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ABSTRACT

This research design is the influence of business process reengineering, market orientation and competition environment to
strategic planning and competitive advantage of electronics industry in Bekasi industrial area. The purpose of this study is to test
and analyze: the influence of business process reengineering, market orientation and competition environment simultaneously
and partially to the electronic industry strategy planning Bekasi, the influence of business process reengineering, market
orientation and competition environment partially and simultaneously to the competitive advantage of electronics industry
Bekasi , the influence of strategic planning on the competitive advantage of Bekasi electronics industry, the influence of Business
Process Reengineering, market orientation and competitive environment against the competitiveness of Bekasi electronics
industry through strategic planning. Data analysis method uses structural equation modelling with 205 companies of Bekasi
electronic industry. The result of the research shows that business process reengineering, market orientation and competition
environment have simultaneous effect on Bekasi electronic industry strategy planning, business process reengineering, market
orientation and competition environment simultaneously influence the competitive advantage of Bekasi electronics industry,
strategic planning influence on competitive advantage, reengineering business processes, market orientation and competitive
environment affect the competitive advantage of Bekasi electronics industry through strategic planning

Key words: strategic planning, competitive advantage, structural equation modeling

Introduction

Recent phenomena indicate that the form of regional cooperation is becoming more widespread, especially in the field of
economy and international trade. The phenomenon of regionalization through the establishment of various trade blocs
(EUROPEAN, APEC, NAFTA, AFTA, CACM and MERCOSUR) in various regions becomes unavoidable.
Based on the experience of the formation of Custom Unions in Europe (Benelux and the European Union) shows that economic
integration can occur due to intensive trading activities among member countries (intra-regional trade). Indonesia faces an era of
new challenges in the ASEAN Economic Community. With the enactment of ASEAN Economic Community that is agreed by
all countries in Southeast Asia region then automatically liberalization will occur in almost all sectors. The main concept of the
ASEAN Economic Community is to create ASEAN as a single market and unity of production base where free flow of goods,
services, factors of production, investment and capital and tariff elimination for trade between ASEAN countries are expected to
reduce poverty and economic disparity between its member countries through a number of mutually beneficial cooperation. The
presence of ASEAN Economic Community can help the powerlessness of ASEAN countries in global world economic
competition by forming a single market based in Southeast Asia region.

The development of electronic industry in Indonesia in 2015 reached 118.5 trillion or up 16.69 %% to 138.6 trillion in 2016.

Table 1.2 Electronic Market Share

Electronic Industry Market share
Year 2013 Rp. 83 trillions
Year 2014 Rp. 98.77 trillion
Year 2015 Rp. 118.5 trillion
Year 2016 Rp. 138.6 trillion

Source: Leadership, 2017.

The electronics industry has a market share that tends to increase by 8% annually and is one of the pre-eminent favorable
governments in Indonesia, should benefit the company, but in fact there is a lack of e-commerce industry is evident in the ever-
increasing rush of imported electronic products, Indonesia's declining electronic exports and the slow growth of domestic
electronic incursions.

This research is conducted by Bekasi, because Bekasi is a rapidly growing region because of the development of industrial sector
in large scale (industrial area), medium and small (industrial zone). The existence of allocation of industrial land with a large
enough amount of the attraction for the entry of investors and workers from within and outside Bekasi district. Until the end of
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2016, the number of investors who enter the industrial area of Bekasi industrial area that has a lot of industrial areas, namely:
Bekasi International Industrial Estate, MM2100 Industrial Town - BFIE, MM2100 Industrial Town - MMID, EJIP Industrial
Area, Gobel Industrial Area, Jababeka Industrial Estate, Lippo Cikarang Industrial Park, Marunda Center, Greenland
International Industrial Center, China Integrated Industrial Area China, Patria Manunggal Jaya Industrial Estate.

Factors that allegedly affect the competitive advantage are the environment of competition, market orientation and Business
Process Reengineering and strategic planning. Strategic planning is a systematic management process that can be defined as a
process of decision-making on programs to be implemented by the organization and the estimated amount of resources to be
allocated in each program over the next few years (Govindarajan et.al., 2001).

As previously mentioned, in order to face the economic integration especially the Asean Economic Community encourages the
manufacturing industry that gives the largest contribution to gross domestic product, it must be able to win the competition in
order to compete with other industries both at home and abroad in the face of the ever-changing external environment conditions
dynamically.

