MARKETING STRATEGY FOR SOFT BONED MILKFISH MSME PRODUCTS IN
SEMARANG CITY DURING THE COVID-19 PANDEMIC

Aldise Kresna Dewi Tutianvia?, Agus Suherman® *, Abdul Kohar Mudzakir®

aProgram Pascasarjana Manajemen Sumberdaya Perairan, Fakultas Perikanan dan Iimu Kelautan,
Universitas Diponegoro, Semarang, 50275, Indonesia
®Departemen Perikanan Tangkap, Fakultas Perikanan dan llmu Kelautan, Universitas Diponegoro,
Semarang, 50275, Indonesia

*Corresponding author: Ipgsuherman2@gmail.com

Abstrak

Pandemi Covid-19 berdampak signifikan pada berbagai sektor, termasuk Usaha Mikro, Kecil, dan Menengah
(UMKM). Salah satu UMKM yang terdampak adalah UMKM bandeng duri lunak. Penelitian ini bertujuan
untuk menganalisis dampak pandemi Covid-19 dan menentukan strategi pemasaran produk UMKM bandeng
duri lunak di Semarang. Metode yang digunakan dalam penelitian ini adalah metode survey. Data primer
diperoleh dari 75 UMKM bandeng duri lunak di Kota Semarang, data sekunder diperoleh dari buku dan jurnal
terkait. Analisis data yang digunakan adalah analisis deskriptif dan analisis SWOT. Analisis deskriptif
digunakan untuk mengetahui dampak pandemi Covid-19 terhadap pemasaran produk UMKM bandeng duri
lunak, analisis SWOT digunakan untuk mengembangkan strategi alternatif UMKM bandeng duri lunak
selama masa pandemi COVID-19. Hasil analisis menunjukkan bahwa pandemi Covid-19 berpengaruh terkait
penurunan jumlah penjualan produk produksi, jumlah pelanggan dan jumlah permintaan sebesar >50%.
Alternatif strategi pemasaran produk UMKM bandeng lunak di Semarang pada masa pandemi Covid-19
adalah: a) Pencantuman merek (trademark) pada setiap kemasan produk; b) Membuat desain kemasan yang
menarik; c) Pendaftaran Izin Usaha, Pengajuan Penerbitan SKP (Surat Keterangan Kelayakan Pengolahan),
Pendaftaran SNI dan legalitas; d) Bekerja sama dengan pemasok bahan baku untuk memenuhi permintaan
pelanggan; €) Mengubah suasana gerai/toko penjualan dengan menerapkan protokol kesehatan.

Kata kunci: Covid-19, Bandeng Duri Lunak, UMKM, Strategi Pemasaran, SWOT
Abstract

The Covid-19 pandemic has significantly affected various sectors, including Micro, Small, and Medium
Enterprises (MSMESs). One of the MSMEs affected is Soft Boned Milkfish, therefore, this study aims to
analyze the impact of the Covid-19 pandemic and determine the marketing strategy for Soft Boned Milkfish
products in Semarang City. It was conducted using a survey method with primary data obtained from 75
SMEs of Soft Boned Milkfish, as well as secondary data obtained from related books and journals. The data
were analyzed descriptively and with SWOT analysis. Descriptive analysis was used to determine the impact
of the Covid-19 pandemic on the marketing of the products, while the SWOT was used to develop alternative
strategies. The results showed that the Covid-19 pandemic caused a decline in the number of sales, customers,
and requests by >50%. Alternative marketing strategies for Soft Boned Milkfish MSME products during the
Covid-19 pandemic include a) Branding with a trademark on each product packaging; b) Creating attractive
packaging designs; c) Registration of Business Permit, Submission for Issuance of SKP (Certificate of
Eligibility Processing), Registration of SNI and legality; d) Cooperating with raw material suppliers to meet
customer demands, and e) Changing the atmosphere of sales outlets/stores by implementing health protocols.
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INTRODUCTION

