artikel purwohandoko

by Purwohandoko Purwohandoko

Submission date: 25-Jan-2018 02:42PM (UTC+0700)
Submission ID: 906610895

File name: 781-2124-2-PB pdf (388.63K)

Word count: 5438

Character count: 32301



Jurnal llmiah Bidang Akuntansi dan Manajemen (JEMA) Vol. 15 No. 1 (2018)
http://riset.unisma.ac.id/index.php/jema (p-ISSN : 1693-7864, e-ISSN : 2597-4071)

ENTERPRISES PERFORMANCE THROUGH INTERNAL RESOURCE INTEGRATION
AND MARKET ORIENTATION BASED ON COMPETITIVE ADVANTAGES

Purwohandoko *)

ABSTRACT

Every company trics to achieve goals to gain profit and win the competition. To achicve this
coal, (he company must be able to demonstrate a competitive advantage. Therefore. the company
alwayvs strives to gain competitive advantage by identifying, managing and optimizing their internal
resources i the form of tangible and intangible assets that have superior characteristics as the
power of generating competitive advantage. The sustainable competitive advantage by empowering
their internal company resources can be defined as Research-Based View (RBV). The importance
ol rescarch based views is contradicting with Market Based View (MBV) which stated that the
morc market oricnted the more superior their competitive position. By using qualitative research
(literature review). this study aims to understand and investigate how to create company
performances through both point of views which is internal resources integration and market
orientation based on competitive advantages.

Kevwards: Resources, Competitive Strategy, Competitive Advantages

I. INTRODUCTION
1.1 Rescarch Background

Cilobahization has led to an mcreasmgly ccomplex level of competition. It requlres companics
to increce ther competence in building a winning marketing strategy. Companies that want to be
wiitten by our customers after their stay in the business world must always be responsive to the
elobal market situation. Every company tries to. achieve goals to gain profit and win the
competition. To achieve this goal, the company must be able to demonstratc a competitive
advantage. As an organization, companies consist of several resources if they arc managed
propetrly . this will result in a compcume advantage. Phenomenon that occurred in Indonesia raises
(e question. why many companies go bankrupt when the market opportunity is open. why other

COMPANILS cill SUNVIve and even grow, and what factors make the company have sustainable
competitve advantage” The corporate bankruptcy phenomenon, if related to relatively stable
number of customers .md increased Product Offerings, it will indirectly increase the level of

competicon between companies. Penrose (l‘)w‘)) in hunting; (1999) gonmbuled to theory-based
resources. They suggest that: first, a setof productive resources can be controlled among different
companies even i the same industry and second, the definition of a productive source is broader
Cran the Micardian definition: and third, entreprencurial additional productive resources o be
consider= by the company, Barney (1991) in Fahy and Smithee (1999) suggested that the
company < competitive advantage lies in the availability of resources and features that have
charactenstios of difficult to imitate by other companies. Every company may not operate the same
recourees. because even if resources are limited. they have different prioritics in allocating and

acseesine the importance of  generating competitive advantage. The sustainable competitive
acvaniae o power resource that is more focused resources internal company resources reinforced by
Poem e senvants (2001) stating that companies should incorporate the concept of Rescarch-Based
Vrew Hi v or the perspectives of their resource firms to clarify the criteria for measurement. so it
ncont hute o improve the company's performance. The view of how to generate competitive

vantar s conroversy (Hooley, et all). The importance of competitive strategy. in conjunction
voth the company's ability to determine the right strategy in a variety of company decisions, will be

de o raduc e an optimal competitive advantage. Each company will ultimately determine the
<o o pprosch or strategy to achieve the company's goals, resulting in return on investment will
boremos dad the best strategy for the company will eventually be a distinctive construction that
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reflects its own situation so as to improve the company's performance. As in previous studies, such
as studics by NMakinen (2000), Matsuno and Mentzer (2000), Matsuno. et al. (2002), and Wu (2007)
that concluded that competitive strategies have a positive effect on company performance.