The company must be able to set the right business strategy planning to face the competitive environment, market orientation and
Business Process Reengineering (BPR) to face the ever-changing external factors, then in this research will be examined about
the influence of strategic planning and the competitive advantage of manufacturing industry.

Literature Review
1. Business Process Reengineering (BPR)

According to Hammer and Champy (1996) BPR is defined as a fundamental improvement effort and radical redesign of business
processes to achieve improvement in critical measures of efficiency such as cost, quality, service, and speed. According to
Herbkersman (1994) in Ellitan (2006), reengineering is a drastic change in how members of an organization solve their
workings. Reengineering can also be interpreted as a process innovation or strategic vision planning and new competitive
strategy as well as the development of new business processes that support that vision.

Every company that competes in the business environment will have the same goal of how to win business competition through
the company's competitive advantage. Attempts to achieve competitive advantage can be made when firms are flexible in
responding to changing and evolving business environments through organizational transformation. Commonly used approaches
include reengineering, rethinking, restructuring of organizational design that has evolved in new management literature. The
basis used in that approach is a fundamental change in the so-called boundaryless organization.

Efforts to support the process of organizational transformation can be done through the Business Process Reengineering process,
which is to redesign business processes to achieve performance improvements such as cost, quality, service, and speed (Dessler,
2000).

2. Market Orientation

The term market orientation states that the concept is not merely the responsibility or concern of the marketing function, but all
departments are participating in the collection, dissemination and follow-up of market intelligence. In addition, market
orientation focuses on markets that include customers and the factors or forces that influence it. (Kohli & jaworski, 1990) in
Slater (2001). Behavioral perspective concentrates on organizational processes or behaviors consisting of three main activities: 1)
systematic collection of market intelligence regarding current and future customer needs; 2) dissemination of market intelligence
to all organizational units / departments; 3) design and implement organizational response to market intelligence in a coordinated
and comprehensive manner (Kohli & jaworski, 1990).

3. Competition Environment

This environment is defined as the level of competition faced by outlets. Specifically, the intensity of competition is related to
the number of local competitors, the frequency of use of marketing techniques (such as advertising, pricing activity) to gain
market share and the number of competitors using this technique and the intensity of using this technique (Slater and Narver,
1994). Indirectly the competition itself is indispensable in a business arena. Competition will force businesses to always develop
themselves.

According to Porter competition is the core of the success or failure of the company. In this case the competition determines the
accuracy of the activities of the company that can support its performance. Competition occurs because one / more competitors
feel pressure / see opportunities to maintain position. In some forms of competition, especially price competition, it is very
unstable and very likely to make the industrial situation deteriorate from the point of view of profitability.

The price drop is easily and quickly matched by the opponent and once matched then the income down for all companies. The
competitive environment is one of the important factors in making strategic decisions, where the strategy taken by the owner is
done in addition to attention to the consumer aspect also pay attention to the perception of the outlet owner to the existing
environmental conditions as well as the characteristics of the managed outlets (Homburg et al., 2002).
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4.  Strategic Planning

Strategic planning came about in the mid-1960s and company leaders acknowledged that strategic planning was "the one best
way "to decide and implement a competitive strategy for each business unit.

As Frederick Taylor's research scientist suggests, strategic planning is a way that involves thinking through a work, the creation
of a new staff management function that is the emergence of a planning expert. Where this planning system is a good strategy as
a stage of strategy that will be applied to business people, managers and directing companies not to make a mistake (Mintzberg,
H.1994).

According to (Allison, Kaye, 2005) the definition of strategic planning is the processsystematically agreed upon by the
organization and building engagement among key stakeholders-about the priorities that are essential to its mission and
responsive to the operating environment.Strategic planning is specifically used to sharpen organizational focus, so that all
organizational resources are used optimally to serve the organization's mission. This means that strategic planning becomes an
organization's guidance should be responsive to a dynamic and difficult predictable environment. Strategic planning emphasizes
the importance of making decisions that put the organization to success in responding to environmental changes. The focus of
strategic planning is on strategy management, that is the application of strategic thinking to the task of leading an organization to
achieve its purpose.

Another notion of strategic planning according to (Shrader, Taylor and Dalton, 2004) is long-term written planning wherein
consisting of mission and corporate objectives. Several dimensions of strategic planning have been proposed (Frederickson,
2006) by category: process initiation, objective rule, meaning and end of relationship, explanation of the implementation of
integrated strategy and decision level.