The global Covid-19 pandemic has
affected various sectors, particularly in the
economic sector [15][21][31]. ). Based on the
projections of the International Monetary Fund
(IMF), the global economy is expected to
experience a recession with a growth rate of
minus 3% [16]. In Indonesia, this has a
significant impact on tourism, the trade sector,
and industry, including Micro, Small, and
Medium Enterprises (MSMES) [14][28]. Based
on [30], micro-enterprises are businesses that
have a maximum net worth of 50 million
rupiahs excluding land and buildings for
business premises or have annual maximum
sales of 300 million rupiahs. Furthermore,
small businesses usually have a net worth of
more than 50 million rupiahs up to a maximum
of 500 million excluding land and buildings for
business premises or annual sales of more than
300 million rupiahs up to a maximum of 2.5
billion. Medium-sized businesses refer to
enterprises with a net worth of more than 500
million rupiahs up to a maximum of 10 billion
excluding land and buildings for business
premises or have annual sales of more than 2.5
billion up to a maximum of 50 billion.

MSMEs play an important role in
maintaining the nation's economy
[32][41][25][37]. They have proven to absorb
a larger workforce with the percentage of
employment increasing from 96.99% to
97.22% between 2012 - 2017. With the large
number of workers absorbed, this sector tends
to increase people's income, as well as reduce
unemployment and poverty. One of the
MSMEs from various types of businesses in
Central Java is the fishery sector, specifically
Processed Fishery of Soft Boned Milkfish. The
Soft Boned Milkfish is a processed fishery
product produced with raw fish materials
treated by sorting, weeding, washing, soaking,
packaging, steaming, cooling, packing,
marking, and storage [35][29]. [19] explained
that the cooking process for 4 hours with a
Pressure Cooker capacity of 50 kg affected the
organoleptic, proximate, and hardness values
of Soft Boned Milkfish. Besides, the large
numbers of milkfish processors makes the
business more competitive. The number of

Milkfish MSMEs assisted by the Cooperatives
and SMEs Office of Central Java Province in
2021 was 46, this number is the second-highest
compared to other districts/cities in the
province.

The Covid-19 pandemic had a huge
impact on MSMEs due to supply chain
uncertainty, decreased production capacity,
factory  closures, and travel  bans
[6]1[34][36][37]. This was also supported by
[20] which stated that the impact felt by
business entities related to the pandemic was in
the fields of marketing, finance, human
resources, operations, as well as the SMEs of
Soft Boned Milkfish Based on data from the
Semarang City Fisheries Service, the sales of
Soft Boned Milkfish as typical food have
decreased, indicating a solution is needed.
Therefore, this study aims to: i) analyze the
impact of the Covid-19 pandemic on the
marketing of Soft Boned Milkfish MSME
products in Semarang City and; ii) determine
the marketing strategy.

RESEARCH METHOD

This study was conducted from December
2020 to August 2021 using a survey method
with primary and secondary data. The primary
data were obtained from questionnaires
distributed to 75 Soft Boned Mllkfish MSMEs
in Semarang City and were analyzed
descriptively to determine the impact of the
Covid-19 pandemic on the marketing of the
products. The analysis process used descriptive
statistics to determine the index value of
respondents' answers and assess the study
instrument. [13] explains that the calculation of
the index value is as follows.

Index Value=((F1x 1)+ (F2x2)+ (F3x 3) +
(F4x4)/n

Note:
Fn = Frequency
n = Number of samples

Meanwhile, the marketing strategy for
soft boned milkfish MSME products is carried
out using a SWOT analysis [17][33][44].
Several steps in the preparation of a marketing
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strategy for soft boned milkfish products are

carried out in the following stages.

