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ABSTRACT

BPR (microbanking industry) occupies a strategiterin the Indonesian economy, especially in encgimg the
development of Micro, Small and Medium Business. mhin key to success of BRP in providing thesdcssr is the
location that close to the people who need a sinppéeedure and prefer the personal approach andilfiity of

patterns and models of the loan. If we observegldgments in the BPR industry over the last fewsyeae need to
give an appreciation of its own.

However, BPR still weaknesess in facing competitidrere the contribution of BPR nationally only 4#mpared to
commercial banks, in terms of the strategy of segjime targeting, and positioning are still perfoimy sporadically
does not lead to value creation strategy, whichatee a unique product, differentiated for compesitproducts.The
results showed that the market strategy and vateation positively affect marketing performancet Bhe effect of
value creation is greater than the influence of kedrstrategy on marketing performance. This redlélctit in order to
optimize marketing performance, BPR should payntitie to the value creation to improve marketirggfprmance
and subsequently increasing the benefits of BPR.
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1. INTRODUCTION

BPR is one form of microfinance institutions in émesia having roots in the social economy of racahmunities in
Indonesia. In addition, special characters to beeal\by BPR is to have various forms of financialisgs and lending
services to serve small businesses and rural coftigaivith simple systems and procedures and ioraance with
the needs of Small and Micro Enterprises (Sutop05® Solid partnership and mutuality to be maiarses of benefits
of BPR in contrast to commercial banks (Pikiran yRekJuly 2004, Rahman, 2004).

In general, the role of rural BPR of UMKM in Indaie, is still very small compared to commercial kemgrwhich is
only Rp 26,881 billion or 4%, while the dominante¢dhat provided by private national banks amounteRp 282,552
billion or 42,05%. The role of banks towards andRBP shown in Picture 1 below.

BPR/BPRS
Bank 26.881
Camp/Asing 4,00%
28.181
4,19%

Figure 1 : BPR and Banking Role Of UMKM

B - 105



@ International Seminar on Business and Management @?
Improving Business Competitiveness Through Integgi&ystem gﬁ
Widyatama Bandung, April 27 — 28, 2011 De La Salle Lipa

Until early 2010 the amount of BPR is still concated in Java and Bali, which reached 67% (sixiyesepercent),
indicating that competition in Java and Bali hasrbeery tight, then the BPR needs to create a jgtadarket strategy
and value creation which effective and efficienothave optimal marketing performance.

When viewed from the distribution of the numbeB#R in Indonesia, West Java, is in first positidiest Java most
is dominated by UMKM for its market potential to Beveloped in terms of employment creation, provissf goods
and services for communities, equitable developntenhnology transfer and entrepreneurial appresiiip candidates
(Tambunan, 2006), in addition to environmental destand socio-cultural community which is very soive
encouraging spirit. This indicates that there ésrtendous potential for the development of locaririal institutions to
play a bigger role in strengthening regional ecoicagnowth.

From the viewpoint of marketing management perspecBPRis still facing a number of problems:

a. Lack of innovation in marketing. Most of theBRas not been able to develop new innovative mrtsdo compete
with large financial institutions and among. Thisbecause the BPR has a generally low quality ofdmresources,
limited funds to finance research and market dearakent activities, and do not have a strategy toamrae these
obstacles, so we need the right strategies to omerdhem.

b. BPR Marketing performance problems. In 5 (filest year showed an average increase of 39%, vidnighly due
to the increasing number of community savings aath$. Meanwhile, third-party funding in the formsafvings
increased by 30% with approximately 4.9 million ey while deposits increased by 48% with approteigat38
thousand depositors (Directorate of Bank Indone&&R Supervision, 2009). Until now, customers gélceive
the relative performance of BPR in general is still optimal. (Media BPR, No. 25, 2010).

Consequently, the here below conceptual modekisabus of empirical investigation reported in thiticle.

Market Strategy

1. Market Segmentation
2. Market Targeting
2 NMAavliatr NAanitianmin
M arketing Perfor mance
1. Profitability
2. Market Share
: 3. Loyalty
Value Creatlon N Qaticfartini
1. Brand Value
2. Service Value
3. Process Val

Figure 2 : Research Design
2. LITERATURE REVIEW
21 Market Strategy

Kotler and Armstrong (2009: 245) says that the reaskrategy consists of 3 (three) stages, namagjestof market
segmentation, target market determination, andeptent. The main steps for each stage are showictur® 3 below.
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Market Segmentation: Market Targeting Market Positioning
1. Identifying the basis for 1. Establishing Measurement 1. Establishing a position to
market segmentation attraction target segments

2. Forming Segmer®rofiles — 2. Define the target segments—> 2. Este_lblish a marketing mix for
SourceKotler andKeller (2008: 245)
Figure 3 : Steps in Market Segmentation, Marketg&tng and Market Positioning
2.2 ValueCreation

According Hermawan Kartajaya (2003: 421) value nimesable to reflect the 3 (three) elements, naniglgrand, 2)
Service, and 3) Process. Drawn as shown in Tabkddw.