1.2 Rescarch Problem

boeed o the above reasoning, rescarcher need to investigate how (o create company
perlormaices through internal resources integration and market orientation based on competitive
advantages.,

1.3 Kescareh Purpose
The purpose of this rescarch is (o studies literature about how to create company
porformances (hrough internal resources integration and market orientation based on competitive

QuNanta 4

2. THEORETICAL FRAMEWORK
20 thcoretical Framework

211 Company Resourcees

[<o surces can be delined as environmental clements which consist of human resources,
natral resources. non-biological resources and human resources (UU No. 4 of 1982). Thus. all
courees o hether human, material and real energy and can potentially be used (o improve human
well-be called resources (Manan, 1978). Resources, according. to. Carmell (2004) ‘}in students
(0061 o divided into ‘two categories: tangible and intangible. Real resources consist of all
phvsicns ems owned by the company, raw materials, and all equipment. Mcanwhile, intangible
1osourcc do ool appear in raw material and balance sheet statements. Examples of intangible
rosou ~« poraie culture, reputation, and internal control. Therefore, it is very interesting to
conductssearnoon the potential of resources that can enhance sustalnablc compcuu\e advantage
1othe coompany. Robert M. Grant Resources (1991) ns classnf'*‘ nto six majm: groups, namely:

[yt Csot |h\ sical resources, human resources, lccbno,oglcal resources, reputation, and
eroaniz onal resource$sThe main function of an_approach-based resource to formulate a strategy
Lo M iy ‘:n: rebate g,ld(llld“.\. THis is related to the opportunities. that can be taken-to make
rosotre aliaton mare cconomical. The ability to maximize productivity is critical. To achieve
s w d strive for available resources (o support larger volumes for businesses. The
K esear View (RBV) theory is developed to generate competitive advantage that can be
[ ol w s eess namely (D) Unique waditional study of competence (2) Ricardian economics,
¢ e Penrosian, and (4) Antitrust cconomic impact assessment (Barney and Arikan,
2 noboaus Edith Penrose Barney and \rilnn (2000) published a book called the theory of
Copore oron b The company sees it as a function of production (just like Ricardian theory), but
psdeves mmentand contribution to RBV s, ln>L a sct of productive sources that can be controlled
[ocone oes e dilforent even in the same industry, second, a broader definition of source of the
product Lo Uicardian definition only focus on some types of productive resources: third. the
(vcra pee tuctive sources of the company is added to entrepreneurial resources/ Rumelt (1984)
P Do anh Arkan (2000) suggests that company s a collection of productive resources and—"
! vabe ol resourees. The ability of resources to be non replicable depends on how far the
PO are protected by isolating mechanisms. Competitive advantage can be realized if the
Compae s aplemented o holistic strateey and value creation compared to its competitors
¢ arne 1y That s, compelitive Jd\mn\lgc can still be ecasily and quiekly imitated by
Compe! 0 oo (AC) resources are needed (o prevent other companies.. Dollinger (1999) )
discla tooarces which are able (o create a sustainable competitive advantage, namely (1)
|oooens D e pnaation. ) oreanization, (Hrlinance. (3) intellectual/human, and (6) technology that
iy roae bolow T et all (1999) defines resources as inputs in the company's production
g <ti- s eoods, employee, patent. Tinancial and managerial skills, so in general resources

o
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includes awide spectrum of individual. social and organizational phenomena. Some experts provide
Taracteristics, which have and produce competitive advantages, such as Barney (1991),
havimge something of value. rare. imitated and irreplaceable. The characteristics of resources that
produce competitive advantage provided by experts are different from cach other, including:
viloahle vare unreplicable. unreplacebale. superior and durable. Some opinions on the definition of

LOHIree

(b sourees have the same principle. derived from the perspective of the importance of
resourcos o produce sustainable competitive advantage so that internal sources are deflined as one

company ol tingible assets. or dynamic capabilitics. or core competencics. owned by the firm to
procuce wvalies that are not casily imitated by other companies and used to determine and

1 cmoatcompetitive strategices.