1. Identifying SWOT factors (strengths,
weaknesses, opportunities and threats).

2. Conducting relevant internal factors
analysis summary (IFAS) and external
factors analysis summary (EFAS)
analysis.

3. Develop alternative strategies using the
SWOT matrix

RESULT AND DISCUSSION

Overview of Soft Boned Milkfish MSMEs
in Semarang City

Based on the results, among the 75
MSMEs of Soft Boned Milkfish used as the
respondents, only 10 were included in the
criteria for Small-Scale Enterprises, while the
other 65 are Micro-Scale MSMEs. A total of 44
respondents or 58.67% are graduates of high
school/equivalent, while 49 made the
production of Soft Durian Milkfish as the main
business/income source and 67 have been
running the business for more than 3 years.

Furthermore, 85.33% of the respondents'
business locations are accessible to medium-
sized vehicles, while product promotion is
majorly through brochures, banners, social
media, and door to door both before and during
the pandemic. The descriptive analysis results
are consistent with [35], which reported that
among 30 respondents in Bandeng Presto, the
age of the business is more than 10 years and
the entrepreneurs have a high school
education..

MSMEs of Soft Boned Milkfish not only
produce the vacuum but have several variants
including crispy, grilled, yellow gravy,
amplang crackers, otak-otak, scrambled,
meatballs, galatin, pepes, and milkfish stew.
Efforts to process milkfish into several
diversified products enhance survival by
storing in containers and packaging. Besides,
the packaging is an important indicator of
consumer choice starting from the shape, size,
and attractiveness [24]. The price range for the
milkfish products starts from Rp. 25,000 to >
100,000. In marketing the products, the
majority of SMEs still use conventional media

such as brochures, banners, social media, and
door to door.

The Impact of the Covid-19 Pandemic on
the Marketing of Soft Boned MIIkfish
MSME Products

The Covid-19 pandemic had a major
impact on the fisheries economy [5][18].
Fishing practices are changing as new markets
and alternative marketing strategies are being
developed with improved post-harvest
handling, hygiene, and sanitation practices
[2]1[3][23][12]. Table 2 presents the results of
the respondents’ responses based on the
questionnaire distributed. The results show that
there are 10 important points in the business
activity of Soft Boned Milkfish MSMEs. The
index most affected by the Covid-19 pandemic
was a decrease in production with an index of
3.52. This means that the business owners only
obtain 50% of production before the Covid-19
pandemic.

Furthermore, the decrease in production
indirectly led to a reduction in the product sales
due to the number of requests and customer
visits to the store which decreased by 50%. A
similar impact due to the Covid-19 pandemic
was observed including difficulties in raising
business capital as well as an increase in raw
material prices and low availability
[8][9][10][11]. This shows that each of the
factors that exist is interrelated to product
marketing. The existence of the Covid-19
pandemic has indirectly affected the economy,
specifically the SMEs of Soft Boned Milkfish.
[42] stated that MSMEs are at the forefront of
economic shocks caused by the Covid-19
pandemic, while[42] added that more than 50%
of MSME:s indicated that they could go out of
business in the next few months.

However, the Covid-19 pandemic does
not affect the price of the Soft Boned Milkfish
product. The index with the lowest value was
promotion with a value of 1.88 indicating that
social media/online marketing are not
significantly affected by the Covid-19
pandemic. [37][22] revealed that for MSME
business activities to survive during the
pandemic, digital marketing is needed through
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Facebook, Google, YouTube, and other mobile

applications.

Marketing Strategy for Soft Boned MIlkfish
MSME Products in Semarang City during

the Covid-19 Pandemic

In this study, the Marketing Strategy for
Soft Bone Milkfish MSME Products in
Semarang City during the Covid-19 Pandemic
was compiled based on IFAS and EFAS
analysis. In the IFAS and EFAS analysis, the
first step is to identify the internal and external
factors of soft thorn milkfish in Semarang
(Table 2).