5. Competitive Advantages

The concept of competitive advantage of many companies developed from the generic strategy proposed by Porter (1985). The
things that can indicate the variables of competitive advantage are imitability, durability, and ease of matching. Competitive
advantage is the heart of corporate performance in the competitive market. Corporate excellence basically grows from the value
or benefits that a company can create for its buyers. If then the company is able to create excellence through one of the three
generic strategies, it will get competitive advantage (Aaker, 2009).

In order to improve company performance, competitive advantage is seen as something that can be used in or as a corporate
strategy. Competitive advantage can be understood by looking at the company as a whole, comes from many different activities
being performedby the company in designing, producing, marketing, handing and support sales (Porter, 1999). So the
competitive advantage is a the position that the organization is still working on in order to beat the competition.

The resource based approach (RB) views economic or business activity in terms of utilizing its resources and capabilities, not on
the market served. The utilization of these resources and capabilities in order to build competitiveness directed at efforts to
capture various opportunities overcome various threats in the competition, so from this condition built a strategy to discourage
competitors in the form of barriers to imitation (Syafar, 2004: 10).

Figure 2.6: Research Model
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The research object is Business Process Reengineering, competitive environment and market orientation towards strategic
planning and competitive advantage of electronics industry. The research method used here is survey method. This research is a
strategic management approach. In accordance with the objectives to be achieved, then used 2 types / forms of research that is:
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descriptive and verification research. Descriptive research is a study that aims to obtain a description / description of the
characteristics of Business Process Reengineering, market orientation, competition environment, strategic planning, and
competitive advantage. Verification research is a type of research that aims to determine the relationship of causality between
variables through a hypothesis testing.

The population in this research are all companies registered in JABABEKA industrial area, Delta Cilikon industrial area and
Cikarang EJIP industrial area. While the target population used is a manufacturing company that has had a department or
strategic planning team and / or executing strategic planning in strategic decision making. In doing quantitative analysis used
partial least square statistical tool (PLS) with XLSTAT version 2011.

Result and Discussion
Result
a. Validity Test

Validity test is conducted to determine the ability of research instruments to measure what should be measured (Cooper, et al.,
2006) in Jogiyanto (2011). An indicator is valid if it has a loading factor above 0.5 to the intended construct.

Validity test for reflective indicator uses correlation between item score and construct score. Measurements with reflective
indicators indicate a change in an indicator in a construct if other indicators on the same construct change (or are excluded from
the model). The reflective indicator is suitable to measure perception so that this research uses reflective indicator.

The loading factor gives a value above the suggested value of 0.5. Means indicator used in this research is valid or have fulfilled
convergent validity except for information technology investment BPR9.

After the examination done on convergent validity, followed by examination of discriminant validity by looking at the value of
cross loading. An indicator is valid if it has the highest loading factor to the target construct compared to the loading factor to
another construct. the loading factor for the indicator for the intended construct is higher than that of the other construct. The
same is also evident in other indicators. This indicates that these indicators have good discriminant validity.

Thus, latent constructs predict indicators on their blocks better than indicators in other blocks. Another method to see
discriminant validity is to compare the root root value of average variance extracted (AVE) of each construct with the correlation
between constructs with other constructs in the model. Discriminant value validity is good, when above 0.5. the average variance
extracted (AVE) value for each dimension above the standardized value (0.5),

The model has good discriminant validity if the AVE root for each construct is greater than the correlation between constructs
with other constructs in the model

b. Test Reliability

Reliability of a measure indicates the stability and consistency of an instrument measuring a concept or a variable (Cooper, et al.,
2006, Hair, et al., 2008) in Jogiyanto (2011). Test reliability is done by looking at the value of composite reliability and
Cronbach's alpha.

Cronbach's alpha measures the lower limit of the value of the reliability of a construct, while composite reliability measures the
true value of a constraint (Salisbury, et al., 2002) in Jogiyanto (2011). The Cronbach's alpha value should be greater than 0.6 and
the composite reliability should be greater than 0.7 although a value of 0.6 is still acceptable in exploratory studies (Hair, et al.,
2008) in Jogiyanto (2011).

The table above shows that the value of composite reliability for all constructs is above 0.6 indicating that all constructs in the
model estimated in this study are reliable. shows the Cronbach’s alpha value of each construct above the suggested value is
above 0.6 reliable,

In addition to Cronbach's Alpha values and composite reliability values are used to test the reliability level among construction
variables, it can also be reinforced by the measurement of communality, indicating that the value of communality in all collisions
is above 0.5 means that the indicators used in this study are reliable. The results of communality are used to strengthen the test
results with Composite Reliability and Cronbach's Alpha.