Table 1 : Value Conceptual Framework

BRAND Just aname Brand Brand Per ceived Brand

Awareness Association Quality Loyalty

SERVICE One Business | Value Value In Use | Customer The Only

L5J Category Added Business Satisfying Business

4 Business Business Category

<>( PROCESS System & Interfunction | Functionsal Total Extended
Procedure al Team Streamlining | Delivery Value Chain

Implementation| Work Reengineeri
ng

Based on existing data, especially BPR tends te &asituation of same competition and relativelgy\difficult to
find a sustainable competitive advantage. Markette)y adopted by any bank very easily and quicklyied by
competitors and have a relative cycle short. Coitipetin the BPR tends to either head to head fatlow BPRs
and commercial banks. As revealed by Kim and Magih®r(2005: 79) which states that the new view can b
changed into blue ocean companies through creatarmritten in the following Table.

Table 2 :Blue Ocean Creation

Head To Head Competition Blue Ocean Creation
Industry Focuses on rivals within its Looks across alternativgs
industry » industries
Strategic Group Focuses on competition Looks across strategic
position within strategic group groups within industry
Buyer Group Focuses on maximizing the » Redefines the industry
value of product and service . buyer group
offerings within the bounds of ”
its industry
Scope of product or Focuses on improving price Look across to
service offering performance within the complementary product and
functional emotional » service offerings
orientation of its industry
Functional- Focuses on adapting to external Rethinks the functionalt
emotional orientation trends as they occur emotional orientation of it$
» industry
Time Focuses on adapting to external Participates in  shaping
trends as they occur . external trends over time

SourceKim andM aubor gne (2005: 79)

In the banking industry in particular BPR, whichaiservice offering, the competition head to heawkdoy focusing on
the functional-emotional orientation to improve keting performance by adopting the trend of exteinfluences that
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occurred. Explanation in the blue ocean strategmealy strategic focus is directed to facilitateweatreation through
complemetary product and service offered by reihmkhe functional-emotional in the banking indystin addition,

confirmed also by Kotler et.al (2009: 34-35) maitkgtmix should also support the marketing stratégggmenting-
targeting-positioning) and other marketing tactiétngiple (differentiation-selling). In addition, ¢he are two (2)
marketing mix to avoid the me-too-marketing mix,igthonly mimics the marketing mix of companies cetipg in

the same industry and destructive marketing mixiclwhs the marketing mix that does not give addetle to

customers and not able to build brand marketingcamdpany performance.

2.3  Marketing Performance

Performance marketing is a complex construct foorapany (Greve, 1998: 69). Marketing performancelkvis good
for management is not necessarily considered goodh®& owner or employees of the company. In assgsai
performance, a manager tends to use his percegitaon using the criteria defined by corporate oljjest In the
terminology that is widely used, performance issidared successful if the actual exceeds the taeetMarketing
performance measurement should use objective iasitand subjective criteria such as perception mears and
stakeholders overall perception together (Katsikéasnidou and Morgan, 2000). Thus it can be sdidharketing
performance level depends on the measurement @radbesapproach used and the standards used.

Marketing performance according to Kotler, Hayed Bioom (2002: 23) said the performance measu lie bases
on marketing services company profits, the comgamgrket share and value for customers. The elesnaént
competitive advantage is also related to markgigrgormance (Day and Wensley: 1999: 3), as showheathe
following Picture.

Source of Positional Performance
advantage: Advantage: outcome:
» Superior skill » Superior » Satisfaction
» Superior customer value * Loyalty
resources e Lower relative * Market share
cost e Profitability
A

Investment of profits to sustain advantage

A

7

Sourceday andWendley (1999: 3)

Figure 4 :Elements Of Competitive Advantage
3. RESEARCH METHODS

This research is descriptive and verificate as weted to obtain research study that aims to oldapicture or a
description of market strategy, value creation, aratketing performance. While research verificai®mo reveal the
relation between variables through a hypothesigngedased on empirical data. The unit of analysishis primary
research is the BPR in West Java Province. AccgrttinGujarati (2003: 25-28) there are 3 (three)etypf data

B -108



@, International Seminar on Business and Manage @
Improving Business Competitiveness Through Integgt&yster 3
Widyatama Bandung, April 27 — 28, 2011 De La Salle Lipa

available for empirical analysisamely time series, cross section, and pooled, witigh bi a combination of time
series and cross section dafhe observatior in this study using a time horizon thatascros section or one shoot,
meaning the data or informatiattained b the research conducted within a certain timbyi€010. This type of data
obtained at the Same point in timec@dled thi cross-section data.

Taking into accounthe main objectiv of this study that measures tHegree of influenc of several independent
variables (market strategy amdlue creatio) to the dependent variable (performamearketing), the approach in the
modeling and solution techniquedll be used as a tool of analysis (analysis jobisthis dissertation complete
regression method, and path analyseshods Structural Equation Modeling (SEM).

4. RESULT

BFR Frofile Based on Sex

Source : Thaesults of Data ProcessiBPR at West Java, 2010, n =
Figure 5 :The BPR Profile Based on Sex

BIPR Organizational Style

Cooperation Others

0% 0%

Perusahaan
Daerah{PD)

39%

Source : Thaesults of Data ProcessiBPR at West Java, 2010, n =
Picture 6 : The BPR Organizational Style

Market strategy and value creatiaffiect th¢ marketing performance on BPR in Wéata provinc, either partially or

simultaneously. Here are standardipadamete estimates at each point along with the t tastie as appears in Picture
7 below.
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45 o= xni \\
-  xi2 g
- 33 *
= x21 :
- x22
= X23

Source : Thaesults of Data Processing With LISREL 8:50
Figure 7 :Path Diagram Value t Test

1) Test Result: Overall

To test whether the variable X1 (market strategy) A2 (value creation) affect the Z (performancekating) on the
BPR inWest Java province, then used the F test statidticthe following statistical hypothes

(n—k—-1DR; (G00-—2-1)0,13
,_(‘l_Rz, Y TRl RT3
Mt J

= 22,189

From these calculations that the information olstd

Calculate the F-> fable (= 3026) so that is rejected.

From the experiments, objective informatioat the path coefficient X1 (market strategy) and(¥&ue creation) to .
(performance marketing) is statistically meaningl@soposition hypothesis is rejected). This gi@esndication tha
the market strategy and value creation affect thekating jerformance.

2) Test ResultThelndividual

To determine the level of influenecd eacl variable then can be seen throdgipothesis testir in studies described in
Table 3 below.

Table 3 Path of Coefficient Significance Test

Examination Variable Path of (t test) Information
Coefficient

Examination (a) Xy - Z 0,24 2,68 Significant

Examination (b) X, - Z 0,22 2,47 Significant

Source : Thaesults of Data Processing With LISREL 8:50

The direct effect (path coefficientjas observe from the path coefficients, witkignificanct testing benchmark value
CR (Critical Ratio) is equal tthe valuct count with table, where t count greater tharetéb 1.98), then all paths are
significant, so it can concluded thall indicators of the latent variable it is valid aeffect between the latent
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exogenous variables to endogenous latent variableggnificant, meaning that this research supptés existing
theories.

Marketing performance according to Kotler, Hayed &foom (2002: 23) said the performance was medsbased
marketing services company profits, the companyskat share and value for customers. Determinaifoproduct
market strategy and performance of BPR is very mgmb to note, some experts said that "A markehésset of all
actual and potential buyers of a market offer" (&Qt2009).

5. CONCLUSION

Market strategy and value creation affected sigaift on the marketing performance, in this marketegy greater
impact than the creation of value. This reflect th order to optimize the marketing performanssestill dominated
by the market strategy.

6. RECOMMENDATION

1. The design of products / services, marketirgtegy, and product market strategy (segmentimgetig, and
positioning) is good to be a crucial. Each BPRthasonstantly develop new products / services asiigth products
/ services of his in order to maintain and builtesaThis happens because the product / servitddssbeen around
for BPR is vulnerable to changing needs and tastesstomers, new technologies, and increased citiope

2. BPR needs to create a unique sustainable praahlapted to the characteristic of existing praslircthe region of
BPR respectively.

3. Need to optimize lingkage program between coriabanks with BPR in order to encourage thermgiation
by empowering the UMKM.
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