Table 1. The Impact of the Covid-19 Pandemic on Marketing of Soft Boned MIlkfish MSME Products

Score Number of .
No Statement 1 2 3 4 Respondents Index Information
1 The Covid-19 pandemic
causes a decrease in the Total production
production of Soft Durian 0 4 28 4 75 3.52 decreased > 50%
Milkfish
2 The Covid-19 pandemic Annual sales  yield
causes a decline in annual 0 4 30 41 75 3.49
decreased < 50%
sales results
3 I:lfses Co;/r:g_lgnurﬁsgrqem(ﬁ The number of customers
0 5 29 41 75 3.48 who come to the store
customers who come to the
decreased < 50%
store/place of sale to decrease
4 The Covid-19 pandemic has
reduced people's buying Number of  customer
interest in  Soft Boned 0 4 32 39 75 3.46 requests decreased < 50%
Milkfish products
5 The Covid-19 pandemic The selling price of Soft
causes the selling price of soft Durian Milkfish before
boned milkfish to drop 16 42 6 11 75 2.16 the pandemic = during the
pandemic (relatively the
same)
6 The Cowd-lf_) pandemic has MSME actors have social
resulted in MSMEs X
promoting  Soft  Boned media accounts and ha_lve
Milkfish  through  online 11 63 0 1 75 1.88 been _ doing online
. . promotions before the
promotional media (WA, demi
Instagram, Twitter) pandemic
7 The Covid-19 pandemic has MSME actors before the
resulted in MSMEs pandemic had promoted
promoting  Soft Durian 18 34 20 3 75 2.14 door to door, but during
Milkfish door to door the pandemic they stopped
promoting door to door
8 The Covid-19 pandemic has
resulted inalack of capitalfor 1 24 42 8 75 2.76 Lack of capital by <50%
MSMEs
9 The Covid-19 pandemic Raw material  supply
causes the supply of raw 1 34 35 5 75 2.58 reduced < 50%
materials to decrease -
10 The Covid-19 pandemic has Fixed number of HR
reduced the number of human 5 60 7 3 75 210 (daily/permanent  staff)

resources (labor)

(before and during the
pandemic)

Source: Research Results, 2021
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Table 2. Identification of Internal and External Factors

Strengths

Opportunities

e  Customer network

e MSME processing human resources have

quality & are trained in their fields
e Brand

e Packaging design

e Complete production equipment

e Ease and Availability of transportation
Means of communication

e  Government assistance programs and policies
(capital, promotion, training and business
license management)

e Collaboration with other
universities/institutions

e General conditions and culture

Weaknesses

Threats

Price

e  Production distribution

e  Product promotion that is not optimal
e Financial support
e Product diversification

e Customers (Reduced number of customers),
consumer purchasing power fluctuations

e The existence of other MSMEs in the same
field/business competition

e Availability of raw materials

e Business licensing regulations/regulations

e Covid-19 pandemic

Source: Research Results, 2021

IFAS Strategy

Based on the data shown in Table 2, IFAS
strategy analysis was conducted and the matrix
analysis results in Table 3 indicate that the
internal factors consist of two components,
namely the strengths and weaknesses of 5
attributes. The assessment of the strength and
weakness factors obtained a score of 2.54. The
customer network from business actors and
human resources who have quality and are
trained in the respective fields is the biggest
strength of the Soft Boned Milkfish MSME in
Semarang City with a value of 0.36, while
packaging design is the index with the smallest
effect with a value of 0.18. This shows that in
optimizing the marketing of MSME products,
there is a need to increase or update the
packaging to have a higher aesthetic or selling
value [4].

The interview results showed that some
MSMEs still use newspapers, plastic, and
ordinary paper as product containers, this is
one of the inhibiting factors that cause the low
selling value of these products. According to
[1] MSME actors need to focus on consumer

needs by identifying products that are in
demand through the marketplace. Unoptimized
Prices and product promotions are weaknesses
that have the highest influence with a value of
0.3. This means that the Covid-19 pandemic
has caused a change in the public perception
towards the selling price of Soft Boned
Milkfish and limited access to promotions,
thereby indicating the need for a breakthrough,
including through social media. Furthermore,
production and financial support, as well as
product diversification is a weakness that has a
low value of 0.18. This is due to the Covid-19
pandemic, which limits access to production,
sales and profit maximization as the
distribution of products tend to only fulfill
demand in the city.