The coefficient value of determination shows where the endogenous factors are explained by exogenous variables. In the table
above shows that the coefficient value of determination more than 0.5 because it shows the relationship between endogen and
endogenous variables is good.

C. Structural Model Testing (Inner Model)
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To assess the significance of the prediction model in the test of the structural model (inner model), it can be seen from the T-
statistic value between the independent variables to the dependent variable in the table path coefficient on the Smart-PLS output
in the following 4:45 table.

Table 4:45 Path Coefficient (Mean, T-Values)

Next to assess the mediation factor through strategic planning can be seen in the total effect table below:
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For more can be seen in the picture below
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According to Hartono (2008a) in Jogiyanto (2011), the measure of significance of hypothesis support can be used comparison of
T-table and T-statistics. If the T-statistic value is higher than the T-table value, then the hypothesis is accepted. For a 95 percent
confidence level (alpha 5 percent), the T-table value for the two-tailed hypothesis is > 1.96 and for the one-tailed hypothesis is >
1.69.

Discussion
The test results for each hypothesis are as follows:

1. Hypothesis 1: There is direct influence Business Process Reengineering on Strategic Planning

Original Sample T Statistics
(0) (JO/STERR])

BPR -> ps 0.175 1.734 <1.96 Not significant
BPR -> BPRa 0.740 3.078 >1.96 Significant
BPR -> BPRb 0.847 26.361 >1.96 Significant
BPR -> BPRc 0.595 5.291 >1.96 Significant

In the picture above shows that the t value of reengineering the binary process of strategic planning is less than 1.96 it shows that
there is no influence of business process reengineering on strategy planning.

2. Hypothesis 2: The Effect of Market Orientation on Strategic Planning

Original Sample (O) T Statistics (|O/STERR])

1.127

op -> ps 0.097

In the picture above shows that the t value of the market orientation of strategic planning is less than 1.96 it shows that there is
no influence of market orientation on strategic planning, so that market orientation is not a determinant of the success of strategic
planning. The coefficient path value is positive This indicates a positive relationship between market orientation to strategic
planning.

3. Hypothesis 3: The Impact of Competitive Environments on Strategic Planning

T Statistics (|O/STERR])

Original Sample (O)

Ip -> Ipa
Ip ->Ipb
Ip ->Ipc
Ip -> Ipd
Ip -> Ipe

Ip -> ps

In the table above that the value of t arithmetic competition against strategic planning is greater than 1.96 it shows that there is an
influence of competition environment on strategy planning. The coefficient path value is negative This indicates that there is a
negative relationship between the competition environment to the strategic planning.

4. Hypothesis 4: The Influence of Strategic Planning on Business Performance

‘ I Original Sample (O) I T Statistics (|O/STERR]) ‘ \
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In the picture above shows that the t value of strategic planning to competitive advantage is greater than 1.96 it shows that there
is influence of strategic planning to competitive advantage. The value of the coefficient path is positive this shows there is a
positive relationship between strategic planning to competitive advantage.

5. Hypothesis 5: The influence of business process reengineering (BPR) on competitive advantage through strategic planning.

Original Sample (O) T Statistics (|O/STERR])

BPR -> ps ->kb 0.066 1.016 <1.96, tidak significant
BPR -> ps -> kba 0.059 1.019 <1.96, tidak significant
BPR -> ps -> kbb 0.061 1.020 <1.96, tidak significant
BPR -> ps ->kbc 0.059 1.019 <1.96, tidak significant
BPR -> ps -> kbd 0.059 1.023 <1.96, tidak significant

In the table above shows that reengineering through business processes is not a determinant of the success of competitive
advantage. Reengineering will face the enormous possibility of failure without strategic planning and a full-fledged leadership
commitment to understand how the roles of leaders in an organization are undergoing radical change and consensus building all
levels of hierarchy (Hall, et al., 2003).

6. Hypothesis 6: The influence of market orientation on competitive advantage through strategic planning

Original Sample (O) T Statistics (|O/STERR])

op -> ps->kb

op -> ps-> kba

op -> ps-> kbb

op -> ps-> kbc

op -> ps-> kbd

The table above shows that there is an effect of market orientation on competitive advantage through strategic planning. MO
including customer and competitor orientation is a basic strategic marketing practice that plays an important role in improving
business performance and is also one of the first strategic frameworks that companies provide with sustainable competitive
advantage.