Tangible —

11 Assels
S Competitinve Competitive
Internal Resources >
oureee | Advantages
- - sl
[ Intangible
Assels
1 mipetitive Internal Resources :
Posncine ok (2010) stated that the company always strives to gain competitive-advantage by
Pt s managing and optimizing internal resources in the form of tangible and intangible
a ©haee superior characteristics as the power of generating competitive advantage. To be
m pooses o compiay can identify, manage and optimize internal resources. strong_ internal
reccnre s resulie competitive advantage. Fach company has different resources, which impact on
e it eenee eiticienay and profit and heterogeneity resource, which can be optimized by the
S e vain, This s the determinant of every performance. The company's
poccure o abin ac lower price. compared 10 current price, or competitor’s price. Those arc the
comp competibny e advantage because the same resources will produce the same benefits but at
achea 0s0oso the company becomes casicr o sell products and get bigger profits.
24,28 oy
ompeticne stateey s the thought that come up from Michael E. Porter to provide a deep
ool e company's managers. about industry and competitors in running the company's
Vit cteoy of development through the planning process, or it may have been
o sloped throneh the activities ol various functional departments. Strategy is a way of
( a an that requires top managenient and requires a lot of company resources to make it
I e e s strategy-oriented beeause it alfects in the long term of organizational
| ! hosmuliruncnonal or multidivisional consequences (David, 2003). Because the strategy
his nyg woeonal consequences. analysis of internal and external factors faced by the company
peeds t b done o that the company docs not make mistakes in the formulation of competitive
ot v defmed competitive strategies into three types, namely cost leadership,
¢l ton and focus The main purpose of cost leadership is to create a large market share,
ol reoatie procducion capacity. Dilferentiation strategies are strategies that produce unique
i I oo de fierent values (o biiid customer brand  loyalty, avoid customer price
© ool artcreauns o oty barrier £ competitors to make a profit. Strategic focus is a
i

r
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stratcey hat focuses on a particular scement of competition by consumer type, product or
coperaple Porter's generic concept of competitive strategy includes cost leadership, differentiation,
and Tocus, In practice. there is no straleey implemented in the pure. but by integrating cost
Fradership and differentiation strategies. This strategy seeks to create uniqueness/differentiation but
attow coct Orin other words. although the price is cheaper, the quality can be compared. Low cost
pocoratoand steateoy difierentiation can be apphied if there is variation from consumer desire, but
they are also price sensitive (Mitchell, 2004, Té be successful in implementing this strategy.
‘ompan: < need resources. skills. and ability 1o increase cost (up-scale) of lower attribute product

C
cuality © vibotes mowith than competitors. The emergence of this integration strategy shows that

scon v does notanplement a pure basic strategy-That is. the tendency of basic strategy (low
costdi entmtion. or focus) is stll needed. but the comphny can-also add atlribuvlc\:s from other
w200t Matsunoqand Mentzer (2006): Matsuno, et al.. (2002): Wu (2004)

sraleg g Nknge
Coadies e thar throuet the developrirest af complitive strategies it can~be explained how”
¢ ompa S uee e potential of stoeey (empowerment) to build strong resources for
compet o advantave. Twomey, et al. Umited (2000) said that a strategy based on internal
posourcs s 1 unigque source that is not casily duplicated can lead to a competitive advantage.
Porwoh oo 2o added that the company ahways sceks to gain a competitive advantage by
vong U cover of el resources and responding to change market dynamics through market
caenlat oo el eovironment and to formulate and implement appropriate competitive
corategl e neng petitive advantaco. The stronger the internal source and implementation
¢Comark ol are used as | osis for formulating competitive strategies, the better
i nlen Con ol compoiine strategics incneraling competitive advantage. ]
! I | " l
|__Re e e
L ompetitive | Competitive
S ) | Strategy ‘ Advantages
O teil - j
(e anpetitnve Suateey and Competitine Advantages
23 proitive Advantaues
L compony may nol operate the same resources, because even if their resources are
I nited voave il priorities inoa!hoating and assessing the importance of the company's
compet o cdvanme s Mot all ivolved s considered a competitor in competitive advantage of
sl oot but only the potentind competitors as well as those who have entered the
mpei oo oowelbas potential competitors e the business. The company will be glad to have a
ST el Fontage and d not eet stimulus o review the advantages of its
mpet v el U89 i Advane xd 2003). Sustainable competitive advantage doces not
lLive a ct b doierent from instantancous compelitive advantage. So, a sustainable
mpet o hvartaos is oo advantage o 0 has a very long period of time (Porter, 1985 and
sobs PORR) Competinne advantage o ostrong unmily belween corporate excellence and
covanitze sl elfectveness adapt to envireseental change (South, 1981). Competitive advantage
roatan o toc ol et whichos the process of ddentfving, developing and placing a real advantage.
Freseo e that oo company's competive advantage are offen used 3s rescarch. as the basis
of the st 2et:5 upplem mcompany = cinnagement (Rumelt 1984 and Porter, 1985). Hari and
‘nsle Cot v basie umficooon ol vour compelitive -advantage  capabilitics and
Cooantze ol remonecc s e important ¢ ormmants o become a relative position and  better
.
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performence than competitors. The compamy's performance will in particular be the basis for
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formance that are more than bysiness opponents. or more ¢ffective than competitors. in

companics build competitive fadvantage when harnessing power for some activities
sroperformance (Pit. 1996). Lari and Wensley (1988) suggested that the high-capacity

ee coale

that results indow o

¢ ind increased value to customers is the advantage of

Sl Accordine 10 Barney (1991 there are three main sources of the company. namely:
nhvsical capital (technology. huilding. cquipment. location. and access to material).
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rter's (1980) theory of sustainable competitive
position. This approach assumes that the market
company is reflected in the source portfolio power
development of resource-based theories provided by
o among companies that can encourage companics
implementation ol competitive  strategies. The
e through enhancement of company performance.
pany’s performance mcasurements derived from a
rapectives: (1) customers. business. processes (2)
ces The balance in question is the balance in the
~and <ize of Tuture performance drivers, as well steps

boocompany can use the scorccard as a strategic

Hes.

oo Inthe view of RBV. the existence of corporate
. ause the present of Company will build
market-hased view. market-oriented strategy will

fons Through a market-driven approach, companies

pes Cloworski, Kohland Sa hay., 2000). Emphasis on

“unrealistic and risky for the company's long-term
needs and wants. and reacting to competition is
Collis and Mongomery (1998)
¢nomto account m formulating a strategy. The first
able 1o recognize the competitor in the industry
or tireats, so that strategies can be formulated and

vauate resources.

~vomakige prolic In the meantime, this is an internal

the produet market. so the company must respond
sme from R & D o marketing. Ellitan and Anantan
the arowth of competing company's ability to be

ancl exiernal changes. The company will gain a
appropriately in response to the dynamic changing
yactior movement. and make reconstruction of the

rescarch, Thiswork s a literature study that can be
2oan mternal resource component which is The
ree bemae examined is tangible and intangible. The

literature study,
-
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4. RESTEARCH RESULTT AND ANALYSIS

4.0 Peoconisd Timepact

T conpanies end 1o have the advaniage of rare inputs. raw materials that cannot be
reproduced or limited in number. and need 1o apply production faclors that require large capital
recarenents wvith complex characteristics. demanding highly competitive strategy accuracy. Wu
( -4 ted that throueh the dey uiupm 0l u)lnpt.‘lili\‘ﬂ.‘ slrulcgics. it can be cxplained how
strategics (copoverment) o build strong resources for competitive
vantae s Teomevo et ol (2000 suggestod that strategies based on internal resources as unique

Compani Cottouse polenti

[ non- ploabl trees can produce ¢ itive advantage. When companies understand how
{0 0Se | s Lonoply compeltitive strat - es that can be a source of competitive advantage. the
applicars oov L be s hine waith the compnve strateey chosen by the company (Barney and
Colns, 000 mides CTORE bir et al i Cooor 0 2003) explains that human resources as one of the
gy nocs can corerate contribucn o ercating strateey. Michael Porter also found that
o u mangaemaent s |\\'_\ O L ompetitine Sll:llcgic.\

[ ome oronzatonal developmen faman resources are the source of a competitive
e arver o oo 2003)0 Large-soofe Tasiness enterprises lend to have stronger internal
frges 1 do Company's small o business. They also have strong competitive
advant; 15 b ol choize and imple: ol fow cost competitive strategies. Conversely,
' cnterprises (sieadi and mediu Sowiath limited internal resources. tend to choose
i frategios 1o compete with sra focus For small-to medium scale companies, the
CO Gl e ey el W more chorees because inorder to compete with the cost
e e oy srgtegs o oader ma tpanics require mastery of cconomie requirements
¢! ecal wrowvide hsrhaoon ol networl o are nadurally difficult to meet bCCﬂQS,C various
i il \ he main ob ol wcompelitive strategy is (o gain a competitive
i oo alive advantage can aed only i the firm can determine precisely the
| ol | con ol industn dtion The most fundamental aspect of the self-
( n wioan b e ment of the “hs and weaknesses of internal resources as they
‘ ol sompeten Hterentiate companies and others. Based on their
cowed g | Ipany can ¢ e what straewies that should be used to compete
i ihe ‘ i whes the v ihat the stroneer the internal source. the proper
| ! i ‘ panv's  cot ¢oostrateoy. Selection and  implementation of
0clude npcost differentiation, focus or integration
‘ W corpany's position I heselected 1o obtain sustainable competitive
: { | h ot produce « coadvaniess nat only the superior performance
! ‘ . Iso low ¢o treee strateey should always be chosen in entering
( FET ‘ ax o AifTerentiate wor companics. so companies tend to choose and
-competi vt stateey o Emplovees who o built  the
ourges Compoverment of skills, talents, and placement
y i : Crease vodiscipiine and employee satisfaction which is
aved i change m i company expectations, so HR professional
i & i m clficient teonvehy miernal business processes to generate
¢l on cash fon vies This is according to Smith’s line
w ) ce learnin ves the wrowth of human resources. the
( o Y lovees. uy Cosvstomss and improving internal communication.
' ‘ qualitey h cacton runeine supply chain capabilities that can
New i raveon and ultiately able to generate maximum
e i ‘ will ing vices so the company's reputation will be good
i I o will o oduce costs e mternal communication will bring positive

i ‘ ‘ ceeleration butld o cond relanonship with customers.
I businesscs v e mare eifceuve i they choose competitive —
TR \ veo markels wg sossbasedonoraw malerial processing capacity.
i |
|« |
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ion.as well as a focus on a particular community that

< tend to be managed by one person with different
cmentation ol competitive strategies according to
cl. Phenomenon in the ficld shows that products
which brand has not been widely recognized. sold
i have well-known brands of powerful and large
ale elhicienty, This fact illustrates that price used
hasis of competition with other stronger large-scale
small and medium-sized companies can sell their
ucts, at least for two factors. namely (1) lower
noms. When company is able to apply the right
dna competitive advantage for itself to produce
wunewahandoko (2010) in his rescarch, taking
alaneed Scorecand approach. including customer
s perspectives. learming and growth perspectives.
wpetitive advantace cained from the selection and
better performance. Dollinger (1999) stated that
csoor production factors, which can result in

ol stratevies (o produce sustainable competitive
vecution of strategies based on the strength of

) mternal resources will result in the

v and the availability of resources which is
compans isoable (o apply the right competitive
nve advantaee for itself o produce  superior
wohmdoko 2000y s taking measurement  of
ard. melnding customer  perspect inancial
nivewne ot perspectives. Proposition s
o e o the selection and implementation
i bollimeer (1999 stated that the company is a
el can result in different financial

e sannal e competitive advantage can be
‘ s strength of internal resources.
rocowrees will result in the performance of the
‘ ted that the company's competitive
s difficult to replicate by other
rlatne and implementing a strategy
company cannol operate the same resources
[cront poiontes s allocating and assessing the

nolnctors, wi

vlovas 0 the study, explained that in East

compentee srgtegies of the most dominant
tothat o oeneral the reputation of enterprise
nopetinies advantaee through the selection and
coon e ehes choiee for low-cost strategy with

Siied eaplottation gains competitive
vetends 1o be applied by small-scale business
v bvernal recourees in the form of a portfolio of
nelaevs oo resources, finance, and corporate
o Dneor dhe implementation of competitive

P vt company depend on the internal
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itive strategies. Therefore. accuracy of competitive
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the extent of their market is built
hional cost other than production and packaging
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maddiion (o production and packaging
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wsers. The rieht competitive strategy is the key to
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roccnrces s also important, Companies often try
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crate productivity, thereby customer satisfaction
corrate will decreases. Human resources
cotlective avwareness of all human resources
sccpartments wath the transformation of internal
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ciritical to increasing competitive
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