing the communication strategy at the 2017 Idolanesia Awards
Indonesia. The data collection technique was done through interview and documentation.

There are various consideration expressed by several experts in determining data analysis
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techniques when conducting qualitative research.The data analysis technique used in this study was
based on the thoughts of Miles and Huberman (2014).Those two experts explain the steps of how to
analyze data in qualitative research. The data analysis was carried out in cycles, starting from stage
one to stage three, then returning to the first stage (Afrizal, 2017).

The validity test of the research obtained based on the data collection techniques.This
research uses a triangulation technique that refers to Denzin as one way to test validity of research
results. This research was conducted from September 2017 to the end of August 2018.The research
time is calculated from the process of proposal making until submitting the soft cover of the thesis.
This research was conducted at a social foundation of autoimmune groups in Indonesia, called the
Marisza Cardoba Indonesia Foundation.

RESULT AND DISCUSSION

This study examines the communication process and the strategy of public relations
conducted by Marisza Cardoba Indonesia Foundation and the Ministry of Women's Empowerment
and Child Protection in Indonesia in supporting awareness of autoimmune patient to the public
through organizing an event which is a part of the program strategy.

Implementation of Program Nasional Senyum Indonesiaku (National Smile Indonesia
Program)

Marisza Cardoba Indonesia Foundation and the Ministry of Women Empowerment and Child
Protection of the Republic of Indonesia. The two parties were originators of Indonesian Senyum
Program and the organizer of 2017 Indonesian ldolanesia Awards.The two sources are non-
governmental organizations engaged in health sector.

To strengthen the researcher's conclusions, the organizers of 2017 Idolanesia Awards
Indonesia issued a press release in which the key message was conveyed by Marisza Cardoba as the
founder of Marisza Cardoba Indonesia Foundation. It was written that community needs to
understand, recognize, be grateful and encourage autoimmune survivors to be actively creating an
innovationeven in their conditions and inspire other autoimmune survivors.

The Senyum Indonesiaku National Program is a program that used to convey messages to
public. Idolanesia Awards Indonesia (IAl) is one part of the program, thus it can also be said that
IAl is one of communication channel. Idolanesia Awards Indonesiais an inspirational awarding
ceremony for survivors and observers of autoimmune and rare diseases.

Based on those statements above, researcher interpreted that Marisza Cardoba Indonesia
Foundation and Ministry of Women's Empowerment and Child Protection of Republic of Indonesia
made the 2017 ldolanesia Awards Indonesia as one of the media to educate the public regarding
autoimmune diseases, raise awareness, and appreciate the autoimmune survivors and observers.
Besides, the event was able to attract the attention of wider society regarding the existence of
autoimmune diseases, people with autoimmune and observers.

Analyzing the situation

The government provides opportunities for Marisza Cardoba Indonesia Foundation to work
together in realizing a better quality of life for society.Thus, the involvement of government's role
will greatly help Marisza Cardoba Indonesia Foundation to overcome public health problems,
especially autoimmune diseases. These problems include the lack of information, the dissemination
of misinformation and low understanding of medical experts about autoimmune diseases.

Smith (2013, p. 21-22) added that the situation faced by organization can be either positive or
negative. This depends on the assessment of situation followed by potential impact of organization.
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In other words, the organization could observe the situation as an opportunity or obstacle for
organization. In this case, the situation faced by Marisza Cardoba Indonesia Foundation is more
likely to be categorized as an opportunity. This statement supported by Smith (Smith, 2017)who
stated that “an opportunity offers a potential advantage to the organization or its publics”

Analyzing the organization

Marisza Cardoba Indonesia Foundation has a vision and mission that describes the identity of
organization. Related to the concept of public relations strategy by Ronald D. Smith's, the mission
of Marisza Cardoba Indonesia Foundation describes the goals of organization, its publics and
reflects the actions which need to be taken in the future.Besides, the alignment of statements from
the informants shows a good understanding on the vision and mission of organization.

Internal environment, public perception, external environment

The internal environment of Marisza Cardoba Foundation can be seen from the aspect of
performance, structure and internal impediments. According to the informants, Marisza Cardoba
Indonesia Foundation consistently carries out various health communication activities in order to
achieve the organizational goals. Most of the management of Marisza Cardoba Indonesia
Foundation comes from health experts, survivors and autoimmune observers who voluntarily play
an active role in educating the public by realizing various health communication activities. The
internal obstacles faced are the limitations of volunteers and most of the parties involved in the
management of Marisza Cardoba Indonesia are actively working outside the organization.

Furthermore, it can be seen from the aspect of public perception, Marisza Cardoba Indonesia
Foundation was seen as the first health organization that protect the people of autoimmune survivor
and other rare diseases to actively disseminate information about autoimmune through sharing
communication channels. Various activities that have been carried out by the foundation are
covered by various media, both offlineand online. Thus, it is able to build public perception and
good reputation of organization. Last, from the aspect of external environment, Marisza Cardoba
Indonesia Foundation is supported by ministries and health experts who are familiar with
autoimmune diseases. However, there were also some outsiders who were not related or
contradicted the vision and mission of Marisza Cardoba Indonesia Foundation, which prevented the
organization from achieving its goals.

Analyzing publics

The harmony of statements from informants emphasized that the public of Marisza Cardoba
Indonesia Foundation are people with autoimmune, people with rare conditions and non-survivors
in Indonesia.The researcher relate the statements of two informants with the concept of stages from
the public relations strategy. Smith (Smith, 2017)underlined the importance of identifying various
publics in organization by categorizing public relations with organization which is referred as
“linkage”.

The public target of 2017 Idolanesia Awards Indonesia is included from the public target of
Marisza Cardoba Indonesia Foundation in general.In general, public target of 2017 Idolanesia
Awards Indonesia is autoimmune sufferers who focus on women (mothers and children), sufferers
of other rare diseases and non-survivors. However, Smith (2013, p. 76-78) explains an identification
based on five characteristics of the target public, such as public relations situation, organization,
public's communication behavior, demographic and personality.In this case, the researcher sees that
the determination of 2017 public target of Idolanesia Awards Indonesia has not fulfilled the
elements of overall public analysis in the public relations planning strategies by Ronald D. Smith.
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The organizers did not describe the categories and characteristics of 2017 Idolanesia Awards
Indonesia public target more specifically, therefore it could not see the indicators of event sucess.

Strategy

The main goal of holding 2017 Idolanesia Awards Indonesia is to give appreciation to
autoimmune survivors and observers as a form of support and concern, therefore it is expected that
it will continue to inspire and socialize autoimmune to wider community. The informant’s
statements written that the event was held as a form of concrete action and a gratitude for
autoimmune survivors. The organizers hope that people with autoimmune and people with rare
conditions can be recognized through their works and inspire the other.

Formulating action and response

This step of the planning will focus on your decisions about action strategies as you prepare to
achieve the objectives. Strategic communication planners have many options for what their
organization can on any particular issue. This action can be either proactive or reactive.

In this case, Marisza Cardoba Indonesia Foundation and the Ministry of Women
Empowerment and Child Protection of the Republic of Indonesia inaugurated a national health
program called Senyum Indonesiaku National Program. There are several health communication
activities to achieve the objectives of program, one of program by 2017 Idolanesia Awards
Indonesia. The event was used as one of the actions of health communication as an effort to
introduce diseases and autoimmune survivorof wide audience.

Related to the concept of the stages of public relations strategy, 2017 Idolanesia Awards
Indonesia award ceremony is part of proactive strategy, where one of communication program
variants of proactive strategy could be under special event (Smith, 2013, p. 117).

Idolanesia Awards Indonesia 2017is a formulation of action or communication program
actions realized by the organizers in order to achieve goals, which supporting public awareness of
autoimmune, encouraging the adoption of healthy lifestyle in order to achieve a better quality of life
and providing moral support for every person and autoimmune observer. The action of
communication program is categorized as special event to build public attention to autoimmune
disease, establish interactions with public and attract media attention to be published for large
audience.

Developing the message

As the one who convey the message, spokesperson must fulfill several important elements
when communicating a message to an audience. Smith (2013, p. 183). In this case the chosen
spokesperson is a representative of the organizers, such as internal Marisza Cardoba Indonesia
Foundation and the Ministry of Women Empowerment and Child Protection of Indonesia. Besides,
the Ministry of Health also took part as the spokesperson of event.

The chosen spokes person as the message conveyor in organizing 2017 Idolanesia Awards
Indonesia in terms of credibility and expertise owned by the internal of Marisza Cardoba Indonesia
Foundation and Ministry.Expertise is one of credibility aspect that has an important role of
persuasion (Smith, 2013, p. 178-179).

Another important point is key message, which was conveyed by organizers through the 2017
Idolanesia Awards Indonesia. In this case, the key message of Idolanesia Awards Indonesia 2017
aimed to the positive emotional side which is called as positive emotional appeals. In this case, the
conveyed message is expected to be able to build people emotional in terms of moral support, social
acceptance of people with autoimmune and other rare diseases.
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Tactic

In this case, the organizers of 2017 lIdolanesia Awards Indonesia used several choices of
communication media categories in promoting the event.The communication media used is from
social media, digital media, e-mail and mass media.Thus, related to the concept of stages from
public relations strategy, there are two categories of communication media applied by the
organizers, such as organizational media and news media. In organizational media section, the
organizers use organizational communication media of e-mail to notify 2017 Idolanesia Awards
Indonesia event, both to invited guests and media Furthermore, is the official website of Marisza
Cardoba Indonesia Foundation. The use of social media and social networking is an option for
Marisza Cardoba Indonesia Foundation to promote the event, including Instagram, Facebook and
YouTube.

In the news media section, the organizers use news releases in order to get news publications
or media coverage related to support the 2017 ldolanesia Awards Indonesia. News conference
sessions as an attempt by the organizers to provide important statements related to 2017 Idolanesia
Awards Indonesia which the wider public needs to know through the role of spokesperson as the
message conveyor.

Discussion of Research Finding

Based on the results of research analysis, there are several findings in this study that can be
concluded as written below:

1. The involvement of Ministry of Women's Empowerment and Child Protection Indonesia as
communicator of 2017 Idolanesia Awards Indonesia event only limited to provide a support
at the event concept planning stage, however it was not directly involved in coordinating
2017 Idolanesia Awards Indonesia event.The event was fully coordinated by Marisza
Cardoba Indonesia Foundation.

2. The organizer did not analyze the target public for 2017 Idolanesia Awards Indonesia.
Therefore, there is no public categorization, either internal or external, followed by specific
characteristics. Therefore, the indicators of success in delivering messages is not visible.

3. The organizers do not have specific and measurable targets to be achieved.In other words,
there is no detailed objective of 2017 Idolanesia Awards Indonesia.

4. There are positive emotional appeal that built by delivering messages to target
public.Positive emotional appeal is more directed towards virtue appeal which is expected to
be able to build the emotional side of society in providing moral support and social
acceptance for survivors and caregivers.

5. The organizers did not make a post-event report for 2017 Idolanesia Awards Indonesia,
therefore they could not see the success of the event.

CONCLUSION

After carrying out the results of discussion and analysis regarding the Strategy Analysis of
Senyum Indonesiaku National Program in Supporting the Autoimmuneawareness, the conclusion of
this research is that the occurrence of communication process is related to the elements of Harold
Laswell's communication theory.

Marisza Cardoba Indonesia Foundation and Ministry of Women Empowerment and Child
Protection have a role as communicators or sources. The key messages delivered by organizers is
the socialization of importance on introducing the insights of autoimmune, building awareness of
people with autoimmune and people with rare conditions through providing moral support and
maintaining personal health. 2017 Idolanesia Awards Indonesiaku is a media to convey messages to
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the intended audience and support public awareness of autoimmune.

2017 Idolanesia Awards Indonesia as a media used by communicator based on the stages of
public relations strategy by Ronald D. Smith. There are several shortcomings, especially in
research, strategies and tactics which are not fully implemented. This program is not well planned
yet. 2017 Idolanesia Awards Indonesia event is a good effort to support public awareness of
autoimmune, even though there is several numbers of weaknesses in planning strategy for the
activity.

Moreover, to manage this public relation even, it need a good management on planning, and
prevents the failure of communication activity. Every communication strategies and tactics need to
be fully implemented.

SUGGESTION

Based on the results of research and discussion, researchers provide academic and practical
suggestions, as explained below:

This research can be used as a reference for non-thesis research to find out indications of
failure in a communication activity. The stages of public relations strategy can be used as reference
in analyzing the strategy for implementing health communication activities.

It is better if the organizers analyze the public first through categorizing and identifying the
characteristics of target public therefore the messages conveyed can be accepted by the intended
public and know the target public.
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BITPOBAKEHHS ITPOI'PAMM 3B'A3KY 3 ' POMAJICBKICTIO
NASIONAL SENYUM INDONESIA SAK CTPATEI'IA YIIPABJITHHA
YV 3ABE3NEYEHHI IH®GOPMAILIL ITPO ABTOIMYHHI 3AXBOPIOBAHHS

Switha Kathline Rai
Institut Komunikasi dan Bisnis LSPR
Jakarta, Indonesia

ABTOoiMyHHa XBOpoOa Kiacu(ikyeTbcs SK HeOe3NeuHe He3apa3HEe 3aXBOPIOBAHHS, SIKE, SK
MIPAaBUJIO, MA€ BEIMKUI PU3HK JUIA JKIHOK Ta JiTeil. BiCyTHICT B3a€MOPO3YMIHHS Cepel MHUPOKOT
IPOMAaJICBKOCTI Ta MEAMYHUX EKCIIEPTIB BIUIMBAE€ HA BUCOKUH PIBE€Hb CMEPTHOCTI BiJl aBTOIMyHHHX
3axBopioBaHb. BmsHarouu et dakr, @onx Mapimi Kapnobu sk HeypsgoBa opraHizaiis, ska
3aiiMa€eThCSl MUTAHHSAMHU OXOPOHHU 31I0pOB’s, BiAKpuB HarioHaneHy mporpamy Nasional Senyum
Indonesia pazom i3 MiHICTEpCTBOM IpaB >KIHOK Ta 3aXHCTy AiTEH A MIATPUMKH OOI3HAHOCTI
IPOMAJICBKOCTI TPO aBTOIMYHHI 3aXBOPIOBaHHS. MeTa LBOro JOCHIIKEHHS — 3pO3YMITH Ta
MpOaHAJI3yBaTH peali3amiio OAHI€l i3 mporpaMHux crpaterid. Lle AocmipkeHHS BHUKOPHCTOBYE
Teopito komyHikanii ["aponbaa JlacBenna Ta kammnasito 31 3B’s3KiB 3 rpomMajachkicTio Ponanbna Jl.
Cwmita. Bukopucranmii MeToA JOCTI[UKCHHS € ONHCOBO-SAKICHUM MiAXomoMm. Pesynbpratn
JOCIiKeHHs BUsBIIIH, 1110 Idolanesia Awards Indonesia 2017 sixk onHa i3 cTpareriii HarionanpHOT
nporpamu Senyum Indonesiaku BKkItOYae HaMaraHds MiITPUMATH OOI3HAHICTH TPOMAJICHKOCTI
II0JI0 aBTOIMYHHHUX 3aXBOpIOBaHb. OIHAK, B XO/I1 JOCTIIXKEHHS OYyJIM BUSIBJICHI TAKOXK CIIA0KI MiCIs
B CTpATeril IIaHyBaHHSI IIPOTPAMH.