7. Hypothesis 7: Environmental Influence Competition to competitive advantage through strategic planning

Original Sample (O) T Statistics (|O/STERR|)

Ip -> kb

Ip -> kba

Ip -> kbb
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Ip -> kbc 0.598 10.153 >1.96, significant

Ip -> kbd 0.595 10.105 >1.96, significant

Based on table shows that there is influence of market orientation through strategic planning to competitive advantage.
Observation of a good industrial environment will result in a more appropriate competitive strategy plan. The results of this study
indicate that competitive advantage does not depend directly on the environmental condition of the electronic industry when the
company is able to adjust its competitive strategy.

Conclusion and Recommendation
Conclusion

1. Business Process Reengineering has no effect on Bekasi electronic industry strategy planning. The facts show that business
process reengineering has not been done correctly to support strategic planning seen from descriptive descriptions supported
by depth interviews. This means that electronics industry companies cannot analyze and redesign in the organization's
business processes to support strategic planning.

2. Market orientation has no effect on strategic planning. This suggests that gathering market information, disseminating
market information, organizational response is not a critical success strategy plan.

3. The competitive environment affects strategic planning. this indicates that the electronic industry is able to anticipate the
threat of the influx newcomer the threat of supplier strength, the threat of buyer power, substitution product threats, the
threat of intensity of competition so that the strategic plan increases.

4. Strategic planning affects the competitive advantage of the electronics industry Bekasi. This shows that Bekasi's electronics
industry can implement goals, initiatives and targets to support the success of competitive advantage.

5. Reengineering business processes through strategic planning does not influence competitive advantage. This shows that the
electronics industry company cannot analyze and redesign the work arrangements in the business processes of an
organization so that it cannot support the strategic planning that causes the lack of competitive advantage.

6. Market orientation affects competitive advantage through strategic planning. This suggests that the electronics industry can
gather market information, disseminate market information and organizational responsiveness to support strategic planning
by setting targets, initiatives, targets so that competitive advantage will increase.

7. The competitive environment affects competitive advantage through strategic planning. This suggests that the electronic
industry can anticipate the threat of entry of newcomers, the bargaining power of suppliers, the bargaining power of
substitution product buyers and the intensity of competition to support strategic planning by setting goals, initiatives,
appropriate targets so that competitive advantage will increase.

Suggestions

The company should be able to improve transformational leadership through business process reengineering as it proves to
improve organizational performance and increase commitment of organization member, organizational resource ability and
achievement desire, because these three things have been proven can improve organizational performance.

For managers it is better to re-engineering p through quality management improvement. In business process reengineering, major
improvements in cost reduction still have the lowest value compared to other business process reengineering impacts. This needs
to be done because the results of the research show Reengineering business processes can improve competitive advantage and
company performance.

Reference

Allen, R.S. & Helms, M.M. (2001). Reward Practices and Organizational Performance. Compensation and

Anderson, J.C.-Narus, J.A. (1990) A model of distributor firm and manufacturer firm working partnerships In: Journal of
Marketing Volume 54, No.1, pp.42-58

Akinova, I. (2000). Development of market orientation and competitiveness of Ukrainian firms. European Journal of Marketing,
34(9/10), 1128-1148

Baird, Inga S., Marjorie A. Lyles and J. B. Orris. (1994) « The Choice of International Strategies by Small Businesses ». Journal
of Small Business Management, vol 32, no. 1.

Baker, William E. and James M. Sinkula. 2000. The Synergistic Effect of Market Orientation and Learning Orientation on
Organizational Performance. Journal of the Academy of Marketing Science 27 (Fall):411-427.Porter, ME (1996)
‘What is strategy?’ Harvard Business Review 96(6)61-78

Barney, Jay, 1996 “Firm Resources and Sustained Competitive Advantage”, Journal of Management, VVol. 17, No. 1, 99-120.

Basedow & Jung, 1993, Strategic Alliances: The integration of the world conomy by cooperation projects, European competition
law. Munich: Verlag C.H. Beck




International Journal of Business, Economics and Law, Vol. 15, Issue 5 (April)
ISSN 2289-1552 2 O 1 8

Beal, Reginald M, 2000, “Competing Effectively: Environmental Scanning, Competitive Strategy, and Organizational
Performance in Small Manufacturing Firms,” Journal of Small Business Management, 38,1: 27-47

Bingxin Li, C. & Juan Li, J. (2008). Achieving Superior Financial Performance in China : Differentiation, Cost Leadership or
Both? American Marketing Association, Journal of International Marketing, Vol. 16(3), 1-22.