The decline in product demand and sales
also causes a decrease in the revenue generated
[23][38]. In addition, product diversification is
assumed as a weakness because MSME actors
have begun to develop various processed
products to obtain maximum profit, but from a
weakness point of view, the actors are starting
to lose focus on the production of soft-dried
milkfish (vacuum).
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Table 3. IFAS Analysis

Internal factors

No. Strength Weight Rating Score
1 Customer network from business actors 0.12 3 0.36
2 MSME processing human resources have quality & are trained in their  0.12 3 0.36
fields
3 Brand 0.1 2 0.2
4 Packaging design 0.09 2 0.18
5 Complete production equipment 0.1 3 0.3
Total Strength Score 1.40
No. Weakness Weight Rating Score
1 Price 0.1 3 0.3
2 Production distribution 0.09 2 0.18
3 Product promotion that is not optimal 0.1 3 0.3
4 Financial support 0.09 2 0.18
5 Product diversification 0.09 2 0.18
Total Weakness Score 1.14
Total SW 1 2.54

Source: Research Results, 2021

EFAS Strategy

Based on the data shown in Table 1, EFAS
strategy analysis was conducted and the matrix
analysis results in Table 4 indicate that external
factors consist of two components, namely
opportunities and threats with 5 attributes. The
assessment of opportunity and threat factors
scored 2.62, while the highest opportunities
factor is the ease and availability of
transportation with a value of 0.33. This is
because easier access to facilities and
infrastructure such as transportation to reach
the Soft Boned Milkfish MSME store increases
the number of visiting customers and the
profits. In addition, the product is one of the
"icon" or typical food of Semarang City.

General conditions and culture are
opportunity factors that have the smallest

effect of 0.18. Meanwhile, the Covid-19
pandemic has affected all sectors, including
tourism, the applicable lockdown and PPKM
rules have caused a decrease in product
demand due to the limited space for people,
local and international tourists, and the
economic downturn. The pandemic is the
biggest threat faced by Soft Boned Milkfish
MSMEs with a value of 0.39. The emergence
of the Covid 19 pandemic outbreak since the
end of 2019 has majorly affected life, and the
business world is no exception. People's fear of
this pandemic requires leads to self-isolation,
schools are held at home, and food stalls are
limited in operating hours. This is in line with
[40][43] which stated that the most obvious
impact of the Covid-19 pandemic is the
economic and social impact due to restrictions
or social distancing and layoffs. It also forces
every effort to turn its strategy around, while
some even get into a crisis.

725

©2021 at http://jfmr.ub.ac.id



Tutianvia,et al / Journal of Fisheries and Marine Research Vol 5 No.3 (2021) 720-733

Table 4. EFAS Analysis

External Factors

No Opportunity Weight Rating Score
1 Ease and availability of transportation 0.11 3 0.33
2 Means of communication 0.1 2 0.2
3 The existence of government assistance programs and policies (capital, 0.08 3 0.24
promotion, training and business license management)
4 Collaboration with other universities/institutions 0.08 3 0.24
5 General conditions and culture 0.09 2 0.18
Total Opportunity Score 1.19
No Threat Weight Rating Score
1 Customers (reduced number of customers), fluctuations in consumer 0.11 3 0.33
purchasing power
2 The existence of other MSMEs in the same field / Business Competition  0.09 2 0.18
3 Availability of raw materials 0.11 3 0.33
4 Business licensing regulations/regulations 0.1 2 0.2
5 Covid-19 pandemic 0.13 3 0.39
Total Threat Score 1.43
Total OT 1 2.62

Source: Research Results, 2021
SWOT Grand Strategy Matrix

The results of the SWOT analysis
obtained a value of (0.13 : -0.12) which came
from subtraction between the total number of
factors S with W (1.40 — 1.14 = 0.26) and factor
O with T (1.19-1.43 = -0.24), finally (0.26 : -
0.24) was simplified to (0.13 : -0.12), It means
the MSME product of Soft Boned Milkfish in

Quadrant I1I 0,5 O
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Semarang City is in Quadrant Il namely
diversification which refers to a strategy that
considers strengths and carefully minimize
threats that might occur by utilizing existing
strengths [33]. This means that the Soft Boned
Milkfish MSME is in a stable condition but
faces a number of serious challenges which are
estimated to continue when it relies only on the
previous strategy. A SWOT analysis diagram
of the priority marketing strategy during the
Covid-19 pandemic is presented in Figure 1.

Quadrant I

01 02 03 04 0,%

0.13:-0.12
Strategy
Diversification

Quadrant II

Figure 1. SWOT Matrix Grand Strategy
(Source: Research Results, 2021)
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Alternative Strategy for Soft Boned
Mllkfish MSMEs During the Covid-19
Pandemic

The strength of the Soft Boned Milkfish
MSME lies in the customer network of
business actors. MSMEs were able to survive
during the pandemic by using various network
channels to market the products. The customer
network in question includes the government
organizations such as Semarang City and
Central Java Provincial Marine and Fisheries
Service, media including newspapers and
radio, or from the community. Meanwhile, the
weakness of the Soft Boned Milkfish MSME
lies in the price and promotion factors. MSMEs
are often faced with price volatility of raw
materials and supporting factors, specifically
during the pandemic when the prices become
more  expensive.  Large-Scale  Social
Restrictions cause various fish markets to
close, fishermen do not go to sea, hence, raw
materials are scarce and expensive. This has
made some MSME actors increase the price of
Soft Boned Milkfish, but the majority still
maintain prices for continuous purchasing of
products by the consumers. The majority of
MSMEs also use social media outlets such as
WA, Instagram, and Twitter to promote the
products before and after the pandemic
[71[39][26][27]. However, the weakness in
question is that the level of active promotion
through online media is still very low

Opportunities for Soft Boned Milkfish
MSMEs lie in the “Ease & Availability of
transportation” factor. The availability of an
improved variety of online transportation is
now an opportunity for SMEs in marketing
products. The seller does not need to personally
deliver the product ordered, but through an
online application, the goods are delivered
directly to the intended address. As for
shipping outside the city, various existing
expeditions make it easier for SMEs in terms
of transportation to deliver the products to
consumers. Another threat to Soft Boned
Milkfish MSME lies in the Covid-19 Pandemic
factor. People's fear of this pandemic leads to

self-isolation, while several employees are laid
off, thereby reducing people's income and
purchasing power. Based on the SWOT
analysis, an alternative marketing strategy for
the Soft Boned Milkfish MSME product during
the Covid-19 pandemic is presented in Table 5.
According to the SWOT calculation and
the grand strategy matrix, the scorewas S < T,
where the threat is greater than the existing
strength, hence, the appropriate
recommendation is to diversify the strategy.
Although the Soft Boned Milkfish MSME is in
a stable condition, it faces a number of severe
challenges which are estimated to continue
when it only relies on the previous strategy.
Based on Table 5, the strength and threat (ST)
strategy is the most appropriate alternative to
be implemented and is as follows:
a. Include the brand (trademark) on each
product packaging
b. Creating eye catching packaging designs to
foster consumer mindset towards MSME
products
c. Registering Business Permits, Submitting
Issuance of SKP (Certificate of Feasibility
Processing), Registration of SNI and other
legalities to increase product
competitiveness and increase customer
confidence in product quality
d. Cooperating with raw material providers to
meet customer demands
e. Changing the atmosphere of sales
outlets/stores by implementing health
protocols, namely adding hand washing
facilities, thermoguns, and others so that
consumers can still  buy products
comfortably during a pandemic
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Table 5. SWOT Matrix

IFAS

EFAS

STRENGTH (S)
= Customer network from business actors
= Quality/skills of human resources for processing Soft Duri Milkfish
= Brand
= Packaging Design
= Complete production equipment

WEAKNESS (W)

Price

Product distribution
Promotion

Financial condition support
Product diversification

OPPORTUNITIES (0)

Ease and availability of transportation
Means of communication
Government Assistance/Policy
(Capital, Promotion,  Training,
Business License Management)
Collaboration with
universities/institutions
General conditions and culture

other

STRATEGY (SO)

= Opening both privately owned outlets and filling Government-owned

outlets (Dekranasda Showroom)

= Participate in training to increase human resources organized by the

Government, Universities or other institutions in terms of processing
Soft Durian Milkfish, good packaging techniques, making packaging
designs, product promotion through information technology and the
use of product tools with renewable technology

= Cooperation with the Government, Universities/other institutions in

the fulfillment of capital, business licenses, registered brands, and
production equipment assistance.

= Cooperation with online transportation services in terms of

marketing, one of which is by providing discounts on shipping costs
to consumers

STRATEGY (WO)
Cooperation with the Government (relevant agencies) in stabilizing
product prices.
There is a policy from the Government for the Love to Eat Fish
campaign during a pandemic to increase the body's immunity.
Cooperation with expedition services to facilitate the distribution of
MSME products outside the city or within the city.
Cooperation between MSME actors and financial institutions to
increase business capital, by providing soft loans with low interest
rates.
Cooperation with the Government, Universities/other Institutions to
conduct training to create product diversification with good quality.
Cultural conditions, namely Soft Boned MIIkfish as typical food of the
city of Semarang can be used / included in promotional words to attract
more consumers from outside the city.

THREATS (T)
Customers  (reduced
customers)

The existence of other MSMEs in the
same field/business competition
Availability of raw materials
Business Licensing
Regulations/Regulations

Covid-19 pandemic

number of

= Registering Business Permits, Submitting

STRATEGY (ST)

= Include the brand (trademark) on each product packaging
= Creating eye catching packaging designs to foster consumer mindset

towards MSME products.

Issuance of SKP,
Registration of SNI Permits and other legalities to increase product
competitiveness and increase customer confidence in product quality.

= Cooperating with raw material providers to meet customer demands
= Changing the atmosphere of sales outlets/stores by implementing

health protocols, namely adding hand washing facilities, thermoguns,
and others so that consumers can still buy products comfortably
during a pandemic.

STRATEGY (WT)
Reducing production costs so as to reduce product prices
MSME actors actively promote on social media so that during the
pandemic, consumers can still buy products online
Creating other product diversification with good quality to increase
competitiveness
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CONCLUSION

The existence of the COVID-19
pandemic greatly affected the marketing of
Soft Boned Milkfish MSME products in
Semarang City by causing a decline in the
amount of production and annual sales, as well
as the number of customers and requests by >
50%. In addition, the pandemic limits
production and distribution to only within the
city, increases prices of raw materials, thereby
causing the raising of capital by managers to
be difficult. The SWOT calculation obtained
values ranging from 0.13 : -0.12 which means
that the position of Soft Boned Milkfish is in
quadrant 1l. Consequently, the diversification
of strategies can be carried out by a)
Incorporating the brand (trademark) on each
product packaging, b) Creating attractive
packaging designs, c) Registering Business
Permits, Submitting Issuance of SKP
(Certificate of Eligibility  Processing),
Registration of SNI and legality, d)
Cooperating with suppliers of raw materials to
meet customer demands, and e) Changing the
atmosphere of sales outlets/stores by
implementing health protocols.
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