KiarouoBi ciaoBa: mnporpama, aBTOIMyHHa coliajizallis, CHPUNHATTSA, aBTOIMyHHa
0013HaHICTh, KaMIT1aH1s 3B A3KIB 3 TPOMAJICHKICTIO.

BHEJAPEHUE ITPOI'PAMMBI CBs3U C OBIIECTBEHHOCTBIO
NASIONAL SENYUM INDONESIA KAK CTPATEI'UA YIIPABJIEHUSA
B OBECIIEYEHUHU UTH®OPMAIIUU Ob AYTOUMMYHHBIX 3ABOJIEBAHUAX

Switha Kathline Rai
Institut Komunikasi dan Bisnis LSPR
Jakarta, Indonesia

AytouMmyHHas Oo0Jie3Hb KiIacCHUIMPYeTCS Kak ONacHOe He3apa3Hoe 3a0oJieBaHue,
KOTOpO€, Kak TMpaBUjO, HMEeT OONbIIOW pHUCK IS KEHIIMH U jeredl. OTcyTcTBUE
B3aNUMOITIOHUMAaHUA cpe)m HIHpOKOﬁ O6I].[CCTB€HHOCTI/I U MCAULMHCKUX 3KCHepTOB BJIVACT Ha
BBICOKHI ypOBEHb CMEPTHOCTH OT ayTOMMMYHHBIX 3aboneBanuil. [IpusHaBas stoT dakrt, DoHJ
Mapumn KapnoObsl kak HenmpaBUTEIbCTBEHHAs OpraHM3allysi, KOTopas 3aHHMaeTcsi BOIpPOcaMu
3paBoOXpaHeHus, OTKpelT HarmonaneHyto nporpammy Nasional Senyum Indonesia coBmecTHO ¢
MI/IHI/ICTepCTBOM npaB JKCHIIIMH W  3alIUThI )IeTeﬁ JJISL noanepxqq/l OCBCOOMIJICHHOCTHU
OOIIIECTBEHHOCTH O ayTOMMMYHHBIX 3a0oiieBaHusx. Lleap 3TOro wuccienoBaHus — TMOHATh W
MMPOAHAIM3UPOBATh PEATM3AIMI0 OJHOW W3 TMPOTPAMMHBIX cTpaTeruil. JlaHHOE WuCCienoBaHue
WCIIONB3YET TEOpUI0 KOMMYyHUKanuu ['aponbna JlacBemna W KaMmaHUIO 1O CBSI3AM  C
obmectBeHHOCTRI0O Ponampma J[. Cmura. Vcmonp3oBaHHBI METOH HCCICAOBAHUS SBISICTCS
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OIMCATEeNIbHO-KAauYeCTBEHHBIM MOAX0J0M. Pe3ynbpraTsl mcciemoBaHusi mokasanu, uro Idolanesia
Awards Indonesia 2017 xak ogHa u3 ctpareruii Harmonansnoii mporpamMbl Senyum Indonesiaku
BKJIIOYACT TMOIBITKMA TOAJCPKAaTh OCBEJOMIIEHHOCTH OOINECTBEHHOCTH O ayTOMMMYHHBIX
3aboneBanusax. OnHako, B XOJe HCCIENOBaHMA OBLIM OOHApPYXKEHBI TaKke ciadble MecTa B
CTpaTeruy IIaHUPOBAHUS ITPOTPAMMBI.

KuroueBsle c10Ba: nporpaMma, ayTOMMMYHHasl COLIMANIA3ALUs, BOCIIPUATHE, ayTOUMMYHHAs
OCBEIOMJICHHOCTb, KAMITaHUSI IO CBSI35IM C OOIIECTBEHHOCTBIO.
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Abstract. This study is aimed to examine based on industrial competition analysis, functional
business analysis, Lean Canvas Model and Blue Ocean Strategy and the feasibility of investing in
the formation of digital-based reality Start-upper printing at AIGOO.ID. The method used is
descriptive qualitative and explanatory methods, namely the Mix method which is the observation
and interviewing, coding, and triangulation. The results of STP's research that lead to positive and
sustainable market trends can be seen from the Augmented Reality-based digital printing business
plan has a good opportunity. It is derived from sharing with competitors who are already successful
like their predecessors and so are the results of the marketing mix design made with reference to the
7P + 1 marketing mix. The basis for achieving consistency in public services is an effort to
maximize the application of standard operating procedures in every aspect of the production
process. In the financial sector, companies prepare financial technology software in the future and
try to solve human errors.

Keywords: start-up companies, augmented reality, business, strategy, digital printing.
JEL Classification: M21, L84.

INTRODUCTION

In the current industrial era 4.0, it is hard to find the replacement on the role of printing
industry with primary media format. The printing industry has been considered as one of the
primary needs of every human being. Along with the times, printing has become one of the
industries that have an increasing global demand trend. Year by year, more commercial printing
business units are found in various parts of the world including Indonesia. Three categories of the
printing industry itself can be distinguished, namely commercial printing, labeling and others.
General commercial, Rapid Printing, Newspaper Printing, Book Printing, Finance, Legal Printing,
Screen Printing, and Digital Printing, including commercial printing categories which are further
divided into several sub-categories (Yuyun, 2014).

In this study, the authors raised the category of Digital printing because this sub-category has
a type of commercial printing machine that has advantage on printing speed sheets of documents
directly through a computerized system without the help of intermediaries such as film, or plate
printing as in conventional offset printing. Several groups can be distinguished from POD (Print on
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Demand), large format printers/wide format printers, DCP (Digital Color Proofing), and Digital
Photography which is digital printing needs.Digital printing can be grouped again in product service
groups which include, Digital printing of paper, fabric, PVC. The products that can be done through
the media of Digital Printing Machine are types of screen printing (screen printing) which its media
is very diverse, such as t-shirts, mugs, and 1D cards, etc. In the process of making this type of digital
printing product, customers can determine their own designs according to their needs and desires
with a digital file format. For the price it can be cheaper because the consumer can order the
product with the amount according to their needs so that it does not require much material to
implemented (Porter and Leo, 1982).

Digital printing (Digital Press) of this type uses paper or sticker media that function as
pamphlets, brochures, or catalogs and consists of various sizes such as A5, A4, or A3. In order for
the pamphlet to look attractive, it must be designed in such a way as include font selection, image
composition, tables and basic colors of the pamphlet. This makes pamphlets as one of the main
products of the digital printing business. The brochures and catalogs are also products of
sophisticated digital printing technology. The world of information technology has developed a
technology called Augmented Reality. The Augmented Reality (AR) or extended augmented reality
applications can make users see the objects in three dimensions (3D) and even interact with objects
(Megginson, Byrd and Megginson, 2003).

Thus, using a mobile phone that has downloaded the Augmented Reality application in a short
time prospective customer can interact with the 3D home model through the internet connection on
their computers and mobile phones. Prospective buyers can see the appearance in the house in
detail, and equipped with a view of the environment around the house that will also feel more alive
by supporting animations such as passing cars, flying birds, and so on. Therefore this Augmented
Reality technology will be an attraction for prospective buyers by viewing 3D views (Porter, 1990).

By using the Augmented Reality (AR) technology on Smartphone, consumers are expected to
know the product in more detail. There have been many developments of Augmented Reality (AR)
technology in various fields, one of which was developed to be used to promote products to make
them look real. The merging of real and virtual objects in a real environment interacts interactively
in real time and there is integration between objects in three dimensions (3D) as use of Augmented
Reality (AR) technology. Suitable display technology it is possible to combine real and virtual
objects. Application development uses AR Sound software while most designers use 3DSMax
software for making 3D objects. Stages of the process of making 3D objects through Solar System
Science book learning application carried out then designing the application, and designing
markers. There is also the application of Augmented Reality technology.The application of Digital
Marketing using AR on a mobile-based system will certainly be a very good product marketing
media. Especially considering that the packaging of a product is generally mass-printed with the
same design, so that the manufacturer can apply marker technology to the product design, the
Augmented Reality technology will instantly be able to reach consumers with a very modern
packaging (Pratomo, 2010).

Augmented Reality application was developed based on the Linear Sequential method and
Unified Modeling Language (UML) object-oriented analysis. Augmented Reality technology means
to deliver more specific and interactive information. Combining Augmented Reality technology
with the marker code on mobile technology has its own benefits for consumers to check the price of
the product or how to use the product. This technology will greatly assist consumers in getting
information faster and easier by simply pointing the Smartphone to the logo or image that has been
implanted with the marker code of the item, the detailed information of the item will instantly
appear automatically. Prospective customers is no longer need to search for information by opening
a browser first because it will take a little longer and sometimes the information is not necessarily
appropriate and complete (Young, 2015).
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Learning in the field of education has been good so far to help improve the application of
Augmented Reality (AR) technology. The promotion of inclusive learning using AR is also
growing rapidly. The main findings of this research on education provide the latest state of AR
research. Innovations in Augmented Reality are still limited and need to be further developed,
especially in the things above. The number of Internet users in Indonesia continues to increase quite
rapidly each year, the Indonesian Internet Service Providers Association based on data from
(Asosiasi Penyelenggara Jasa Internet Indonesia, 2017a). Especially the services that are accessed,
such as; banking 7,39%, selling goods 8,12%, registration 16,97%, buying goods 32,19%, email
33,58%, uploading files 35,99%, articles 55,30%, downloading pictures 56,77%, video downloads
70,23%, see videos 69,64%, see pictures/photos 72,79%, search engines 74,84%, social media
87,13%, chat 89,35%. From this trend, it is very apparent that people's lifestyles in Indonesia,
particularly in big cities have an attachment to the internet media, especially for the need to
socialize among them.

By using the internet marketing costs, it is become more efficient by utilizing social media
which is accessed easily and free. The internet world is also strengthened by the results of a survey
by the Indonesian Internet Service Providers Association regarding the business market potential
which shows that the number of internet users in the economic sector is very significant, which
shows in (Asosiasi Penyelenggara Jasa Internet Indonesia, 2017b).

This study aimed to examine based on industrial competition analysis, functional business
analysis, Lean Canvas Model and Blue Ocean Strategy and the feasibility of investing in the
formation of digital-based reality Start-upper printing at AIGOO.ID. Electronic commerce or so-
called e-commerce is a business using the ordinary internet. All forms of trade transactions or trade
in goods and services using electronic media can be interpreted generally as e-commerce. It is clear
that apart from those mentioned above, these commercial activities are part of business activities.
Based on existing data and business opportunities that are wide open to be developed, the authors
are interested to explain a digital printing business based on Augmented Reality technology with an
electronic advertising marketing strategy.

METHODOLOGY

This study uses mix methodology using qualitative research with exploratory methods, and
quantitative research in its financial projections. The sampling of data sources is done in a
qualitative interactive manner with combined data collection techniques and the results are more
emphasized on a meaning rather than generalization. The main purpose of exploratory research is
the process of identifying the boundaries of an environmental phenomenon, the opportunity, or
place of a situation and also to identify important factors that exist in the environment or important
factors associated with a research. The object of this research is a business feasibility test based on
analysis of industry competition and functional business planning and innovation planning.

Information collection techniques used by the author in this study are: 1. Observation, 2.
Interview, and 3. Documents. According to (Sugiyono, 2014) Records of events that have passed or
about future forecasts can be said with document information. A person's writing, drawing or
monumental work forms within the document Information.Document study is a complement and a
synchronization tool so that it becomes an objective work in this qualitative research.

Qualitative data analysis is implemented by coding. Can be measured or understood the
qualitative data grouping process so that it is easily a coding. In qualitative research that has the
characteristics of post positivism where the principle is that truth is not absolute (Bachri, 2010).

The degree of trust (credibility), transferability, dependability, and confirmability is the
implementation of data checking techniques based on a number of certain criteria. The
trustworthiness test is using the data validity test in the qualitative research of Lincoln and Buba,
1985 in (Indrawan and Yaniawati, 2014) which consists of several steps such as credibility (internal
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validity), transferability (external validity), and dependability (reliability), confirmability
(objectivity).

Triangulationsare the data analysis approach synthesizes data from various sources.
Triangulation according to Susan Stainbanck in (Sugiyono, 2007) stated that "The same social
phenomenon aims not to determine the truth, rather than increasing one's understanding of whatever
is being investigated is a triangulation goal”. While, according to WiliamWiersma in Sugiono,
"Qualitative cross validation is triangulation, convergence of multiple data sources or multiple data
collection procedures according to assessing the adequacy of the data”. Source triangulation is the
method of getting the data from different sources with the same technique (Sugiyono, 2007). In this
research, triangulation of sources was carried out, where data were obtained from four expert
informants who had different backgrounds, namely expert informants with a background in design
thinking, rapid prototyping, digital printing, Augmented Reality, and Virtual Reality. The selection
of informants aims to increase the understanding of the concept of AIGOO.ID business planning.

Data analysis was performed using the version of Miles and Huberman, in (Sugiyono, 2007)
that the activities in the qualitative analysis were carried out interactively and took place
continuously until they were finished so that the data was saturated (showing the same pattern).
Activities include data reduction, data display, and verification.

RESULT AND DISCUSSION

1. Profile of Company

AIGOO.ID is a start-up provider of goods and services in the digital printing industry based
on Augmented Reality application technology(Adhari, 2018).

Here are some categories of product fields provided:

a. Hardware: Billboard billboards (size.5x10meter - 4x6 meters), Neon Box, Stickers,
exhibition stands, embossed letters, banners, brochures, invitations, business cards, ID-cards, books,
agendas, calendar, and etc.

b. Software: Website development and development, mobile applications, fintech
applications, Augmented Reality applications and virtual reality, SEO services.

While, the company identification is as follows (Adhari, 2018):

Brand Name - AIGOO

Line of Business : Provider of printing-based printing goods and services.
Business Location - Indonesia (Bandung City)

Capital Structure : 100% Own Capital (Adhari, 2018).

2. Formulation of Strategy

The formulation of the AIGOO.ID strategy starts after formulating the context of the
company's vision, mission, values, brand, catchword (slogan) and location concept. Then proceed
with the SWOT analysis, external analysis (PESTEL Analysis) and analysis of Porter's five forces
industry competition.

2.1 Analysis of External (PESTEL Analysis)

Analysis of PESTEL is very important for companies to determine the condition of a
country's macro environment where a business place will be established. Many factors in the macro
environment will influence the management decisions.

a. Conditions of Political

At present the conditions of political in Indonesia can be said to be quite stable with so many
inflows of funds coming in from outside to be invested in Indonesia. Indirectly this condition will
benefit AIGOO.ID because of the good political stability and of course this condition will have an
impact on the growth of the business being run.
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b. Conditions of Economic

The economyof Indonesian has shown quite positive developments marked by
macroeconomic conditions and stable macroeconomic indicators. Based on data from Bank
Indonesia and BPS:

* The economic growth in the first quarter of 2017 (year on year) of 5.01%. Economic growth
in the first quarter of 2018 was 5.06%. (Source: bps-ri 2018).

» The exchange rate of the rupiah on May 8, 2018 per 1 USD was 14,150 from the previous
exchange rate on May 2, it still touched 13,950 per USD.