Biro Pusat Statistik, 2011. http: //www.bps.go.id/brs_file/pdb_bannerl.pdf

Bleeke, J. and D. Emnst. 1991. “The Way to Win in Cross-Border Alliances.” Harvard Business Review. Nov.-Dec. pp.127-135

Boyd B, Reuning-Elliott E. 1998. A measurement model of strategic planning. Strategic Management Journal 19(2): 181-192

Brown, W. B., and N. Karagozoglu, 1998. “Current Practices in Environmental Management,” Business Horizons

Ciavolino and Jens Jorn Dahlgaard , Simultaneous Equation Model based on the generalized maximum entropy for studying the
effect of management factors on enterprise performance, 2009

Chen, F. F,, Sousa, K. H., & West. S. G. (2005). Testing measurement invariance of second-order factor models. Structural
Equation Modeling, 12, 471-492.

Craven, Michael. 1996, Marketing Knowledge Management, 4rd Edition, London : Scienetics Economics Association

David, F.R., (2005) Strategic Management Concepts and Cases.10th Ed. Pearson Prentice Hall

Deshpande, R. and Parasuraman, A. (1996) Linking Corporate Culture to Strategic Planning. Business Horizons, 29, 3, 28-37

Donald R. Cooper and Pamela S. Schindler (2008) Business Research Methodes, 10th Edition, McGraw-Hill International
Edition.

Ellis, Paul D. D., 2006, Market Orientation and Performance: A Meta-Analysis and Cross-National Comparisons. Journal of
Management Studies, Vol. 43

Fisher, R., Ury, W. and Patton, B., 1991. Getting to Yes: Negotiating Agreement Without Giving In. Revised 2nd edition.
Penguin Books, New York, USA

Frambach, R. T., Prabhu, J., & Verhallen, T. M. M. (2003). The influence of business strategy on new product activity: The role
of market orientation. International Journal of Research in Marketing, 20(4), 377-397.

Gatignon, Hubert and Jean-Marc Xuereb (2007), “Strategic Orientation of the Firm and New Product Performance,” Journal of
Marketing Research, 34 (February), 77-90.

Gosh, B.C.; Tan Wee Liang; Tan Teck Meng; Chan, Ben. 2001. The Key Success Factors, Distinctive Capabilities, and Strategic
Thrust of Top SMEs in Singapore, Journal of Business Research, 51 : 209 - 221

Gray, Judy H., 1999, Small Business Strategy in Australia, Academy of Entrepreneurship Journal, 2 (2) : 44 — 58

Green, Dianne Wilner,” Using Economic Data In Your strategic Plan,” Management Accounting, January, 1997

Hadjimanolis, A. (2000). "A Resource-based View of Innovativeness in Small Firms." Technology Analysis and Strategic
Management 12(2): 263-281.

Hadjimanolis, Athanasios, 2003, The Barriers Approach to Innovation, The International Handbook on Innovation, Pages 559-
573

Hamel, G., and C. Prahalad. 1994, Competing for the Future. Boston: Harvard Business School Press

Han, J. K., Kim, N., and Srivastava, R. K. (1998). Market Orientation and Organizational

Hansen et al (2003). Reducing the Time Complexity of the Derandomized Evolution Strategy with Covariance Matrix
Adaptation (CMA-ES). Evolutionary Computation, 11(1), pp. 1-18 (2003).

Harrison, Ann and Andreas Rodriguez-Clare, “From hard to Soft Industrial Policies in Developing Countries”, 27 June 2010.
http://imww.voxeu.org/index.php?g=node/5236

Hitt, M. A, Ireland, R. D., & Hoskisson, R. E. (2001). Strategic management: Competitiveness and Globalization (4 ed.).
Cincinatti: South-Western College Publishing

Hopkins, Willie and Shirley and Hopkins, 1997 strategic planning—financial performance relationships in banks: a causal
examination strategic management journal, vol. 18:8, 635-652

Houston, F.S. 1986, “The Marketing Concept: What It Is and What It Is Not”, Journal of Marketing, Vol. 50, No. 2, pp. 81-87

Hult, Tomas, Charles Snow, and Destan Kandemir. "The Role of Entrepreneurship in Building Cultural Competitiveness in
Different Organizational Types." Journal of Management 29.3 (2003): 401

Hutchison, A.J., Johnston, L.H., & Breckon, J.D. (2007). A grounded theory of long-term physical activity behaviour change: A
preliminary model. Poster presented at the BPS Qualitative Methods in Psychology Section Inaugural Conference,
Leeds.

Imam. Ghozali, 2006. Aplikasi Analisis Multivariate dengan Program SPSS. Edisi Keempat. Semarang: Badan Penerbit
Universitas Diponegoro

International Monetary Fund, World Economic Outlook Database, September 2011

Jaworski B, Kohli A. 1993. Market orientation: antecedents and consequences. Journal of Marketing, 57(3): 53-70

Kementerian Perindustrian, Kebijakan Industri Nasional, 2012 http://www.kemenperin.go.id/artikel/19/Kebijakan-Industri-
Nasional

Keputusan Presiden Rl No. 41 tahun 1996, Kawasan Industri. http://www.jkpp.org/downloads/Keppres_No41-1996.pdf

Kanter, R. M. (1994). Collaborative advantage: Successful partnerships manage the relationship, not just the deal. Harvard
Business Review, July-August, 96-108

Kaplan, R.S. and D.P. Norton (2000) The Strategy-Focused Organization: How Balanced Scorecard Companies Thrive in the
New Business Environment, Harvard Business School Press

Kholi, Ajay and Bernard J. Jaworski. 1990. "Market-Orientation: The Construct, Research Propositions, and Managerial
Implications." Journal of Marketing 54 (April): 1-18.

Kohli, Ajay K., and Jaworski, Bernard J.: Market Orientation: The Construct, Research Propositions, and Managerial
Implications. Journal of Marketing 54 (April 1990): 1-18.

Kotler, P. (1998) Marketing Management — Analysis, Planning, Implementation, and Control, 9th Edition, Englewood Cliffs:
Prentice-Hall.



https://www.lri.fr/~hansen/publications.html#hansenea2003
https://www.lri.fr/~hansen/publications.html#hansenea2003
http://www.voxeu.org/index.php?q=node/5236
http://www.jkpp.org/downloads/Keppres_No41-1996.pdf

International Journal of Business, Economics and Law, Vol. 15, Issue 5 (April)
ISSN 2289-1552 2 O 1 8

Kotey, Bernice; Meredith, GG. 1997. Relationship Among Owner/Manager Personal Value, Business Strategies, and Entreprise,
Journal of Amsll Business Management, P.37-61

Li, T., Calanton, R.J., 2007. The impact of market-knowledge competence on new product advantage: conceptualization and
empirical examination. Journal of Marketing 62 (4), 13-29

Lohméller, J.-B. Latent Variable Path Modeling with Partial Least Squares. Heidelberg: Physica-Verlag, 1989.

Maio, Michele Di, “Industrial Policies in Developing Countries: History and Perspectives,” Industrial Policy Volume 1, Oxford
University Press, 2008

Marsh, P, Dimson, E., , & Staunton, M., Elgeti, R. (2006), Global Investment Returns Yearbook 2006. ABN-AMRO

Mazaira, A., Gonzalez, E. and Avendafio, R. (2003), The role of market orientation on company performance through the
development of sustainable competitive advantage: The Inditex-Zara case, Marketing Intelligence & Planning, 21, 4,
pp. 220-229. McGoldrick, P. and Davies, G. (1995), International retailing: trends and strategies, Pitman Publishing,
London.

McCann, Joseph E. IlI; Leon-Guerrero, Anna Y; Haley, Jonathan D. Jr. 2001. Strategic Goals and Practices of Innovative Family
Business, Journal of Small Business Management, 39 (1) : 50

Miller, C. C., & Cardinal, L. B. (1994). Strategic planning and firm performance: A synthesis of more than two decades of
research. Academy of Management Journal, 37, 1649-1665.

Mockler, R. J. (2001). Making decisions on enterprise-wide strategic alignment in multinational alliances. Management
Decision, 39(2), 90-98. http://dx.doi.org/10.1108/EUMO000000000541

Namiki, N (1989). The impact of competitive strategy on export sales performance: An exploratory study. Mid- Atlantic Journal
of Business, 25(6):21-38.

Narver, J.C., Slater, S.F. and Tietje, B. (1998), “Creating a Market Orientation”, Journal of Market-Focused Management, Vol. 2
No. 3, pp. 241-55

Narver, John C. and Stanley F. Slater. 1990. "The Effect of a Market Orientation on Business Profitability." Journal of Marketing
54 (October): 20-35

Newman and Logan, M. (2000) Using agency theory to design successful outsourcing relationships, International Journal of
Logistics Management, 11, 2, 21-30

Ogbonna, E., & Harris, L. C. (2000). Leadership style, organizational culture and performance: Empirical evidence from UK
companies. International Journal of Human Resource Management, 11(4), 766-788.