This level is far above the assumption on 2018 state income and expenditure budget of 13,400
per US dollar. However, according to the fiscal policy body (BKF) Ministry of Finance of the
Republic of Indonesia, explaining the weakening of the rupiah exchange rate increases state
revenues and expenditures. From the results of the BKF calculation they get the result that revenues
in the state budget are higher than the expenditure due to the exchange rate.

c. The Conditions of Social

Changes in Social trends in society will have an impact on the demand for products or
services offered by the company. The social conditions that must be considered are as follows:

* The Changes of Lifestyle

Changes of Lifestyle that occur in big cities, such as Jakarta and Bandung, with routines
especially workers need a speed and ease in every communication interaction in the delivery of
advertisements or public notice.

* Cultural of Ethnic and Factors of Religious

The Republic of Indonesia is the only country in the world that has the most ethnic cultures
with a total of 1,340 ethnicities. There are 6 different religions in Indonesia which are legalized and
protected by law in Indonesia, namely Islam, Catholic Christianity, Protestant Christianity,
Hinduism, Buddhism, Confucianism. If related, this news is an opportunity.

* Education and Demographics (Age, Sex)

Demographic growth is one of the determining factors for increasing the intended market
share. AIGOO.ID itself focuses on urbanites with middle to upper strata aged 17 to 55 years who
have a high enough education and understands the importance of visual interaction from
conventional advertisements or notifications.

« Jobless

With the digital printing business plan based on Augmented Reality application technology in
AIGOO.ID will create new jobs so that it will reduce jobless rates especially in Bandung and East
Borneo Indonesia.

d. The Conditions of Technology

The impact is quite strongto the development of business activities, namely technology has,
especially in printing services and mobile applications. Due to the rapid condition of technological
development, AIGOO.ID must anticipate quickly by:

» Using the latest technology for equipment and printing equipment and computerized systems
based on technology that is environmentally friendly and energy efficient, but still promotes quality
and time efficiency. To conducts research using latest technologyin the dissemination of
information and as well as the use of communication facilities to its customers.

e. Conditions of Legal

* In carrying out its business, AIGOO.ID must comply with regulations or laws in force in
Indonesia, such as trade regulations, taxes and labor laws.

» Protection of Consumer

The rights of consumer must always be considered by providing the best service because
consumers are a source of income for the company or in other terms the consumer is king. Indeed,
the company has provided full service damage guarantee, with applicable terms and conditions.
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f. Conditions of Environmental

» Weather and Climate

The products and materials used will be adapted to weather and climate in Indonesia with a
tropical climate so that the products produced will be more durable.

* Ecology

AIGOO.ID will use products and materials that are environmentally friendly so as not to
damage the environment and dispose of waste separately in the form of liquids, paper or recyclable
goods, and wet materials (green environment).

The following below will be visualized into the results table of the Pastel analysis business
plan which is synthesized from the information of the informants and supporting data both verbal
and non verbal. As it explained in the table 1 below:

Table 1
Analysis of PASTEL
P E [ s ] T E L
e Indonesia’s | e Positive e Thenumber | e Thereisa e Indonesia e The AR and
stable political | economic of internet and | reality hologram | only has 2 VR industries
conditions. growth smartphone technology that | seasons that have not been
e Government | e The rate users in is a competitor to | facilitate the clearly protected
support for of inflation is | Indonesia VR technology process of through the ITE
entrepreneuria | stable continues to e Conventional | channeling Law
| nurseries. e The experience printing products from e Although the
e Obstructing | exchange rate | positive technology suppliers, as bureaucratic
licensing of the rupiah | growth cannot be well as to mechanism is
bureaucracy continues to abandoned consumers complicated, it
weaken does not require
difficult matters
in licensing

Source: Own Data

3. Analysis of SWOT

Analysis of SWOT is very necessary when making a new business that is useful to find out
the strengths and weaknesses of the business, so the company will be able to make the most
appropriate strategy to seize all opportunities and eliminate existing weaknesses.

Based on the results of interviews, observations, and documentation studies conducted by
researchers, several strengths were recorded in realizing the business design of the AIGOO.ID.
According to Seterhen and Melvin, who are practitioners in the field of digital printing and
manufacturing design thinking the application of AR and VR technology can increase value in the
conventional printing industry. Meanwhile, Alvian who is a practitioner in the field of AR and VR
stated that technology can provide solutions for more dynamic visual interactions. Based on the
results of observations and literature studies it is noted that until now there has been no business
sector that integrates business in one place of business engaged in digital printing with AR and VR
technology. So that it can be understood that the strength of the business design of AIGOO.ID is the
first printing and manufacturing application in one place (one stop printing application center) in
Indonesia.

In terms of services provided, Seterhen and Melvin explained that it takes between 1-4
working days for digital printing service. With the integration of conventional printing business and
AR and VR technology in one place, the speed of production operations can be cut, so that the
strength in planning the AIGOO.ID is about the speed of production. Besides, one place production
may cut the production charge which implies on price, thus the advantage of this business design is
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the products offered will have lower prices than competitors on the market. In addition, based on
theinterviews results the practitioners from the field of digital printing and IT in terms of AR and
VR focus on consumer comfort. Therefore, it can be-concluded that in order to further improve
service quality, the strength in the business of AIGOO.ID can be added regarding on the attention to
consumers such as the welcome drink. Also customers can do communication outside operating
hours, by making an appointment in advance. Based on the analysis of the results of interviews,
observations, and literature studies that have been conducted, the strengths of the AIGOO.ID
business plan are as explained in the table 2 below:

Table 2
Analysis of Strength

Strength

The first printing and manufacturing application in one place (one stop printing
applicationscentre) in Indonesia

2 | AIGOO.IDprovides Home and Office Services services in the consultation and design process

AIGOO.ID opening hours start at 07.30 - 20.00 WIB and can meet below 7am or below 8pm,
but customers must make a prior agreement (H-2).

4 | Easily accessible, and convenient location
5 | There is free wifi and welcome drink
6 | The selling price of the product is cheaper than competitors

The turnaround time is very fast and there are certain products that can be awaited for
completion

Source: Own Data

In understanding the weaknesses of the AIGOO.ID business design, researchers compiled the
results of interviews with several informants who are practitioners in similar business fields, and it
found that the weaknesses of the AIGOO.ID business design are new players in the printing
industry as well as the technology industry AR and VR. It is realized by researchers that AIGOO.ID
certainly does not have bargaining power to consumers, and requires more efforts to introduce and
promote company products to consumers. However, based on the results of interviews with
practitioners in IT field for AR and VR, of course every company faces the same disadvantage that
is the initial process requires high initial costs for making servers in the development of the coding
marker process.

In understanding the opportunities of the AIGOO.ID business design, researchers understand
that the Indonesian people are people with internet usage that experience positive growth every
year.

This was also revealed by business practitioners IT midwives, Pram and Alvian in an
interview that stated that currently the trend on AR and VR technology has 6-10 years prospect. In
addition, the existence of MSME associations or associations such as KADIN, HIPMI, Marketind,
The Local Enabler, and TDA will make it easier for AIGOO.ID to determine the target market, so
that the association can be understood as a niche market. AIGOO.ID owners also have a network of
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relations with political party politicians, so that this group can also become a separate target market.
Furthermore, the concept of AIGOO.ID can be used as a gathering place for start-up units to share
knowledge, digital business consulting, promotion consulting, and places to learn entrepreneurship,
as well as cooperation opportunities for conventional printing entrepreneurs. Based on the analysis
of the results of interviews, observations, and literature studies that have been conducted, it can be
concluded that the opportunities of the AIGOO.ID business plan are as it explained in the table 3
below:

Table 3
Analysis of Opportunity

Opportunity

The number of internet users through smartphones is experiencing positive growth
every year

There are SME communities/associations that can be used as a target market (KADIN,
2 HIPMI, Marketind, The local enabler, TDA, etc.) and a network of politicians from
political parties

AIGOO.ID can be used as a place to share knowledge, digital business consulting,
promotion consulting, and entrepreneurship learning places for start-up units

4 Open opportunities for cooperation with conventional offset printing entrepreneurs

Source: Own Data

In industries that depend on the latest technology, researchers understand that technology that
is currently trending nowadays will be replaced by newer technology. In the results of interviews
conducted with business practitioners’ new technologies, called Hologram Reality technology
emerge that can replace or have the advantage of previous technologies, which causes AR and VR
technology to look no longer modern. Changing consumer tastes are also a threat in this business,
where communication media through digital printing still has its own value for the community. The
shift in consumer tastes thinks the physical communication media is still better than digital media.
From the analysis above the results of interviews, observations, and literature studies that have been
conducted, it can be concluded that the threats from the AIGOO.ID business plan are as it explained
in the table 4 below:
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Table 4
SWOT of Matrix
Strength Weakness
IFAS 1. Printing and | 1. New players and have
manufacturing applications in one | no  bargaining  power to
place (one stop  printing | consumers.
applicationscentre) First  in| 2. New players thus need
Indonesia. high costs for promotion.
2. providing Home and | 3. New players and high
Office services in the consultation | initial ~ costs  for  server
and design process. procurement and coding marker
EFAS 3. Can serve outside of | development.
operating hours. 4. HR is weak in
4. Easily accessible and | understanding  the  vision,
convenient location. mission and culture of the
5. Free wifi and welcome | organization.
drink.
6. Cheaper price.
7. Faster completion time.
Opportunities SO Strategy WO Strategy
1. Indonesian The  services offered by | To capture the opportunities
internet users | AIGOO.ID as the first integrated | available, AIGOO.IDmust
experiencing positive | business in Indonesia can capture | prepare resources to
growth. Indonesia's market opportunities | immediately make an
2. The existence of | with high internet users in | introduction to consumers,
the SME Association. Indonesia experiencing positive | prepare servers and coding
3. Political party | growth, and the presence of | markers, increase HR capacity,
networks for business | MSME associations and networks | and evaluate the location of
development. on political parties, with the | offices on the 5th floor.
4, Cooperation support of strategic business
opportunities with | locations and offering maximum
conventional offset | services (outside operating hours)
printing. at a cheaper price.
Threats ST Strategy WT Strategy
1. The emergence | To overcome this threat, as the | To avoid existing threats,
of more modern | first integrated business in | AIGOO.ID needs to minimize
technology. Indonesia, it must improve | the quality of existing human
2. The emergence | services such as home and office | resources, so that when new
of new competitors with | services, be able to serve outside | competitors emerge to provide
almost the same concept. | of operating hours, at a lower | better services, and with the
3. Community taste. | price and faster time. emergence of newer
technology, HR can
immediately make adjustments.

Source: Own Data

Based on the explanation in the strengths, weaknesses, opportunities, and threats of the
AIGOO.ID business design, there are four possible sets of alternative strategies that AIGOO.ID can
implement based on the framework presented, it can be seen that (Rangkuti, 2016) below:
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a. (SO Strategic) is the company's internal strength to take advantage of external opportunities
from SO Strategies. All managers take advantage of external trends and events and want their
organization to be in a position where internal strength can be used.

b. Great opportunities sometimes arise, but the company has internal weaknesses that prevent
it from taking advantage of these opportunities. Taking advantage of external opportunities to
correct internal weaknesses is the goal of the WO Strategy.

c. ST Strategy (ST strategic) to avoid or reduce the impact of external threats using company
power.

d. WT Strategies (WT Strategies) to reduce internal weakness and avoid external threats is the
aim of defensive tactics.

4. The Analysis of the Industry Model from Porter's Five Forces

The Analysis of Porters Five Forces is used to analyze industries and develop business
strategies as a framework.This analysis was developed by Porter because Porter believes that the
analysis of SWOT is an ad hoc and unrigorous analysis. Moreover, the detailed data on the
download number of the Augmented Reality application is active and passive. However,
AIGOO.ID will not make it as a threat, and will continue to compete with its uniqueness and carry
out appropriate strategies such as:

* Promotion is done by word of mouth and viral marketing.

* Provide special services and discounts for membership

* Offering new products that are more innovative.

4.1 The Forecasting of Strategy Formulation Results
From the explanation above, the SWOT analysis and Porter's Five Forces Model can be taken
an outline and explained in the table 5 below:
Table 5
The Forecasting of Strategy Formulation Result

No Variabel Hasil

1 Environment Analysis WORTH business is run
2 SWOT Analysis WORTH business is run
3 Analysis Of Industry Competition (Porter’s WORTH business is run

Five Forces Model)

Source: Own Data

4.2 Business Planning of Functional

In formulating the focus targets, the author first identifies the four aspects of functional
business together with the percentage of investment feasibility assessment focus from the discussion
of the performance series that will be set out below:

4.3 Plan of Marketing

The company uses a lifestyle approach in identifying the values of similarity as segmentation
and then combining with individuals, organizations and other activities that are considered to be
able to realize these values of similarity. The company's decision to merge the company can gain
the trust of consumers and can be seen that the company is doing differentiation on the selection of
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segmentation, targets and positions. In determining the marketing mix the company optimizes the
marketing mix in performing its performance processes.

4.4 Targeting, Segmentation, Positioning

Based on interviews with informants and from APJII secondary data, the determination of
aspects of market segmentation is based on the user's age, which in this case can refer to the age of
Smartphone and internet active users in Indonesia who have a high association with information
technology, then the level of economic capability, psychological, and intellectual intelligence. It can
be explained as below:

* Targeting

In accordance with the predetermined segmentation of the company and the tendency to
increase the number of individual urbanites and on the basis of public awareness of the receipt of
complete and accurate information, the company determined to use Market Specialization as the
company's target strategy. The choice of this strategy is because the company sees and believes it
can facilitate marketing sell the product to consumers who are interested in Augmented Reality
application-based digital printing. With the existence of Augmented Reality technology, it can
provide a new trend towards the mindset of people who are already modern in Indonesia.

» Segmenting

The segments that correspond to the digital printing business plan based on the Augmented
Reality application on AIGOO.ID are as follows:

a) Demographics

If we look at the composition of internet users by age, it would be very significant to see
internet use at the age of 19 - 34 years for 49.52% this might be due to the demands of interaction in
their work or education. The growth of Smartphone usage in Indonesia is based on a survey of
Indonesian internet service provider associations (APJII) in 2017, the composition of the growth of
internet users based on age which in line with the target users and connoisseurs of molds based on
Augmented Reality between 13 - 54 years with a total coverage of 95.76%.

* Positioning

AIGOO.ID is a new player in the digital printing industry and mobile applications. Which
decided to choose using abstraction - base positioning. The company hopes to build brand relations
without comparing with market leaders in the market. Therefore, the positioning of the AIGOO.ID
lies in the product differentiation and theme concepts offered, which are integrated. In the abstract,
AIGOO.ID places itself as a product that supports the lifestyle of urbanites in all corners of
Indonesia who cannot be separated from Smartphone and thirst for premium things. This matter is
very good for the development of the digital printing business based on Augmented Reality,
because the audience can be very evenly distributed throughout the entire region of Indonesia with
3G or 4G network signals. Internet service users in Indonesia use an internet network and roam in
cyberspace on average by 65.98% in the period of activity on a daily basis, and have a roaming time
of 26.48% of active users who are more than 7 (seven) hours per day.

5. MixMarketing

In producing a well marketing system, the company has formulated a mix marketing to
become a milestone of this business marketing plan by using 7P mixmarketing, including
productsand prices, places, promotions, process, peoples, physical evidence, productivity and
quality. As it explained below:

1) Price and Product

The price is not only a component for the company to return its capital, but also to get profits
and become a benchmark for the sustainability of the company. By analyzing the cost of the product
to the consumer's purchasing power and comparing with the level of customer satisfaction and the
selling price of other competitors, a price deal can be obtained from the product offered. The
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company makes a policy of giving 2 (two) different prices between business partners and ordinary
consumers. The requirements to become a business partner include, among others, having a
conventional printing business.

2) Places

There are several reasons for AIGOO.ID to choose to be located in that area, a) it is close to
the center of government, b) it is close to educational access, and c) it is very close to several other
large scale offices. In addition, it is very suitable for middle and upper market segmentation.

3) Promotions

To communicate the products offered by AIGOO.ID, promotion is needed, among others:

* The Grand Opening will be held at the AIGOO.ID office.

» Has an ambassador brand from celebrities who will become a reference for consumers to be
able to invite the wider community to buy printing products.

* Endorsing celebrities and YouTubers.

« Join the Indonesian business community.

« Join the community of printing entrepreneurs and digital printing entrepreneurs.

* Create a member program for consumers and provide special price discounts for members
who post photos with products and locations of AIGOO.ID on consumer’s personal social media.

* Distribute brochures and bidding proposals to potential customers.

* Advertise on local print media and social media.

4) People

Human resources are part of the company assets that cannot be separated. For this people
position in AIGOO.ID has represented a lead figure from a founder figure, where the founder has
been and until now is still running the printing and advertisement business in East Kalimantan
province since 2010. His experience will be a good capital in conducive the company.

5) Process

AIGOO.ID sets Standard Operating Procedure (SOPs) that must be carried out to guarantee
quality standards of services and products produced. Also to provide an explanation of the risks and
rewards that will be given to consumers who come to the store. The following describes the basic
operational technical policies made in AIGOO.ID explained below:

a. It will be emphasized further about the company's attention to loyal partners and consumers
by inviting family gatherings or appreciating if partners are in joy.

b. Customers who come directly or via telephone to the company will get the better service

6) Evidence of Physical

This element is very important for AIGOO.ID in supporting the company's continued success
in capturing consumer interest. Such as providing after sales services, providing design services and
delivery of products that ordered at home or office directly and free.

7) Quality and Productivity

Service delivery that is based on effectiveness and efficiency is highly prioritized in
AIGOO.ID, this is clearly seen in providing rewards to loyal customers and business partners
actively. One way to do this is by give gifts and partner assistance on products explanation in a
friendly and full of togetherness.

5.1 Plan of Operational

Planning of Operational implemented by AIGOO.ID in realizing production activities that
have good performance, without exception can be done by fulfilling several criteria. I must be
carefully prepared and met the level of reasonableness because if there is an error in operational
behavior, it will cause material and non-material losses which will result in bankruptcy of the
company.The aspects that need to be concerned, such as Operation Volume, Equipment and
Technology, raw materials and additives, layout, labor, and operational performance.
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5.2 Plan of Human Resources

In the plan of human resource, resources with characters that support the entire production
and marketing process, such having an honest character, discipline, able to work in teams, have
skills in programming languages, coding, graphic design, and able to speak a foreign language, or at
least English actively, are needed. Determining the human resources of the company can be seen
from the production process, AIGOO.ID hopes that this can cause the amount of human resources
not to overload. The company conducts briefings and guidance regarding work systems, such as
Graphic Designers, Programmers, Administration, Customer Service, Cashiers, Machine Operators,
Marketing, and Office Boy.

5.3 Plan of Financial

In relation to the generic strategy that will be implemented by AIGOO.ID, the financial
strategy must be in line and consistent with other functional strategies such as marketing planning,
human resources and operations. This plan of financial has a short-term goal which is to guarantee
the availability of adequate funds to ensure the smooth operations of the AIGOO.ID, while the
long-term goal is to manage and utilize assets, debts (if any) and optimal equity so as to create value
for the company owner by The company's strong foundation of wanting a good rate of return on its
investment.

6. Allocation and Capital Structure

Augmented Reality-based digital printing business is a business that requires a fairly large
amount of capital, especially for the facilities and infrastructure of the main printing machine which
is expensive. However, the required capital does not use financing from banks and uses private
funds in its capital element.

The company's capital ownership arrangement is explained in the table 6 below:

Table 6
AIGOO.ID Ownership Structure

Percentage of Share

Shareholder Ownership (%)

Amount of Funds Deposit (Rp)
lendy Zelviean Adhari 100 2.000.000.000

Source: Own Data

7. RevenueProjected

In calculating the revenue of projected sales, sensitivity analysis will be used to find out the
picture of the extent financial analysis is able to deal with changes in factors that influence it.
Sensitivity analysis is applied by changing the values of a meter to further seen on how they affect
the investment feasibility. In this case the sensitivity analysis is done by making 2 income
conditions, namely pessimistic (pessimistic) and optimistic (optimistic). Based on the market share
that the company's target market such as conventional printing partners and private consumers, the
sales assumption (included) and revenue based on the two conditions in a yearly basis are set in the
table 7 and 8 below:
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Table 7
Pessimistic Income Conditions Assumption

PARTNERS /
CONSUMERS

2018 (Rp) 2019 (Rp) 2020 (Rp) 2021 (Rp)

PRODUCT  4,971,061,100.00 10,925,354,600.00 10,487,783,100.00 10,968,323,300.00
SERVICE 643,000,000.00  1,940,000,000.00  1,966,000,000.00 2,613,000,000.00

TOTAL 5,614,061,100.00 12,865,354,600.00 12,453,783,100.00 13,581,323,300.00

Source: Own Data
Table 8
Optimistic Conditions of Revenue Assumption

PARTNERS / 2018 (Rp) 2019 (Rp) 2020 (Rp) 2021 (Rp)

CONSUMERS

PRODUCT 7,456,591,650 16,388,031,900 15,731,674,650 16,452,484,950

SERVICE 1,651,000,000 3,704,000,000 3,690,000,000 4,398,000,000

TOTAL 9,107,591,650.00 20,092,031,900.00 19,421,674,650.00 20,850,484,950.00

Source: Own Data

8. Financial Statements Projection
The analysis of AIGOO.ID financial statements projection is divided into 3 parts, namely:
a. Sheet of Balance
b. Statement of Income
c. Statement of Cash flow
* Projection of Profit-L0ss
The projection of net profit after tax for 4 consecutive years using two predetermined
conditions can be seen in table 9 below:
Table 9
Net Profit after Tax (Rp.)

NET PROFIT 2018 2019 2020 2021

PESIMISTIC  1,739,474,618 4,370,203,275 4,224,467,670 4,895,582,940

OPTIMISTIC | 3,254,821,770 @ 7,395,474,600 7,137,121,193 @ 7,946,919,098

Source: Own Data

From table 9 above, it can be seen that the two conditions used have resulted in the highest
profit derived from optimistic conditions. The possibility of achieving optimistic conditions can

Y
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occur if the promotion carried out is right on target from the beginning and the services provided
can satisfy the customer. Hence, the customer can indirectly participate in promoting it to his family
or colleagues (word of mouth). The positioning strategy of AIGOO.ID must really be able to attract
customers from the upper middle class to use company services.

* Dividends Projection and Retained Earnings

To create value for the owners of the company’s capital the company, it is circumvented by
conducting a dividend distribution strategy. For dividend distribution, the policy that will be carried
out in the form of dividend distribution will be given at the end of 2019 or the current operating
year at 80% of net income in the second year after tax. The rest will be retained earnings which will
be used to fund expansion plans or upgrades in the next few years. In addition, the distribution of
dividends of 80% is also intended to provide a little flexibility for capital owners in using money
from the results of this business. The following table will explain the projected retained earnings
and dividends from pessimistic and optimistic conditions as it explained in the table 10 and 11
below:

Table 10
Dividends in Pessimistic Conditions and Projected Retained Earnings
DESCRIPTION 2018 2019 2020 2021
EARNINGS
ARRANGED = 1,739,474,618 | 4,370,203,275 | 4,224,467,670
EARLY
NET PROFIT 1,739,474,618 | 4,370,203275 | 4,224,467,670 | 4,895,582,940
DEVIDEN = 1,391,579,694 | 3,496,162,620 | 3,379,574,136
INCOME ENDED - - 347,894,924 1,221,935,579
Source: Predictions for 2018-2021 balance sheet projections
Table 11
Dividends in Optimistic Conditions and Projection of Retained Earnings
DESCRIPTION 2018 2019 2020 2021

EARNINGS ARRANGED ] 3,254.821.770 | 7,395.474.600  7,137,121,193

EARLY
NET PROFIT 3,254,821,770 | 7,395,474,600 | 7,137,121,193 | 7,946,919,098
DEVIDEN = 2,603,857,416 | 5,916,379,680 | 5,709,696,954
INCOME ENDED - - 650,964,354 | 2,130,059,274

Source: Predictions for 2018-2021 balance sheet projections
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Analysis of Return on Investment (ROI)

ROI analysis is used to measure the rate of return on investments made. As explained in the
previous capital structure point. The funds used to make this investment come from own capital, so
it can also be written as return on investment (ROI), return on equity (ROE), return on assets
(ROA). The formulas used to calculate ROI, ROE and ROA according to Ross (2009) are as
follows:

ROI = (Net Profit After Tax/total asset) x 100%
ROE = (Net profit after tax / total equity) x 100%
ROA= (Net Profit Before Tax/ Average Asset)x 100%

Based on the profit and loss projections set out in table 9 above, it can be calculated ROI for 4
years running from the two project conditions as in the table 12:
Table 12
Return on Investment (ROI) Projection for 2018-2020

DESCRIPTION | 2018 2019 2020 2021
PESIMISTIC 86% 218% 211% 244%
OPTIMISTIC 162% 369% 356% 397%

Source: projection of 2018-2021 profit and loss
9. Lean Canvas Model and Blue Ocean Strategy Implementations

Lean Canvas is a further development of the canvas business model method, there are 9
blocks that must be filled based on the data take in the field, the following will be implements in the
first step up to the ninth step in preparing lean canvas on AIGOO.ID:

* Segments of Customer (step 1)

AIGOO.ID determines their target market based on demographic, psychographic, lifestyle and
behavior, such as the place where he lives, sex, type of work, age, level of education, number of
income every month and others, early adopters are urban aged people ranged from 18-35 years old
and conventional printing entrepreneurs in Indonesia because they are more aware of Indonesian
technology, besides that cooperation can be developed with agencies such as schools,
manufacturing companies, political parties, event organizers, restaurants and cafes.

* Problems (Step 2)

The problems column will be validated from the existing customer segment and then adjusted
to the business niche that the AIGOOQ.ID wants to build. The business niche is Augmented Reality
mobile application development and integrated printing. Some correspondence from urbanites and
conventional printing entrepreneurs were given direct questions about the main problems in the
printing world.

* Proposition of Unique Value (Step 3)

Determining the Proposition of Unique Value can be validated through the uniqueness of
AIGOO.ID business when compared to similar business competitors. It can be measured in terms of
selling prices, product safety, and production process control systems and after sales. In this case
because the company is engaged in digital printing based on the integrated Augmented Reality
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application, the statement "4D Printing Augmented Reality” was made. With the hope of making
No. 1 digital printing in Indonesia which is the only integrated concept in one place between
printing and video coding Augmented Reality.

* Solutions (Step 4)

The Solutions column can be validated from foresight when analyzing customer segments and
asking the top 3 answers in their problem column. In this case, AIGOO.ID provides a step-by-step
action list to present Augmented Reality technology-based printing in the same company and
provide standardized customer service.

* Channels (Step 5)

Channel is a medium or method used by the companies to deliver business product marketing
solutions aimed at theirsegments customer. In this case the company focuses on the generation (X
and Y) that have transformed into urbanites by utilizing, blogs, social media, YouTube videos with
storytelling, email marketing and chat applications such as Whatsapp, Line, Instagram, SMS to
reaching customers and utilize Search Engine Optimization.

» Streams of Revenue (Step 6)

AIGOO.IDtakes a policy in determining the source of income for the company, with hope that
it can focus on development and optimal results. The company makes a policy by market 2 product
packages in the hope to minimize the number of consumer choices for its products. These options
include basic digital prints (profit margins 2x the price of capital) and AR digital prints (10x the
price of capital).

» Structure of Cost (Step 7)

For companies, it is importantto determining the check list of costs to be incurred for the
future viability of their business. In this case the company has divided into 2 types of costs to be
incurred, namely fixed costs and variable costs. However, according to the informantion from the
interviews, it is stated that consumers have consciously understood that the price value of AR
technology is high, so that it will still be welcomed in positively even though it has a high value.

« Key Metrics (Step 8)

AIGOO.ID is very intensive in the key metrics because it is very helpful for stakeholder to
know the progress from the business performance both in time, every week, every month or maybe
every year. Based on the interview result with the informant, AR technology can gives the overview
of visitor traffic, sharing product for company in the field of conventional promotion. While, for
children it will easy to understand the message and the knowledge that delivered because it has the
concept of message delivery learning and playing. In this case of key metrics that company used is
theamount of customer (in terms of website traffic and also the number of AR application
downloads), Retention (the number of sales of basic printed products and AR), Retention (how
many people order again and again the printed products).

« Advantage of Unfair (step 9)

The company has the preliminary guidelines to determine advantage of unfair. Since, it is
only with making a strong foundation in the product offered then it will make the competitor is
difficult to follow the business that have been run. Company is trying to improve barrier to entry
(the difficulty to copy) in each changes like always update and upgrade the quality and quantity
product that offered to be more superior. Besides it, based on the interview result with the
informant, who AR is still potentially, will last for the next 5-10 years.
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Strategy of Blue Ocean

In the implementations strategy of Blue Ocean, the canvas strategy and 4 steps working
scheme will be applied. The data that stated on the canvas are the interview result and deepening of
the writer on the competitor and customer of conventional printing.

The explanation about the canvas Blue Ocean Strategy and 4 steps work scheme AIGOO.ID
as in the table 13:

Table 13
Four-Step Work Scheme of AIGOO.ID

CLEAR CREATE
e Booking fees e Cash on delivery
e Down payment e Hologram  Reality  products
e Regulations that limit the Research

creativity of AR production

REDUCE LEVEL

e Conventional Promotion

e Dependence on advances in the
production process

Increased HR capacity
Quality Controll System
After sales services

Foreign networks Expansion

Source: Own Data

From the table above, the changes that must be done on the element value that has been
applied by another company, it can be arranged and focused on thecanvas strategy that trying to get
out of the competition with away movement.

AIGOO.ID is trying to get out and become the leader of the existing competition. The
explanation is based on factors that influence, such as:

1. AIGOO.ID is trying to gives the AR product and basic printing production lower
price than the particular Augmented Reality Program and conventional printing company.
2. The quality of the waiting room is usually simple for rest and does not provide

comfort literally. AIGOO.ID is trying to make the waiting room with the service and facility
equivalent with café.

3. The service to customer became the benchmark level of consumer loyalty on
company. If the service is friendly and giving the appreciation with enthusiast to the customer so
that consumers are more likely to come back and entrust all the interests of advertising and printing
to the company. This is what the company is aiming for in differentiating and prioritizing maximum
service compared to other companies.

4. Product quality becomes the important things preferred in the company in fulfilling
the customer assessment criteria as the trusted company. Thus, the company takes on policy to
improve the product quality than the other competitor.

5. AIGOO.ID makes the printing concept and Augmented Reality integrated in one
place without the need for other sub-contractors to fulfill the customer needs. Therefore, in this case
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the company has been made the clear differences with the other competitor in the field of the
completeness of the product that offered.

6. The company production speed automatically can be faster becauseit is using the
printing concept of integrated one-door printing with manufacturing programs Augmented Reality.
7. Delivery product given by AIGOO.ID include 2 elements, that is; before and after.

So, the company serves the service of design graphics in customer location and after the order is
complete the product can be delivered to the customer.

8. After sales or guarantee, there is some policy which the company applied: about
regarding basic printing products, a). there is a guarantee if we have previously made an agreement,
b). if our Augmented Reality products provide warranty and maintenance, it will free of charge and
without conditions to customer complaints during the current work contract. In this case the
company will become a company that provides comfort and peace to consumers who will partner
with AIGOOQ.ID.

10. The Bruce Barringer criteria of Business Evaluation result

The result of business planning evaluation using the Bruce Barringer criteria is the AIGOO.ID
company assess good to be run because all of the numeric of each potential. The company
hasenough sufficient funding ability to do the improvement printing product basis of Augmented
Reality with highest potential projection in the power of business ideas. Related to the business
idea, it can be the basic improvement of effort and ability in compete with other competitors.

11. Risk and Innovation

The improvement planning and innovation of AIGOO.ID sourced on the combination from
the possibility of a previous event experience the consequences of the event. It also does not rule
out on the possibility that there is more than one effect that may occur for a particular event in
working the project later. In this case company has the principles that every forms of uncertainty
that cannot be understood must be managed effectively so that it will create added value for the
company. The company divides 2 elements into the main concern, namely the development of
innovation and risk forecast.

12. Improvement of Innovation
The aim is used as references in measured and structured action. These programs will
facilitate business planning after it is carried out, including:
a. Program of Marketing
The activity that will occur in the program of marketing improvement is open the new branch
of AIGOO.ID with the purpose to expand offline marketing networks in Indonesia, active in
participating in a series of exhibitions on a local and national scale, and also doing record traffic
offline and online visitor with hope can focusing on the market potential.
b. Program of Operational
The activity that willbe done in the program of operational improvement is creating the
systemof “one gate time control” in the monitor display for the customer in the waiting list.
c. Program of Human Resource
Improvement Program of the Human Resource is the collaboration in the field work with
several Vocational High Schools (SMK) with multimedia majors, design graphics, business
administrative and corporate marketing. Based on the interview results, the human resource
program is created to make special division to do the printing process, improve the QV system, and
gives the training and employee gathering.
d. Program of Financial
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The activity that will be done in this improvement program is making the special financial
software printing which has been adapted with the criteria of digital printing company of
AIGOO.ID. The other aims from making the software is if in the future the company develop the
business through the franchise route, it will facilitate cooperation and coaching.

e. Program of Innovation Product

The activity that will be implemented within the improvement program is perfecting

holographic reality prototyping with Chinese technology company Shisuan Group.

CONCLUSION

The business establishment project of AIGOO.ID is feasible and support on its
implementation based on:

1. The adjustment analysis of porter’s five forces and SWOT analysis conclude that
digital printing industry has big potential and worth to run. SWOT analysis also gives the positive
illustration to the four basic elements such as strengths, weakness, shortcomings and threats.

2. Based on the analysis of functional business, there are 4 basic aspects of the
assessment with the final results of the business recommendation which are feasible to run;
a. Aspect of Marketing: from the market prospect, business planning of digital printing

of Augmented realitybased have the good chance to run, it is seen from the STP research results that
lead to positive and continuous market trend Also from the results of the design of the marketing
mix 7P + 1 and the sharing on the competitor who has been successful as predecessors.

b. Aspect of Operational: from the aspect of operational design the company makes
reference to be one step ahead of other competitors. The company center is locate in the central city
of Bandung and all the procedural on work process, from input to output, mustbe standardized and
packed interesting or simple as it can due to optimize the job description.

C. Aspect of Human resources: the company makes the compete policy in instrumental
standardization recruitment for human resources in job acceptance selection and carry out basic
training in accordance with their respective duties and functions. The improvement that will be
given also direct to the government regulation in the things of working times, salary and social
assurance.

d. Aspect of Financial: the 6 eligibility assessment criteria provide a positive picture of
the acceleration of the implementation of this business. Payback period and discounted payback
period from the pessimist condition shows the return on investment in a period of 8 months and in
an optimistic condition within a period of 5 months. From the assessment profitability index also
gives the gives a number that is far greater than the standardization of eligibility; the pessimists are
at point 11 and the optimists are at point 17. The assessment NPV the positive value can be seen
from the pessimist condition which already reaches13,481,185,495 and the optimist position in
value 21,768,825,113.

3. Based on the implementation Lean Canvas Model and blue ocean strategy:

a. Lean Canvas model: from the instrumental application, company gets the specific
illustration from the problem column on the conventional printing product. In the solution column,
it is seen the role and the Augmented Reality product as one of the important component which give
the innovation to the conventional printing product. Likewise in other columns such as unique value
proportions, unfair advantages, and customer segments are closely related to the results of the
acceleration of the business. In the revenue streams and cost structure columns it is also very clear
where the sources of costs and profits come from.

b. Blue Ocean Strategy (BOS): in the Blue Ocean Strategy that has been projected from
the canvas strategy and 4 steps performance may sharpen the uniqueness of Augmented Reality-
based digital printing companies and network companies in Indonesia, in achieving their profit
goals.
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4. In the Bruce Barringer and Ireland of criteria evaluation, it gives the assessment
overview about the results of the power of ideas from company in establishing digital printing of
Augmented Reality based is worth to run. From the entire element of evaluation criteria, Bruce
Barringer and Ireland gives the positive stigma image from a series of evaluations that exist on the
assessment of business policies.

5. Based on the improvement of Innovation and risk forecast:

a. Improvement of Innovation: Maximizing the application of standard operating
procedures in every aspect of the production process is a foundation to get to the consistency of
prestige public services. In the financial aspect, company is trying to overcome human mistake with
the software financial technology in the future.

b. Forecast Risk: company is anticipate the risk all possible risks that can occur by
making 4 risk criteria, that is; financial risk, operational risk, disaster risk and finally strategic risk.

SUGGESTION

The researcher suggestions as explained it below:

1. As a start-up company, AIGOO.ID must be active promote consistently effectively through
the community-printing business community and advertising agencies in Indonesia through the
Website, social media and SEO.

2. Based on the analysis of financial planning reports, conditions are pessimistic and
optimistic indeed provide a positive trend, but not automatically the stakeholders feel in a safe zone,
always alert all the possibilities and opportunities that occur.

3. To increase business revenue, AIGOO.ID can expand the network of supporting services
for example holding training in advertising, training for non-institutional work practices, and others.
And it is possible to expand the business into business-related elements of other printing and
advertising flows.

For owners of capital / investors:

Owners of capital are required to monitor the performance of AIGOO.ID directly and if
possible in a vulnerable time every day. Immediately expand the business into supporting aspects
printing, such as: becoming a distributor of raw materials for paper or ink printer. After the capital
returns, it must be consistent and upgrade company.

For academics:

In order to get perfection in this research, it is necessary conducted further research on digital-
based printing business. This Augmented Reality application by conducting periodic surveys in the
form questionnaire to partners and consumers so that it can be concluded new data that is more
valid and comprehensive in the future will happen in the future.

For readers:

This business plan is an aspiration of the researcher in innovating in conventional printing by
inventing solution using the implementation of Augmented Reality application technology.
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CTPATEI'TYHA IIOJIITUKA TA BIBHEC-MOJEJI V1A CTAPTALLY
HUPPOBOI'O IPYKY HA OCHOBI LITYYHOTI'O IHTEJEKTY B IHAOHE3II
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JlociipkeHHsT Mae Ha METI BUBYMTH, Oa3ylOUMCh Ha aHali3l NMPOMMCIOBOI KOHKYPEHIII,
¢byHKLiIOHATPHOMY aHami3i 6i3Hecy, moxeni Lean Canvas ta Crparerii Blue Ocean, a Takox
JOLUJIBHOCTI 1HBECTYBaHHS, (OpMyBaHHS HU(PPOBOI peanbHOCTI 3allyCKy LHU(PPOBOro JIPyKy Ha
AIGOO.ID. BuxopucroByBaHUil METO — Il€ ONKMCOBI SKICHI Ta MOSCHIOBAJIbHI METOAM, a caMme
METOJ TIOEJHAHHS CIIOCTEPES)KEHHSI Ta ONMHUTYBaHHSA, KOAYBaHHS Ta TpiaHryismii. Pesymprartn
nociimkedb STP, mo mpu3BoAsATh 10 MO3UTHUBHUX Ta CTIHKMX PHHKOBHX TEHJEHIN, MOKHA
nobaunTtu 3 Oi3HeC-Iany UGPOBOTO APYKY HA OCHOBI JIOTIOBHEHOI peanbHOCTI. J[aHe TBepIyKeHHS
€ HaCJIiJIKOM OOMiHY JIOCBify 3 KOHKYPEHTaMH, sIKi BXKe JOCATIIM YCIiXY, 5K 1 iX MONEepeHUKH, a
TaKOX Pe3y/IbTaTH TU3aiiHy MapKETHHTOBOTO MIKCY, 3pO0JICHOTO 3 MOCHJIAHHSIM Ha MapKETHHTOBHIA
Mikc 7P + 1. OCHOBOIO JOCSATHEHHS MOCIIIOBHOCTI AEpP>KaBHUX MOCIYT € HaMaraHHs MaKCUMaJIbHO
3aCTOCYBaTH CTaHJAPTHI OMepaliifHl TpoUeaypyd y BCIX acleKkTaXx BHUPOOHWUYOro mporecy. Y
(biHaHCOBOMY CEKTOpP1 KOMIaHii TOTYIOTh IporpaMHe 3a0e3nedeHHs i (piHaHCOBUX TEXHOJIOTIH y
MaliOyTHROMY 1 HAaMararoThCs BUPIIIUTH JTHOACHKI TOMUIIKH.

KurouoBi cioBa: crapran-kommanii, TOMOBHEHA pealbHICTh, Oi3HEC, cTpaTeris, nu(poBuii

JPYK.
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CTPATEI'MYECKASA IIOJIMTUKA U BUSHEC-MOJEJIHN U151 CTAPTAITA
NHUP®POBOU ITEYATHU HA OCHOBE HCKYCCTBEHHOI'O HHTEJUIEKTA B
NHIOHE3UH

Iendy Zelviean Adhari
Universitas Padjadjaran, Indonesia
ORCID ID: 0000-0003-1891-7581

HccnenoBanne wMMeeT LENbI0 HU3YYWUTh, OCHOBBIBAACH HA AaHAJIU3€ IPOMBILUIEHHON
KOHKYPEHLUH, (QYHKIMOHAIbHOM aHaiu3e OusHeca, mozenu Lean Canvas u Crparerun Blue
Ocean, a TaKke IeNecO00pPa3sHOCTH WHBECTHPOBAaHUSA, (OpMHpOBaHHE HHU(POBOI pearbHOCTH
3anmycka 1udpoBoit meuatu Ha AIGOO.ID. Hcnosnb3yemblii METOJI — 3TO OINMCATEIbHBIC
KayeCTBEHHBIC U OOBSCHUTEIbHBIC METOMABI, @ UMEHHO METOJ COYEeTaHUs HAOIIOIACHUS U OIpOcCa,
KOJIMPOBaHUS U TpUaHTysiuu. Pe3ynbrarel uccinenoBanuii STP, npuBosiye K NOJ0KUTEIbHBIM
Y YCTOWYHMBBIM PHIHOYHBIM TEHICHIUSAM, MOKHO YBUJIETh U3 OM3HEc-IUIaHa U(PPOBON MeYaTH Ha
OCHOBE JIOTIOJIHEHHOH peanbHOCTU. [laHHOe yTBEp>KICHHE SBISIETCS CJIEICTBUEM 0OMEHA OMBITOM C
KOHKYPEHTaMH, KOTOpBIE YK€ IOCTUIJIM ycIieXa, KaKk U UX MPEILIECTBEHHUKH, a TaKXKe Pe3yIbTaThl
Iu3aifHa MapKETUHIOBOI'O MHKCA, CIEJTAHHOIO CO CCHUIKOW Ha MapKeTUHroBbld Mukc 7P + 1.
OCHOBOH  JIOCTM)KEHHS IIOCJIEOBAaTEIbHOCTH TOCYAAPCTBEHHBIX YCIYI SIBJISIETCA IOMbBITKA
MaKCUMaJbHO TMPUMEHUTh CTaHAApPTHBIE OMNEpallMOHHBIE MPOLEAYphl BO BCEX aCIMeKTax
MIPOM3BOJICTBEHHOTO TMpolecca. B (UHAHCOBOM CEKTOpPE KOMIIAHUU TOTOBSIT IPOTPaMMHOE
oOecrieueHre s (PMHAHCOBBIX TEXHOJOTUH B OyAyIIeM M MBITAIOTCS PELIUTh YEIOBEYECKUE
OIIHUOKH.

KiioueBble cJjioBa: crapran-KOMIaHHWH, AOIMOJHEHHAs pealbHOCTh, OW3HEC, CcTpaTerus,
upoBas mevyath.

101


https://doi.org/10.26661/2522-1566/2020-4/14-07
https://orcid.org/0000-0003-1891-7581

MANAGEMENT AND ENTREPRENEURSHIP: TRENDS OF DEVELOPMENT
ISSUE 4 (14), 2020

MARKETING
RECEIVED:
23 October 2020 UDC 339.138 : 347.91
ACCEPTED:
23 November 2020
RELEASED: DOI 10.26661/2522-1566/2020-4/14-08

20 December 2020

THE ROLE OF TRUST MEDIATES IN THE INFLUENCE OF SOCIAL MEDIA
MARKETING AND ELECTRONIC WORD-OF-MOUTH ON PURCHASE INTENTION

Tria Kristina Catur Sugiarto
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia
ORCID ID: 0000-0001-8209-0465 ORCID ID: 0000-0001-6856-1400

*Corresponding author email: tria.kristinaa@gmail.com

Abstract. Purchase intention is an important factor for PT Reska Multi Usaha in realizing
sustainable business continuity. This study aims at analyzing the increase in purchasing intention
through social media marketing and electronic word of mouth with trust as a mediating variable.
The type of this research is an explanatory study with a quantitative approach. The respondents of
this study is all customers of PT Reska Multi Usaha countless, the sample used 100 respondents
with the sampling technique using incidental sampling. The method of gathering data is a
questionnaire. The data analysis method used is path analysis. The partial results of hypothesis
testing found that social media marketing and electronic word of mouth had a positive and
significant trust effect. Electronic word of mouth and trust have a positive and significant effect on
purchasing intention. Social media marketing has no effect on purchasing intention. The results of
the indirect effect prove that social media marketing and electronic word of mouth have a positive
and significant effect on purchasing intention through trust.

Keywords: social media marketing, electronic word of mouth, trust, purchase intention.
JEL Classification: M 310, M370, M 390.

INTRODUCTION

Challenges in a business of macro dimension are external challenges that come from changes
in the business environment. Some of the existing changes include the changes in consumers,
competition, technology, politics, regulations, socio-culture, economy and finance (Kartono, 2017).
Revolution is the basis in the dimension of the macro challenge where this challenge must be read
and anticipated because revolution can be both a threat and an opportunity. An business that cannot
turn a revolution change into an opportunity will lose the competition and collapse.

The revolution in changing technology becomes a trigger for changes that occur in business
(Kartono, 2017). The technological revolution by itself will spur changes in consumers, consumer
products and services. Furthermore, Kartono (2017) states that with this change, business
competition will lead to competition in meeting consumer needs. Industries that cannot read a
change in technology will lose in business competition, so they can experience a decrease in
income, sales due to the decreased purchasing power (Kasali, 2017). Changes in technology can
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lead to the disruption that causes destruction and shifting. Kasali (2017) also explains that
disruption creates a new world in the digital marketplace. In this era of disruption, the existence of
the market has changed and consumers have also experienced the change that follows these market
changes. Changes in consumers can take place so quickly with mass communication (Kartono,
2017). Changes in this shift in consumers have resulted in a value migration that must be captured
with discretion in running a business. A business that is unable to capture a value migration will be
abandoned by consumers, and the business will automatically become a looser.

Consumers who leave a business that has been fulfilling their consumption needs will not
make purchase intentions (Tjiptono and Diana, 2019). Kotler and Keller (2016) define purchase
intention as a process that exists between evaluating alternatives and purchasing decisions.
Consumers are the main source of a business to know unmet needs, so companies must be able to
motivate consumers to convey unmet needs so that companies are able to motivate consumers to
make purchase intentions of products provided by the company (Aaker, 2013). One of the factors
that influence purchase intention is social media marketing (Liu, Xiao, Lim, and Tan, 2017).

Social media marketing is an interactive marketing system that uses internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Diana, 2019). Social media marketing can increase purchase intention (Gautama and Setiawan,
2017). Increasing purchase intention can be done through social media marketing (Liu et al., 2017).

Another way that can be done to increase purchase intention is through electronic word of
mouth. Electronic Word of Mouth (eWOM) is defined by Pedersen (Pedersen, Razmerita, and
Colleoni, 2014) as a development of communication that utilizes digital power persuasion of
consumers about a product. Hamdani and Maulani (2018) state that increasing purchase intention
can be through electronic word of mouth. Electronic word of mouth can have an impact on
increasing purchase intention.

Previous research on the influence of social media marketing on purchase intention carried
out by Dong, Chang, Liang, Fan (2004); Lin (2018); Pucci, casprini, Nosi, Zanni (2019) found that
social media marketing has a significant positive impact on purchase intention. The results of
different research findings were found by Zhu, Li, Wang, He, Tan (2020) where social media
marketing has no effect on purchase intention. The difference in the research findings is overcome
by including trust as the mediating variable. Trust is defined by (Moorman, Deshpande, and
Zaltman, 1993) as the willingness of consumers to rely on the company based on consumer
confidence. This is based on research conducted by different researchers (Jakic, Wagner, and
Meyer, 2017; Prasad, Gupta, and Totala, 2017; Zhang and Li, 2019) who found that social media
marketing can have an impact on trust, then customer trust can have an impact towards increasing
purchase intention (Matute and Redondo, Yolanda Polo Utrillas, 2016).

The present research was conducted at PT Reska Multi Usaha. This company is a subsidiary
of PT Kereta Api Indonesia (Persero). The company was established to implement and support the
policies and programs of PT KAI (Persero). It carries out business activities in the field of
managing restaurants on trains and at railway stations, catering services, and advertisements related
to trains. PT Reska Multi Usaha has several problems in carrying out business activities to provide
support services for PT KAI (Persero) where consumer behavior has changed and the fulfillment of
consumer needs has also changed. This change in consumer behavior causes a decrease in
purchases or is called a purchase decision. Decreasing purchase decisions are preceded by a lesser
intention of the product being offered. This problem has been reflected in the value of consumer
purchases for the last 6 months where the purchase value has continued to decline.

PAPER OBJECTIVE

This study aims at analyzing the problem of reducing the purchase intention of customers of
PT Reska Multi Usaha. Based on the above phenomena, further research is carried out on purchase
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intention through social media marketing and electronic word of mouth and trust.
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT

Social Media Marketing

Social media is a social network (social networks, namely networks and relationships online
on the Internet). Social media is an online media where users can easily participate in sharing and
creating content including blogs, social networks and so on (Dong, Chang, Liang, and Fan, 2018).
Social media is a tool or method used by consumers to share information in the form of text,
images, audio and video with other people and companies (Kotler and Keller, 2016).

Social media marketing is an interactive marketing system that uses the Internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Cjandara, 2017). Social media is an effective business promotion tool because it can and is easily
accessed by anyone, so that the promotion network can be wider. Types of online promotion that
can be used in online marketing to achieve goals and sales effectively are (Kotler and Keller, 2016):
websites, micro sites, search ads, display ads, intermediate ads, Internet specific video ads,
sponsorship, alliances, communities online, email, car marketing.

Social media have a number of features that enable effective applications in terms of
interactive dissemination of information, creating awareness of companies and products, gathering
market research and creating the desired image (Tjiptono and Cjandara, 2017). The use of social
media as marketing media includes: Target marketing, Message tailoring, Interactive capabilities,
Information access, Sales potential, Creativity, Market potential. Social media marketing indicators
(Kotler and Keller, 2016) are context, content, community and customization.

Electronic word of mouth

Pedersen et al., (2014) argue that the Electronic Word of Mouth (eWOM) is communication
development that utilizes the power of digital consumer persuasion about a product. Another
opinion states that the Electronic Word of Mouth is a form of non-formal communication that is
partly directed at customers through the internet-based technology related to the use or
characteristics of a good or service (Abd-Elaziz, Aziz, Khalifa, and Abdel-Aleem, 2015).

Social networks are an important force in business-to-consumer marketing and business-to-
business marketing (Kotler and Keller, 2016). Word of mouth, the number and nature of
conversations and communication between various parties are key aspects of social media
networking. Social media offers a more targeted market and possibly spreads the brand message.
Companies are increasingly recognizing the power of word of mouth. Word of mouth is especially
effective for small businesses where customers can experience a more personal connection. Social
networks in the form of online communities can be an important resource for companies.

The formation of electronic word of mouth goes through several stages (Kotler and Keller,
2016) including buzz marketing, viral marketing and blogs. Electronic word of mouth is a form of
marketing communication that contains positive or negative statements made by potential
customers, customers and consumers about a product or company that is available to many people
or institutions via the Internet (Hennig-Thurau, Gwinner, Walsh, and Gremler, 2004). The
dimension of Electronic word of mouth according to Hennig-Thurau (Hennig-Thurau et al., 2004) is
a platform assistance, concern for other, expressing positive emotions.

Trust

Trust is the willingness of consumers to trust the company in providing services for products
and services (Moorman et al., 1993). Trust is one of the most important factors in a seller-consumer
relationship, and is an important element of the strength of business relationship and trust is
essential for maintaining long-term relationship. Morgan and Hunt (1994) define trust as one party's
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trust in another because of the other's honesty and reliability. Patrick (2002) views customer beliefs
as thoughts, feelings, emotions, or behavior manifested when customers feel that the provider can
be relied on to act in providing the best service

Trust is a basis for consumers to make purchases of an item offered by the seller (Green,
2006). Consumer trust can be built through consumer confidence in the statements and services
provided. Furthermore, Green (2006) states that the product provided has the required character, the
seller is able to provide solutions to problems that consumers have, the seller is able to become a
partner in doing business and the company has people who can be trusted by consumers. The
indicators of trust are credibility, reliability, intimacy, and self orientation (Green, 2006).

Purchase intention

Interest is an internal impulse or stimulation. Purchase interest is consumer behavior that
appears as an action towards a particular product that forms attitudes about consumer desire to buy
a product (Kotler and Keller, 2016). External effects, awareness of the need for product introduction
and evaluation of alternatives are things that can lead to consumer buying interest (Schiffman and
Kanuk, 2018). External influences consist of marketing efforts and socio-cultural factors.
Motivation is a power within the individual that forces him to take action. Someone who has high
motivation for something will be encouraged to behave in control of the product.

Consumer purchase interest is someone's desire to fulfill the needs and wants hidden in the
minds of consumers. Purchase interest is always embedded in each individual where no one knows
what the consumer wants and expects (Malik et al., 2013). The stages of purchase intention are
awareness, interest, desire, action (Rehman et al., 2014).

Kotler and Keller (2016) state that there are two external factors that influence a person's
buying interest. The first is the attitude of other people, in this case the attitude of other people who
influence buying interest depends on two things, namely the magnitude of the influence of one's
negative attitude towards alternatives that are of interest to consumers, as well as consumer
motivation to be influenced by other people related to the buyer's interest. The second is an
uninspired situation, the situation that suddenly arises and indirectly can change consumers' buying
interest. The indicators of buying interest (Kotler and Keller, 2016) are tractional interest,
referential interest, and referential interest.

Social media marketing and trust

Social media as a medium for marketing. According to Helianthusonfri (2019) social media is
used as a marketing medium because it is practical, cheap and also has a large number of users.
Companies that do marketing using social media will increase customer trust. The research
conducted by Jakic et al., (2017), Prasad et al., (2017), Zhang and Li (2019), Mahmoud et al.,
(2020), Irshad et al., (2020) have found that social media marketing are able to increase trust.

H1.Social media marketing has a positive effect on trust.

Electronic word of mouth and trust

Electronic word of mouth is a form of marketing communication that contains positive or
negative statements made by potential customers about a product or a company that is available to
many people or institutions via the Internet (Hennig-Thurau et al., 2004). Electronic word of mouth
will have an impact on consumer trust. The research of several authors have found that electronic
word of mouth has a positive effect on trust.

H2.Electronics word of mouth has a positive effect on trust.

Trust and purchase intention
Trust is the willingness of consumers to trust the company in providing products and services
(Moorman et al., 1993). Companies that get the trust of customers will maintain this trust in
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providing the best service, customer trust that is formed will arise in customer intentions to use their
products and services. Theresearch conducted by Prasad et al., (2017), Irshad et al., (2020) has
found that trust is able to increase purchase intention.

H3.Trust has a positive effect on purchase intention.

Social media marketing and purchase intention

Social media marketing is an interactive marketing system that uses internet social
communication media to increase specific and measurable consumer responses (Tjiptono and
Cjandara, 2017). Gautam and Sharma (2017) found that social media marketing has an impact on
increasing purchase intention. Liu et al., (2017) in a study conducted found that social media
marketing has a significant positive effect on purchase intention. It is stated that purchase intention
is influenced by social media marketing.

H4.Social media marketing has a positive effect on purchase intention.

Electronic word of mouth and purchase intention

Pedersen et al., (2014) argue that Electronic Word of Mouth (eWOM) is a development of
communication that utilizes the power of digital consumer persuasion about a product. Electronic
word of mouth has an impact on purchases intention. Electronic word of mouth has a significant
positive effect on purchase intention. Electronic word of mouth has an impact on purchase
intention.

H5. Electronic word of mouth has a positive effect on purchase intention.

METHODOLOGY

Research design

This research is an explanatory one aimed at explaining the relationship between variables
that cause changes in other variables (Cooper and Schindler, 2014). The population in this study are
the customers of PT. Reska Multi Usaha which is unlimited. The sampling technique used is
incsdental sampling with a number of respondents amounted to 100 customers. The data collection
method used is a questionnaire.

Measurement

The variables used in this study were assessed using several items from different studies in
the extant literature. All items were measured using a five-point Likert-type scale, in which
respondents had to indicate their level of suitability with different statements (1: strongly disagree
to 5: strongly agree). Measurement of social media marketing through 4 items (Kotler and Keller,
2016). Measurement of electronic word of mouth uses 3 items (Tjiptono and Diana, 2019). The
measurement of trust uses 4 items (Green, 2006). Measurement of purchase intention uses 5 items
(Kotler and Keller, 2016).

Data analysis method

The data analysis used was confirmatory analysis to determine the validity of each indicator
used and the reliability of the variables used in the study (Hair, Hult, Ringle, and Sarsteadt, 2017).
The hypothesis testing is carried out as the next step to determine the results of the hypotheses used
in the study. The path analysis is used to determine the magnitude of the influence of each variable
by using the Smart PLS tool.
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RESULT AND DISCUSSION
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Figure 1. Reliability And Validity The Scales
Source: PLS output results

The construct validity can be seen from the loading factor (LF) value with a rule of thumb
greater than 0.5 which is said to be valid. Based on the test results, the loading factor (LF) results of
all indicators in the model are said to fit. Evaluation of the construct reliability value is measured by
the Cronbach alpha and Composite Reliability values. The Cronbach alpha value of all constructs
must be above 0.70. The test results show that the Cronbach alpha value is above 0.70 so it can be
said that the indicators are consistent in measuring the construct.

Table 1
Reliabilty Construct
Cronbach's rho_A Composite | Average Variance
Alpha Reliability Extrated (AVE)
Social Media Marketing 0,742 0,748 0,838 0,566
Electronic Word Of Mouth 0,764 0,812 0,862 0,677
Trust 0,794 0,836 0,863 0,614
Purchase Intention 0,751 0,819 0,834 0,512

Source: PLS output results

The table above shows the Cronbach Alpha value for all constructs above 0.70, so it can be
concluded that the indicators are consistent in measuring the constructs. The results of the Cronbach
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Alpha value of social media marketing is (0.742), of electronic word of mouth is (0.764), of trust is
(0.794) and of purchase intention is (0.751). The results of examining construct reliability based on
composite reliability can be obtained by looking at the Composite reliability value to show the size
of the indicator variance contained in the construct where the limit value of Composite reliability >
0.5. The results of the Composite Reliability value of social media marketing is (0.838), of
electronic word of mouth is (0.862), of trust is (0.863) and of purchase intention is (0.834). The
results of checking construct reliability based on covergent validity can be done by looking at the
AVE value to show the number of indicator variants contained in the construct where the AVE limit
value is > 0.5. The results of checking construct reliability based on covergent validity can be done
by looking at the AVE value to show the number of indicator variants contained in the construc.
Where the AVE limit value is > 0.5. The test results above show the value of social media marketing
is (0.566), electronic word of mouth is (0.677), trust is (0.614) and purchase intention is (0.512).

R Squares
Table 2
R Squares
Variable R Square

The influence of social media marketing and electronic

0,561
word of mouth on trust
The influence of trust, social media marketing and 0873

electronic word of mouth on purchase intention

Source: PLS output results

Based on the table above, the R Square value for the influence model of social media
marketing and electronic word of mouth on trust is 0.561, it can be interpreted as the ability of
social media marketing and electronic word of mouth to influence trust by 56.1%, while the rest
43.9% is explained by other variables not examined in this study. The value of R Square for the
model of the influence of trust, social media marketing and electronic word of mouth on purchase
intention is 0873, which means that trust, social media marketing and electronic word of mouth are
able to influence purchase intention by 87.3%, while the remaining 12.7% is explained by other
variables not examined in this study.

Test hipothesis

The proposed hypothesis is tested using structural equation modeling. The results of the
hypotheses H1, H2, H3, H5 are accepted with a t count of more than 1.96 and a significance of
below 0.05, except for hypothesis 4 (not accepted) with a t count of 0.435 <1.96 and a significance
of 0.332> 0.005. The structural model test depicted in the figure shows a good match with the data.
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Table 2
Test hipothesis
Original Sample DS;\B/Iir;l(:%rn T Statistics P Values
Sample (O) | Mean (M) (STDEV) (O/ISTDEV)
Social Media Marketing -> 0,463 0,459 0,118 3,916 0,000
Trust
Electronic Word Of Mouth 0,324 0,331 0,112 2,892 0,002
-> Trust
Trust — ->  Purchase 0,575 0,581 0,036 15,932 0,000
Intention
Social Media Marketing -> | ) 43, 0,030 0,068 0,435 0,332
Purchase Intention
Electronic Word Of Mouth | = 4 0,405 0,053 7,756 0,000
-> Purchase Intention
Social Media Marketing ->
Trust -> Purchase 0,266 0,266 0,068 3,933 0,000
Intention
Electronic Word Of Mouth
-> Trust -> Purchase 0,187 0,193 0,068 2,746 0,004
Intention

Source: PLS output results

100 L
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Based on social media marketing testing, trust has a significant positive effect and it can be
interpreted as following: the higher the social media marketing is, the higher the customer trust is.
Social media marketing through context, content, community and customization can increase this
trust in accordance with the research of Jakic et al., (2017), Prasad et al., (2017), Zhang and Li
(2019), Mahmoud et al., (2020), Irshad et al., (2020) who proved this statement. Electronic word of
mouth has a significant positive effect on trust and it can be interpreted as following: the better the
electronic word of mouth is, the higher the trust is, electronic word of mouth in the form of platform
assistance, concern for other, expressing positive emotions can increase trust. This is in accordance
with the results of Matute et al., (2016), Prasad et al., (2017), Jakic et al., (2017), Seifert and Kwon
(2019), Suwandee et al., (2019)who found that the better electronic word of mouth will increase
customer trust. The results of the influence of trust on purchase intention show that trust has a
significant positive effect on purchase intention, meaning that the higher the trust is, the higher the
purchase intention is. Trust in the form of credibility, reliability, intimacy, and self orientation can
increase purchase intention. This is in line with the research results of Prasad et al., (2017), Irshad et
al., (2020) who found that trust is able to increase purchase intention. The results of social media
marketing research on purchase intention show that social media marketing has no influence on
purchase intention. Social media marketing, which should be able to increase purchase intention, is
not able to have an impact on increasing purchase intention because the social media marketing that
is being carried out is not enough to make customers have trust in the products and services
provided. This is in line with the research of Zhu, Li, Wang, He, Tan (2020) where social media
marketing has no influence on purchase intention. Electronic word of mouth has a significant
positive effect on purchase intention, the better electronic word of mouth, the higher the purchase
intention is. This is in line with the research results which has found that electronic word of mouth
can increase purchase intention.

CONCLUSSION

The conclusion of this study is that social media marketing, electronic word of mouth has a
significant positive effect on trust. Trust and electronic word of mouth have a significant positive
effect on purchase intention. Social media marketing has no effect on purchase intention. Trust is
able to mediate the influence of social media marketing and electronic word of mouth on purchase
intention. The variables that affect purchase intention in this study are limited to free social media
marketing and electronic word of mouth as well as intervening (trust) variables so that future
research needs to add several other relevant independent variables. Social media marketing
variables have no effect on purchase intention, the format of social media marketing information
owned by PT Reska Multi Usaha is felt by consumers to have less interest in the format of
information from the social media marketing. The information format really determines purchase
intention as a decision starts with an interest and is followed by a purchase. Recommendations for
future research on the insignificant influence of social media marketing variables on purchase
intention are to be created for different objects.
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POJIBb JOBIPYOI'O NIOCEPEJHULTBA VY BIIVIMBI MAPKETHUHI'Y B COUIAJIBHUX
MEPE/XKAX TA «EJIEKTPOHHOI'O CAPA®AHHOT'O MAPKETHI'Y»

HA KYHIBEJLHUN HAMIP
Tria Kristina Catur Sugiarto
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

Hawmip npun6anus € BaxiuBuM pakropom st PT Reska Multi Usaha ans peanizartii criiikoi
6e3nepepBHOcTi Oi3Hecy. Lle mocniakeHHs: Mae Ha MeT1 poaHaJli3yBaTH 30UIBIIEHHS KYIiBEIbHUX
HaMipiB 3a JOTIOMOT'OI0 MapKETHUHTY B COLIAJIbHUX Mepexax Ta €NeKTPOHHOIO YCHOTO NEepeKasy 3
JIOBIPOIO SIK MOCEPETHUIIBKOIO 3MIHHOI0. THIT IIbOTO JOCIHIKEHHS - MOSICHIOBAJIbHE JOCIIPKEHHS 3
KUIBKICHUM TigxoaoM. Peconnentamu 1poro gociimkerus € Bci kiaieatu PT Reska Multi Usaha,
BuOipka BukopucTtoByBasa 100 pecrioHAEHTIB 13 TEXHIKOIO BiI0OOPY 3 BUKOPUCTAHHSAM BHIIaIKOBOI
BUOIpKU. MeToioM 300py TaHUX € aHKETyBaHHs. BUKOpHCTaHUM METO/IOM aHali3y JIaHUX € aHali3
nuIsixiB. YacTKOBI pe3ynbTaTH NMEPEBIPKHU TiIOTe3 MOKA3ajH, [0 MAPKETUHT Y COLIAIbHUX Mepexax
Ta €JEeKTPOHHA IMOILITAa HAJaloTh MO3UTUBHUNA Ta 3HAYHMNA edexkT aoBipu. EnexkTpoHHe ycHe
CIUJIKYBaHHS Ta JIOBipa TMO3UTUBHO 1 CYTTE€BO BIUIMBAIOTh Ha KymiBeldbHI Hamipu. Haromicts,
MapKeTHHI' Yy COLIaJbHUX MepeXkaX He BIUIMBa€ Ha KymiBeldbHI Hamipu. PesynpTaTil HempsMoro
epeKTy IOBOAATh, IO MAapKETHHI Yy COLIAJbHUX MepeXax Ta eJEeKTpOHHa TIOIITa HaJaloTh
MMO3UTUBHUH Ta 3HAYHUI BIUIMB Ha KYIIBEJIbHUI HaMip 4epe3 JA0BIpy.
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KirouoBi cjioBa: MapkeTHMHI Y COIIIaJIbHUX MeEpeXaxX, <«eJIeKTpOHHUU capadaHHUI
MapKeTUHT», 0Bipa, KyMiBEJIbHUI HaMIp.

POJIb JOBEPUTEJIbHOI'O ITIOCPEAJHUYECTBA BO BJIUAHUUN MAPKETHUHI'A
B COONUAJIBHBIX CETAX U «JIEKTPOHHOI'O CAPA®AHHOI'O MAPKETHI'A» HA
HHOKYIIATEJIbCKUE HAMEPEHUS

Tria Kristina Catur Sugiarto
Universitas Sebelas Maret Universitas Sebelas Maret
Surakarta, Indonesia Surakarta, Indonesia

Hamepenue npuobperenue siBisiercss BakHbIM ¢dakTopoMm st PT Reska Multi Usaha st
peaM3anii  YCTOWYMBOM  HEMPEpPHIBHOCTH OW3HEca. OTO UCCICJOBAHHE WMEET IEJbI0
MPOAHAIM3UPOBATh YBEIUYCHUE IMOKYNATeIbCKUX HAMEPEHHH C IOMOIIBI0 MAapKEeTUHTa B
COLMATIBHBIX CETSIX M JJICKTPOHHOTO YCTHOTO OOIICHHS C JIOBEPUEM KakK MOCPEIHUICCKON
nepeMeHHON. Tun 3TOro MCCiieZoBaHUS — OOBSCHHUTEIBHOE HCCIICAOBAHUS C KOJMYECTBEHHBIM
oaxoxoM. PecionmenraMu 3TOro ucciemoBanus asiserocs Bce kiaueHThl PT Reska Multi Usaha,
BbIOOpKa mcnoib3oBasia 100 pecroHAEHTOB C TEXHHKOW OTOOpa C WCIOJIB30BAHUEM CITy4alHOU
BEIOOPKHU. MeTosioM cOopa JaHHBIX SIBISICTCS aHKETHpPOBaHKE. VICIIONB30BaHHBIM METOIOM aHAIN3a
JAHHBIX SBJISCTCS aHANIM3 IyTed. YacTHuHbIe pe3ysbTaThl NMPOBEPKU TUIOTE3 IOKA3ald, YTO
MapKeTHHT B COIMAIBHBIX CETSX M DJJIGKTPOHHAS TI0YTa OKA3BIBAIOT TOJOXKUTEIBHBIA U
3HAYUTENbHBIN 3(PQeKT noBepus. DIEKTPOHHOE YCTHOE OOIICHHE U JOBEPHE IOJIOKHUTEIBHO U
CYIISCTBCHHO BIUSIOT HAa TOKYIATEIbCKUE HAMEPEHUs. 3aT0, MAPKETUHT B COIMAIBHBIX CETAX HE
BJIMSICT Ha TOKYIATelIbCKHE HAMEpeHHs. Pe3ynbTaThl KOCBEHHOTO A((eKTa OKa3bIBAIOT, YTO
MapKeTHHT B COIHMAIBHBIX CETSX U DJJEKTPOHHAs TI0YTa OKAa3bIBAOT IIOJIOKHUTEIHLHOEC U
3HAYMTEIBHOC BIUSHHUE HA MMOKYMATSILCKUE HAMEPEHUS Yepe3 JOBEpHE.

KiaioueBble c¢JIOBa: MapKeTHHT B CONHAIBHBIX CETAX, <QJICKTPOHHBIA capadaHHBIH
MapKeTHHT», JOBepHUe, MOKYyNaTeIbCKIEe HAMEPEHHUS.
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Abstract. The purpose of this study is to examine the tools and methods that mass media
organizations use at the present stage to conduct marketing research of the target audience - to find
out their needs, interests, expectations, assessments regarding the media products they consume;
and also studying of a question of necessity and importance of carrying out qualitative marketing
researches in the mass media organizations. Analysis, synthesis, observation and comparison
methods were used in the study. We have considered the tools and methods used to organize
marketing research in the media business, demonstrate their specificity. After all, media products
differ from other product categories in marketing in terms of audience perception. It is shown that
the need and importance of studying the media needs of the audience by a mass media organization
is provided by the functioning of the media not only as a business but also as a social institution that
aims to ensure the joint activities of people. It is substantiated that clarifying the needs, interests,
expectations, assessments of the audience regarding media products for mass media organizations
are extremely important as for no other organization, as for no other business.

Keywords: marketing research of media audience, media needs, mediametry.
JEL Classification: A12, A13, A14, M31.

INTRODUCTION

At the first glance, commercial media comply with the rules of marketing as any other
business. However, mass media organizations have their own specifics in formation of marketing.
Our attention was drawn to the question of how marketing research takes place in the mass media,
particularly in consumer research. After all, finding out the needs, thoughts, attitudes, behaviors,
motivations of the target audience is one of the first steps in marketing, which then becomes
systematic.

It is obvious that the audience parameters of the media are an important factor that affects
other functional characteristics of the media — content, organizational, creative ones and so on.
However, in the field of mass media practice in Ukraine, a system of professional information about
the subjects of media product consumption has not yet been customized. Decisions on the
organization of television, radio, and printed products are made either intuitively or taking into
account the experience of competitors. However, it is obvious that the mass media audience needs
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are to be studied in order to understand the nature of its media consumption. Audience expectations,
according to some researchers, should take the form of clear requirements for the functioning of
media organizations, and the communication needs of audiences should be studied while using the
methods of communication, sociology, psycholinguistics, etc. (Whitney, 2009; Phalen, 2009;
Ivanov, 2009; Rizun, 2008; Vartanova, 2003; Fomicheva, 2007).

LITERATURE REVIEW

The study of literature sources allows us to understand that the clarification of the issue of
marketing research in the audience aspect for mass media organizations took place in different
aspects. Some scientific papers are devoted to the study of the concept of mass media audience
separately (Whitney, 2009) and the features of its research (Phalen, 2009). Also, our attention was
drawn studies, in which the authors raised the issue of the need to clarify the media needs of the
audience and the appropriate tools (Fomicheva, 2007; Vartanova, 2003; Lukina, 2010). It is also
important to study the specifics of marketing research in the Ukrainian media business (Ivanov,
2010; Rizun, 2008).

PAPER OBJECTIVE

We can say that the study of the peculiarities of the organization of marketing research in the
media business is fragmentary. Therefore, the task is to accumulate important facts on this topic,
systematize this information, clarify the features of media marketing - certain tools and methods,
and also the arguments about the importance and necessity of studying the media needs of the
audience.

METHODOLOGY

The study was conducted using systemic and interdisciplinary approaches. The identified
scientific problem was studied at the intersection of such areas as media economics, media
marketing, media management, media sociology, media psychology. The connection between
research tasks and such theoretical and empirical methods as: analysis, synthesis, observation,
comparison is revealed. Using a combination of these methods has made it possible to build causal
relationships within the object.

RESULT AND DISCUSSION

The relevancy to study the media needs of the audience by the mass media organization is laid
down in one of the main functions of the media — informational one, which 1.D. Fomicheva explains
as follows: “Production and distribution of information to the mass audience, taking into account its
(the audience) various characteristics (composition, demands, needs, interests) in order to ensure
the joint activities of people” (Fomicheva, 2007, p. 53).

It should be noted that the concept of "media needs"” has recently found its expression in the
Ukrainian discourse of journalistic research. In particular, in the context of studying media
consumption, it is widely used by researcher T.S. Krainikova. The vast majority of definitions of
mass media, means of mass communication do not contain a focus on consuming characteristics of
the audience. The media appear as translators of socially significant information, a factor in
ensuring of social interaction. However, as already mentioned above, the market realities of mass
media functioning require strict compliance with the expectations and requirements of the audience.

Understanding the characteristics of the media audience, knowledge of its needs should be the
basis for the functioning of the media organization. A good example is the practice of studying the
audience by the world-famous British TV channel “BBC”. This is done by a special department,
where the audience's reaction to the content is studied using the “Audience Rating Bulletin” for
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each program of the channel. In the absence of sufficient information to study the media needs of
the audience additionally involve a special section of researchers who conduct a more advanced
study (lvanov, 2009). V.F. Ivanov notes that “this is an example of the most consistent, systematic
and comprehensive study of the audience by the largest radio and television corporation in Great
Britain” (lvanov, 2009).

Interesting examples of a serious, thorough approach to studying the media preferences of its
audience can also be found among some Ukrainian media. So, experience of the regional newspaper
"Industrialnoe Zaporozhye" has already got to textbooks. The editorial office of a not so large
newspaper has organized a laboratory of specific sociological research, which has been operating
for decades. Journalists decided to wander from understanding the audience as an “average” reader
and with the help of specially designed questionnaires to learn the composition of the audience to
understand its interests, opinions on various sections and topics of the newspaper. This work gave
some results, which showed that the reality was significantly different from the hypothetical ideas
about the audience that the newspaper had. Due to the satisfaction of the identified media needs of
the audience, the edition was managed to significantly increase its circulation (lvanov, 2009).

It is important to note that in discussions on the media audience there are two antagonistic
approaches to defining its features, one of which is the attempt to study and understand the
audience, its media needs, the other lays in the attitude to the audience as such that a priori cannot
be known. Thus, especially among media practitioners, abstractness, remotability of the media
audience is usually part of its main characteristics. The media theorist Martin Allor noted that
“audience” really exists only as an analytical concept and does not occupy any real niche. Charles
Whitney in his research on the media audience pointed out that its main characteristics are
uncertainty, unpredictability and “unknowability”, moreover, the concept of “audience” itself is
relative one (Whitney, 2009).

However, a large group consists of researchers who insist on the need for the media to find
out various data about their audience. For this purpose, a separate type of activity has been
introduced in the media industry — it is media research.

The concept of media research (MR) has a broad meaning, it is so-called obtaining of some
kind of information about the media. Traditionally, MR are conducted in the following areas:
journalist, content, channel, audience, social effects, which are determined by the structure of the
communication process. The issues of such media research can be varied according to the role of
the media in society (Fomicheva, 2004, p.326). Research of the mass media audience is the broadest
area, they are divided into quantitative and qualitative.

Quantitative MR audiences are the detection of audience coverage and are the amount of
people who consume the content of a particular media. For print media it is circulation, for
audiovisual media it is a rating, a share indicator. This media audience data, also called media
measurement or mediametry, is typically used by advertisers in media planning to select the most
effective media channels to promote their products. It is believed that regular research began just
when it became clear that “the media is the best channel for contact with a potential mass consumer
of goods and services” (Fomicheva, 2004, p.5). Therefore, the so-called rating system used for
television has developed significantly. It allows detecting the size of the media audience relative to
the channel as a whole, part of its content or a certain period of time (month, week, part of the day,
etc.). The mechanism of their implementation is that on the TVs of households that were included in
the sample, special devices are installed — people-meters or TV meters. These electronic counters
record the amount and time of viewing certain TV channels or programs. It should be noted that in
the process of obtaining information about the number of TVs that were turned on at a particular
time on a particular channel, the question remains unanswered - why did each of the viewers choose
to watch this program. After all, the reason may be not only interest in the topic. Many subsidiary
motives can influence the choice of the viewer, and therefore, the rating approach can no longer be
considered exhaustive for the audience's media research.
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The disadvantages of quantitative MR are appearing in the fact that they do not inform about
the interests, tastes, media needs of the audience, do not answer questions about the attitude of the
audience to the suggested media content. Such data can be obtained through high-quality media
research, usually a survey (questionnaire, interview, conversation). This one and other possible
methods allow to identify the media needs of the audience in the context of partnership ideas, public
service, audience participation in the communication (participatory model of communication), etc.
for the functioning of the media as a social institution (Fomicheva, 2007, p.291).

Instead, economic relationships with advertisers require the media to conduct qualitative MRs
in accordance with the terms of the Index Affinity. By choosing an advertising distribution channel,
advertisers look for their target audience among the general media audience of a particular media.
Therefore, to prove to the advertiser the presence of his\her target audience, media organizations
conducts research to identify demographic, psychographic and the other necessary characteristics of
the audience. According to these data, the advertiser can make sure that he\she has found the
necessary target audience.

Qualitative MR audiences are aimed at “studying the social characteristics and construction of
typological models of the audience, making recommendations to the media to improve their
activities taking into account the specifics of the consumer of information” (Fomicheva, 2007).

Researcher V.F. Ivanov points out that finding out the reasons for the audience of a media
product should be very important for media executives (lvanov, 2009). The researcher considers it
necessary to “analyze the subjective characteristics (factors of consciousness) of consumers of
media materials, including thematic interests, assessments, preferences, motivation of choice,
satisfaction, etc.” (lvanov, 2009). After all, for the releasing of media products, data on how
viewers themselves formulate motives for watching various programs should be very useful
(Ivanov, 2009).

Media working for a large heterogeneous media audience should take its qualitative research
seriously in order to be able to do “cross or multi-factor segmentation” and “find combinations of a
number of features” of a diverse audience (Fomicheva, 2007). To do this, high-quality MR offers,
for example, a modern method of life-style studies (lifestyle), which allows to identify numerous
links between education and upbringing, values, tastes, hobbies, on the one hand, and behavior in
the media — with another (Fomicheva, 2007).

The history of quality media research began in the USA, according to one version, with
television, when there was a need to identify its impact on children. This initiated the organization
of research of the media audience in other areas and on other types of mass media. According to
another version, the precondition for the implementation of high-quality MR was the threat of
declining demand for print media due to the advent of television (there was a need to fight for the
attention of the audience, and therefore to study its information interests).

In the form of “interactive dialogue”, the sender of information will be able to see the
"implementation of the ideas and goals aimed in it", which is archival important for a truly
professional approach to the organization of institutional communication (Zemlyanova, 2004,
p.126). Well-known researcher H. Lasswell noted the importance of such an aspect as “the quality
of having feedback in communication (reciprocity)” (Fomicheva, 2007). In order to bring the
process of mass media communication closer to a two-way model, there must be not only the
possibility but also the desire of communication participants to establish “a reverse regime - a
temporary change of roles in the transfer of information” (Fomicheva, 2007).

Feedback from the media audience helps to learn about the responses to the content published
in the media, which give “opportunities for non-professionals to participate in the management of
information processes, to influence them” (Fomicheva, 2007). Therefore, audience marketing
research for media organizations is extremely important, as for no other organization, as for any
other business.

The “culture of participation” or participatory approach provides endless opportunities to
learn what really worries the audience, what are its information needs, because the audience can
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easily “take the initiative in asking questions for discussion” (Fomicheva, 2007, p.91, p.101). And
it is the practice of giving the audience the opportunity to participate in the media activity provides
the exchange of various types of capital (social, cultural), the accumulation of not only “information
but also other types of symbolic resources” (Fomicheva, 2007, p.140). And this is the peculiarity of
marketing research of the mass media audience. With the involvement of the media audience in the
production of information, there is an opportunity for its large-scale impact on public life.

Each type of media has its own specifics regarding the organization of media research of the
audience. The print media, which have a longer history than other types of media, actually
introduced the first methods of studying the information needs of media consumers. The best way to
find out what readers think is to use a variety of survey methods implemented by the editors
themselves through feedback. It is the most convenient to use your own website or account in the
social network of a newspaper or magazine - they are now available in the most publications. It is
possible to get in touch with your reader through e-mail, online interviews, forums, blogs for both
journalists and readers. It is an effective tool for expressing approval or criticism, determining the
level of information requests, clarifying the interests and moods of readers. For a journalist there is
an opportunity to communicate with particular people, not with the average reader, they can say
“about what did not get for one reason or another on the newspaper columns, ask readers for
information, confess to readers by themselves” (Lukina, 2010, p.188).

The Internet provides much more opportunities for high-quality media research of the
audience. In Ukraine, the online segment of the media sphere still does not have a clear definition
either at the legislative level or among scientists. The media community argues that only
professional online media and Web versions of traditional media (online prototypes) can be
included in the online media. Other resources of the Web are not entirely correctly included to the
media. These are various information resources and means of communication that can carry out
institutional mass communication, but do not perform the full list of media functions, do not reflect
the media nature (Lukina, 2010).

A wide range of research methods for the media audience of the Internet can be grouped as
follows: online counters, online surveys and registration; use of social networks; special programs
for tracking user behavior on the Web. Therefore, in general, we can state the significant media
measurement potential of the media structures of the Web in comparison with traditional channels,
which is appearing in the reduction of time-consuming procedures for conducting both quantitative
and qualitative MR audiences (Lukina, 2010).

New technologies, special software allow carrying out quite effectively in cyberspace and
quantitative media research of the audience. Usually in this way data are obtained on: “the size of
the audience of a particular sector of the Web; dynamics of attendance for any period (“hosts”,
“cookies”, “hits”); selection of the audience by frequency of visits, amount of downloads and total
time; depth of viewing and average duration of sessions on the sector's sites; selection of visits per
days of the week and hours, as well as by weekdays and weekends; geographical composition of the
audience; activity of visitors from different countries and cities of the world; selection of users'
browsers by established languages; statistics on operating systems, browsers, monitor
characteristics; general structure of traffic and main sources; search queries by which users find
sites in the sector” (Lukina, 2010).

CONCLUSION

Thus, the considered tools and methods used for the organization of marketing research in the
media business demonstrate their specificity. After all, media products differ from other product
categories in marketing in terms of audience perception. We have shown that the need and
importance of studying the media needs of the audience by a mass media organization is provided
by the functioning of the media not only as a business but also as a social institution that aims to
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ensure the joint activities of people. We argued that clarifying the needs, interests, expectations, and
assessments of the audience about media products for media organizations is extremely important,
as for no other organization, as for no other business.

We analyzed that the Internet provides much more opportunities for high-quality media
research of the audience. We noted the significant media measurement potential of the media
structures of the Web in comparison with traditional channels. New technologies, special software
allow carrying out quite effectively in cyberspace and quantitative media research of the audience.

Despite the existence of a wide range of specific tools for conducting marketing research in
the media business, the question of their imperfection remains interesting for further research,
which can manifest itself in various aspects.
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OCOBJIMBOCTI OPTAHI3AIIII MAPKETUHT OBUX JOCJII)KEHb
Y MACMEIIMHOMY BI3HECI

IlleBuenko Tersina CepriiBHa
Jlninposcoxuu nayionanonuu yHieepcumem imeni Oneca [ onuapa
M. Auinpo, Ykpaina

MeToro TOCTIIKEHHSI € BUBYEHHS IHCTPYMEHTIB 1 METO/IiB, SIKI BUKOPUCTOBYIOTh OpTraHi3amii
MacMelia Ha Cy4yacHOMY eTalll JUTsl POBEJACHHS MapKETUHTOBHUX JOCIIKEHB IITHOBOI ayIUuTOPii -
3'scyBaHHA MOTPeO, iHTEpeCiB, OUIKYBaHb, OL[IHOK II0J0 MEIIallPOAYKTIB, sIKi BOHU CIIOKUBAIOTh. A
TaKOX BUBUYEHHS MHUTAHHS HEOOX1THOCTI i BaXKJIMBOCTI MPOBEACHHS caMe SAKICHUX MapKEeTHHTOBUX
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JOCITI/DKEHb B OpraHizaIisax MacMmenia. JlociaimpkeHHs MPOBOAMIOCH 13 BUKOPUCTAHHSIM CHCTEMHOTO
Ta MDKAUCHUIUIIHAPHOTO MiAXOAiB. Y poOOTI BHKOPHCTAHO CYKYIHICTh 3arajlbHOHAYKOBHX
METOJIIB: aHalli3, CHHTE3, CIIOCTEPEKCHHS, MOPIBHAHHS. PO3IIISIHYTI HAMHM IHCTPYMEHTH Ta METOJH,
SKi BHKOPHUCTOBYIOTHCS JUIsl OpraHi3amii MapKeTHHTOBUX JIOCHI[DKeHb Yy MeiabizHect,
JEMOHCTPYIOTh CBOIO crenudiky. AJpKe MemianpoAyKTH BIiAPI3HAIOTHCSA BiJ I1HIIMX TOBapHUX
KaTeropii B MapKETUHTY B AacleKTi CHPUHHATTSA aynutopiero. Ilokazano, mo HEOOXiAHICTH 1
BOKJIMBICTP BHUBYCHHS MeEianmoTped ayauTopii MacMe[idHOI0 oOpraHizalli€ro mnepeadadyeHo
¢dynkuionyBanasaMm 3MI He nuie, sk Oi3HECy, aje ¥ SK COLIATBHOTO IHCTUTYTY, SIKHH Ma€ 32 METy
3a0e3nedyeHHs] CHIbHOT AisUTbHOCTI Jitojgei. OOrpyHTOBaHO, IO 3°SICyBaHHS IMOTpeO, 1HTEPECIB,
OYiKyBaHb, OIIIHOK ayauTOpii MIOAO METiampoayKTiB JUIsi OpraHizaliidi MacMmenia € BKpaii
BOKJIMBUMH, SIK JJIs )KOJHOI 1HIIIOT OpraHi3aiiii, siK JJIs )KOJAHOTO 1HIIOTo Oi3HECY.
Kuro4oBi cj10Ba: MapKkeTHHTOBI JOCIIKEHHS MeAiaayAUTOPii, MeaianoTpedu, MmeaiaMmerpis.

OCOBEHHOCTH OPTAHU3AIIUN MAPKETHHI'OBBIX UCCJEIOBAHUI
B MACCMEJUHUHOM BU3HECE

leBuyenko Tarbsina CepreeBna
Jnenpoeckuii nayuonanonwlil ynueepcumem umenu Onecs 'onuapa
2. /[nunpo, Yxpauna

Lenpto wuccienoBaHus SBISETCS H3YyYEHUE MHCTPYMEHTOB U METOJIOB, MCIOJIb3yEMBbIX
OpraHu3alMsAMH MacCc-MEIHa Ha COBPEMEHHOM JTale Uil IPOBEACHUS MapKETHHIOBBIX
UCCIIETIOBAaHUM 1EJIeBON ayAUTOPUU — BBISICHEHHE MOTPEOHOCTEN, NHTEPECOB, 0XKUJIAHUM, OIICHOK
OTHOCHTEIIFHO MEAHMAINPOAYKTOB, KOTOPBIE OHHM IOTPEOISAIOT. A TaKke H3ydeHHE BOIpPOCca O
HE0OXOIMMOCTH U BAXKHOCTH MPOBEACHUS UMEHHO KaueCTBEHHBIX MAapPKETHHIOBBIX MCCIIEIOBAHUH B
opraHu3anusax MaccMmenua. lccnenoBaHwe INPOBOAWIOCH C  HCIOJIB30BAHMEM CHCTEMHOIO H
MEXIUCHUIUIMHAPHOTO TMOAX0A0B. B paboTe wHCMNONb30BaHBl COBOKYIMHOCTh OOIIEHAYYHBIX
METOJOB: aHAJIW3, CHUHTE3, HaOIIO/eHHe, CpaBHEHHWE. PaccCMOTpeHHbIE HAMHM HMHCTPYMEHTHI U
METOZBI, KOTOPBIE HCIOIB3YIOTCA I OpraHU3alid MapKETHHIOBBIX MCCIEJOBAaHUU B
MeaunaOu3Hece, IEMOHCTPUPYIOT CBOIO crienuuKky. Benb MeananpoyKTel OTIUYAIOTCS OT APYTUX
TOBAapHBIX KAaTerOpUil B MApKETUHIE€ B AaCIEKTe BocupusaTua ayauropueid. Ilokaszano, drto
HEOOXOMMOCTh M BaXXHOCTh M3yYEHHUS MEIUANOTPEOHOCTEM ayquUTOPUM MaccMEIUMHON
opraHuzaiyei npeaycMoTpeHo QyHkiuoHupoBanueM CMMU He Tonbko Kak OHM3Heca, HO M Kak
COLIMAJIbHOTO MHCTUTYTA, KOTOPHI MMEET 1esIb 00ecreurBaTh COBMECTHYIO JI€ATEIbHOCTD JIOCH.
OOOCHOBaHO, 4YTO BBIICHEHHE MOTPEOHOCTEH, WHTEPECOB, OXXHUIAHWUH, OICHOK ayAUTOpPHH
OTHOCUTEJIbHO MEIHUANPOIYKTOB Ui OpraHM3alyii MacCMeIna KpalHe BaXKHbI, KaK HU IS OJHOMN
Jpyroi opraHu3alum, Kak HU JUIsl OIHOTO Ipyroro Ou3Heca.

KuroueBble ci1oBa: MapKeTHMHIOBBIE HCCIIEOBAaHUS MEIHAaayJAUTOPUU, MEAMANOTPEOHOCTH,
MeIuaMeTpusl.
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