Pearce, J.A. & Robinson, R.B. 2007. Formulation, Implementation and Control of Competitive Strategy, 9th edition. Boston,
MA: McGraw-Hill Irwin

Pelham, Alfred.M, 1997, "Mediating Influences On The Relationship Between Market Orientation and Profitability in Small
Industrial Firms”, Journal of Marketing Theory and Practice, Summer

Pompl, W. (2006). Aviation: A economic and political introduction (4th ed.) Berlin: Springer

M.Porter, M. E. Competitive strategy: techniques for analyzing industries and competitors. New York: Free Press, 1980

Pitts, A., Robert & Lei, David. 2006. Strategic management (building and sustaining competitive advantage). Ed. ke 4. Australia:
Thomson.

Pulendran S, Speed R & Widing Il R E. 2003. Marketing Planning, Market Orientation and Business Performance. European
Journal of Marketing, 37(3/4):476-497

Reinhart, Carmen M., and Kenneth S. Rogoff, “The Modern History of Exchange Rate Arrangements: A Reinterpretation”
Quarterly Journal of Economics, Vol. CX1X No. 1, February 2004, 1-48.

Ring, P.S and Van De Ven. A. H. 1992, “Structuring Cooperative Relationship Between Organization”, Strategic Management
Journal, 13 : 483-98

Rodrik, Dani, “Normalizing Industrial Policy,” Commission on Growth and Development, Working Paper No. 3, 2008Rue, L.W.
& N.A. Ibrahim. (1998) "The Relationship between Planning Sophistication and Performance in Small Businesses"
Journal of Small Business Management 36(4): 24-32

Sanjeev Agarwal; M Krishna Erramilli; Chekitan S Dev (2003). Market orientation and performance in service firms: Role of
innovation. [Electronic Version] from http://progquest.umi.com

Saxenian, A. 1994. Regional Advantage: Culture and Competition in Silicon Valley and Route 128. Cambridge, MA: Harvard
University Press

Schermerhorn, J.R., Hunt, J.G., & Osborn, R.N. (2003). Organizational Behavior: Instructor’s Resource Guide. (8th ed.)
Hoboken, NJ: John Wiley & Sons, Inc.

Schonberger, R. (1994). Human Resource Management Lessons from a Decade of Total Quality Management and
Reengineering. California Management Review, Vol. 36 (4), 109-134.

Sekaran, Uma, , (2000). Research Methods for Business: A Skill-building Approach. Third Ed. New York: John Wiley & Sons,
Inc., p. 288

Slater S, Olson E. 2001. Marketing’s contribution to the implementation of business strategy: an empirical analysis. Strategic
Management Journal 22(11): 1055-1068

Smith, Richard. ”Accounting For Environment: The Role of Strategic Management Accounting,” Management Accounting,
February, 1997

Vargas, Norman, 2001, a metamodel for strategic business and it alignment assesment, @ics.kth.se, wjflores@uni.edu.ni

Voss, G. B., & Voss, Z. G. (2000). Strategic orientation and firm performance in an artistic environment. Journal of Marketing,
64(1), 67-83

Wheelen Thomas L., dan David Hunger J. 2006, “ Strategic Management and Bussiness Policy,” Fourth Edition, NewYork:
Addison Wesley Publishing Company

Willie e. and Shirley a. Hopkin, 1997 strategic management journal, vol. 18:8, 635-652 strategic planning—financial performance
relationships in banks: a causal examination



http://dx.doi.org/10.1108/EUM000000000541
http://proquest.umi.com/
mailto:wjflores@uni.edu.ni

International Journal of Business, Economics and Law, Vol. 15, Issue 5 (April)
ISSN 2289-1552

2018

Wind, Yoram and Vijay Mahajan. 2007. "Convergence Marketing," Journal of Interactive Marketing 16: 64-79

List of Authors:

Yan Hiksas

Doctorate Program In Management
Faculty of Economic And Business
Universitas Padjadjaran

Email: hiksas@yahoo.com

Yuyus Suryana

Doctorate Program In Management
Faculty of Economic And Business
Universitas Padjadjaran

Erie Febrian

Doctorate Program In Management
Faculty of Economic And Business
Universitas Padjadjaran

Imas Soemaryani

Doctorate Program In Management
Faculty of Economic And Business
Universitas PadjadjaranEmail:




