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Abstract: Micro, Small, and Medium Enterprises (MSMEs) face challenges like 

fluctuating consumer demand and intense competition in the food industry. 

This study explores how Juno Fried Chicken uses product innovation to 

address these issues and boost sales. The research aims to identify factors 

behind inconsistent revenue and suggest strategies for improving market 

position. Using a qualitative approach, including interviews, observations, 

and document analysis, a SWOT analysis was conducted to evaluate the 

company’s strengths, weaknesses, opportunities, and threats. Findings show 

that while Juno Fried Chicken benefits from product innovation and digital 

marketing, challenges like low brand visibility and operational inefficiency 

remain. The study recommends improving digital marketing, expanding 

delivery services, and enhancing operational capacity to strengthen 

competitiveness and ensure long-term growth. 
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Introduction 

 

In today’s globalised and digital era, competition among Micro, Small, and Medium 

Enterprises (MSMEs) has become more intense, especially within the culinary industry. 

MSMEs play a vital role in Indonesia’s economy by offering significant employment 

opportunities and contributing to economic stability. However, businesses like Juno Fried 

Chicken face limited financial resources, lack of marketing skills, and difficulties adjusting 

to fast-changing market trends (Mawadati, 2023). For example, Juno Fried Chicken 

experiences inconsistent revenue, driven by fluctuations in consumer demand and intense 

competition from similar businesses. Furthermore, challenges such as price instability and 

fluctuating raw material costs compound these difficulties. Advances in technology and 

digital platforms like social media have created new opportunities for MSMEs to broaden 

their reach and enhance visibility (Kotler, 2021). 

Previous studies have explored various marketing strategies implemented by 

MSMEs to address market challenges, with many focusing on product innovation, customer 

engagement, and brand development. For instance, several researchers have investigated 

the role of digital marketing in increasing consumer engagement (Ghozali, 2018). While 

these strategies are well understood, limited research explores how integrating product 
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innovation with focused marketing approaches can address revenue instability, particularly 

in the food industry. Furthermore, existing studies often overlook how localised marketing 

strategies can support MSMEs in building a competitive edge in saturated markets 

(Sugiyono, 2020). 

Although some studies have highlighted the effectiveness of digital marketing tools 

and customer experience, none have specifically examined the combined impact of product 

innovation and targeted marketing strategies in mitigating revenue instability for MSMEs 

in the food sector. Therefore, this research aims to bridge this gap by investigating the 

marketing strategies employed by Juno Fried Chicken and offering tailored solutions to 

address the company’s unique challenges (Greenland, 2024). 

This study aims to explore the factors causing revenue instability at Juno Fried 

Chicken and propose marketing strategies that can help improve its sales and strengthen its 

market position. Additionally, this research aims to contribute to the broader knowledge of 

effective marketing strategies for MSMEs, particularly in regional food industries 

(Gautama, 2021). 

 

Research Method 

 

Research Design 

This study employs a qualitative research approach to investigate the product 

innovation strategies implemented by Juno Fried Chicken to boost sales volume. The 

research focuses on understanding these innovations' dynamics and core aspects through 

the experiences and perspectives of key stakeholders, including the owner, employees, and 

customers. Data collection methods involved in-depth interviews and participant 

observations to explore how these strategies enhance customer attraction and drive business 

growth (Cheglakova, 2020). By utilising this method, the study seeks to provide meaningful 

insights into the development of innovation strategies in the UMKM sector, contributing 

significantly to the broader academic discourse in the field. In addition, a descriptive 

research approach is utilised to systematically analyse and describe the various contexts, 

conditions, or variables observed within the community as the object of study. This 

approach prioritises examining existing conditions and identifying competitive strategies 

employed by Juno Fried Chicken (Bungin, 2010). 

 

Population, Sample, and Sampling 

This study's subjects consist of individuals capable of interpreting and providing 

relevant data concerning the research problem (Arikunto, 2016). Participants were selected 

purposefully due to their ability to provide detailed and pertinent information aligned with 

the study's objectives. In qualitative research, additional informants also play a crucial role 

in contributing to analysis and discussions (Martha & Kresno, 2016). The participants in this 

study included the following: 
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Table 1. List of Informants 

No Name Of informants Position 

1. Juniari Viranando Owner 

2. YP Employee 

3. RU Customer 

4. RS Customer 

5. T Competitor 

Source: Processed Data,2025 

 

Conceptual Framework 

Amidst growing market competition, adopting product innovation strategies has 

become crucial for small and medium enterprises (SMEs) to increase their sales. This 

research investigates the implementation of product innovation strategies at Juno Fried 

Chicken, focusing on how such innovations can attract consumers and ultimately boost 

sales. The analysis aims to provide actionable insights to enhance Juno Fried Chicken's 

market position. The study utilises a conceptual framework incorporating SWOT analysis 

to understand product innovation strategies comprehensively. This method will help 

identify strengths, weaknesses, opportunities, and threats, contributing to formulating 

strategies for sustainable business growth and improved competitiveness in the 

marketplace (Chen, 2019). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework 

 

The data collection techniques  

This study employed Three primary data collection methods: observation, 

interviews, and documentation. Observation involved examining the production processes, 

sales operations, and customer interactions at Juno Fried Chicken, aiming to understand the 

operational dynamics and consumer reactions to product innovations (Sugiyono, 2013). 

Interviews were conducted with the business owner, employees, and customers to gather 
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qualitative insights on the strategies behind product innovation, the challenges faced, and 

their effect on sales performance (Stainback in Sugiyono, 2013). Additionally, 

documentation analysis was used to review sales reports, production records, and 

marketing strategies to validate and complement the data obtained from other methods 

(Bowen, 2009). 

For data analysis, a qualitative SWOT analysis was employed to understand the 

product innovation strategies at Juno Fried Chicken thoroughly. The data collection 

methods consisted of in-depth interviews, direct observations, and an evaluation of 

production and marketing practices. The SWOT analysis framework identified the 

organisation's strengths, weaknesses, opportunities, and threats, providing actionable 

insights for strategic enhancement. As explained by Fahmi (2011), the SWOT analysis 

examines strengths (e.g., menu variety and market alignment), weaknesses (e.g., pricing 

challenges and limited infrastructure), opportunities (e.g., capitalising on market potential 

and partnerships), and threats (e.g., managing risks from competitors and market shifts). 

Based on this analysis, a SWOT matrix was developed to create strategies such as SO 

(Strength-Opportunity), ST (Strength-Threat), WO (Weakness-Opportunity), and WT 

(Weakness-Threat), all aimed at improving Juno Fried Chicken's business potential and 

market standing (Fayvishenko, 2024). 

 

 

Result and Discussion 

 

The section below discusses Juno Fried Chicken's SWOT analysis findings, focusing 

on internal and external factors impacting the company. The results reveal a favourable 

position for the business regarding internal strengths and external opportunities. 

 

Internal Factors: 

The internal evaluation shows that Juno Fried Chicken has substantial strengths, with a 

score of 1.61 and a relatively low weakness score of 0.38. This indicates that the company’s 

strengths significantly surpass its weaknesses, signifying a strong internal foundation. 

1. Strengths: 

The company's main strengths lie in its product innovation, high-quality fried chicken, 

and the effective use of digital platforms for marketing and sales. These advantages have 

enabled Juno Fried Chicken to maintain a competitive edge and foster customer loyalty. 

Furthermore, the company's ability to adapt to market demands and evolving consumer 

preferences is critical to its success (Manurung, 2024). 

2. Weaknesses: 

Key weaknesses include limited brand visibility beyond the local market and potential 

inefficiencies in operations. Addressing these weaknesses could help ensure the company’s 

sustained growth and competitiveness. Strengthening operational processes and boosting 

brand visibility are essential to mitigate these challenges. 
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External Factors: 

On the external front, Juno Fried Chicken encounters more opportunities than threats. The 

opportunities score is 1.56, while the threat score is 0.35, indicating that the company has 

more significant external advantages than risks. 

1. Opportunities: 

The company has several promising opportunities, such as expanding through food 

delivery services like GoFood and GrabFood, continuing to innovate with new products, 

and exploring potential partnerships for business growth. These avenues will enable Juno 

Fried Chicken to broaden its market reach, enhance its brand recognition, and maintain its 

competitive position. Additionally, ongoing product innovation supports the company's 

efforts to attract and retain customers (Chan, 2024). 

 

2. Threats: 

Juno Fried Chicken faces challenges from intense competition, the emergence of new 

competitors offering similar products at lower prices, and the risks associated with its 

reliance on local suppliers for key ingredients. The company must navigate these obstacles 

by differentiating its offerings, strengthening customer loyalty, and diversifying its supply 

chain to reduce the impact of supply chain disruptions (Adha, 2024). 

 

SWOT Analysis Summary: 

The SWOT matrix places Juno Fried Chicken in Quadrant I (Growth), which suggests 

the company should follow a growth-oriented growth strategy. The combination of internal 

strengths and external opportunities indicates a favourable environment for growth. The 

analysis suggests that Juno Fried Chicken can leverage its strengths—product innovation 

and digital marketing—while addressing weaknesses, including brand recognition and 

operational efficiency (Aytaç, 2020). Additionally, the company should manage external 

threats through strategic differentiation and supply chain management. 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Cartesius Diagram of SWOT Analysis for Juno Fried Chicken.  
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Conclusion 

 

Based on the research findings, it can be concluded that Juno Fried Chicken’s key 

strengths include using high-quality ingredients, competitive pricing strategies, and a 

constantly updated menu that aligns with consumer trends. However, the business faces 

weaknesses such as limited space, low production capacity, and underutilised social media 

marketing. Significant opportunities for Juno Fried Chicken include using food delivery 

platforms like GoFood and GrabFood and the potential for growth through partnerships. 

However, the company faces threats from intense competition offering similar products and 

the dependency on local suppliers for raw materials (Dundua, 2024). To increase 

competitiveness and sales volume, it is recommended that Juno Fried Chicken enhance its 

digital marketing, improve production capacity, continuously innovate its flavours, and 

expand its delivery services to reach a broader market without major physical expansion. 

This approach is expected to strengthen Juno Fried Chicken’s position in the market and 

support sustainable growth (Konoplyannikova, 2024). 

 

References 

 

Adha, W. M. (2024). Digital Marketing Development Strategy Of Cocoa PRODUCTS. Revista 

de Gestao Social e Ambiental, 18(6). https://doi.org/10.24857/RGSA.V18N6-022 
Aytaç, Ö. B. (2020). Analysis of digital marketing strategies of deposit banks in turkey via 

text mining twitter posts. Contributions to Management Science, 361–376. 

https://doi.org/10.1007/978-3-030-50131-0_20 

Arikunto, S. (2016). Prosedur penelitian: Suatu pendekatan praktek (9th ed.). Rineka Cipta. 

Bowen, G. A. (2009). Document analysis as a qualitative research method. Qualitative 

Research Journal, 9(2), 27–40. https://doi.org/10.3316/QRJ0902027 

Bungin, B. (2010). Penelitian kualitatif: Menuju masyarakat informasi (2nd ed.). 

Prenadamedia Group. 

Chan, H. L. (2024). Marketing and operational strategies during the COVID-19 pandemic: a 

case study of a Hong Kong footwear enterprise. Journal of Fashion Marketing and 

Management, 28(4), 610–634. https://doi.org/10.1108/JFMM-10-2021-0270 

Cheglakova, L. S. (2020). Marketing Strategy Of Quality Management During 

Reorganization Of Regional Universities In The Process Of Modernization Of 

Education In The Conditions Of Region’s Transition To Industry 4.0. International 

Journal for Quality Research, 14(1), 33–50. https://doi.org/10.24874/IJQR14.01-03 

Chen, M. h. (2019). Enhancing consumers’ stickiness to online brand communities as an 

innovative relationship marketing strategy. International Journal on Semantic Web and 

Information Systems, 15(3), 16–34. https://doi.org/10.4018/IJSWIS.2019070102 

Dundua, E. (2024). Digital Marketing and Corporate Social Responsibility: Strategies for 

Brand Building and Stakeholder Engagement. Springer Proceedings in Business and 

Economics, 269–282. https://doi.org/10.1007/978-3-031-66517-2_21 

https://doi.org/10.1007/978-3-030-50131-0_20
https://doi.org/10.3316/QRJ0902027


Journal of Advances in Accounting, Economics, and Management, Volume 2, Number 3, 2025 7 of 7 

 

 

https://economics.pubmedia.id/index.php/aaem 

Fayvishenko, D. (2024). Brand Marketing Strategies of Trade Enterprises on Social Media 

Platforms. Theoretical and Practical Research in the Economic Fields, 15(2), 335–349. 

https://doi.org/10.14505/tpref.v15.2(30).14 

Fahmi, I. (2011). Analisis SWOT: Teori dan aplikasi pada perusahaan (2nd ed.). Alfabeta. 

Gautama, I. (2021). Marketing strategy of wood production in Palopo. IOP Conference Series: 

Earth and Environmental Science, 886(1). https://doi.org/10.1088/1755-1315/886/1/012061 

Greenland, S. J. (2024). Marketing unhealthy brands–an analysis of SKU pricing, pack size 

and promotion strategies that increase harmful product consumption. Journal of 

Strategic Marketing, 32(2), 187–202. https://doi.org/10.1080/0965254X.2023.2176532 

Konoplyannikova, M. (2024). Digital marketing and communication strategies of agri-food 

enterprises on social media platforms. Agronomy Research, 22, 444–463. 

https://doi.org/10.15159/AR.24.020 

Kotler, P. (2021). Marketing management (16th ed.). Pearson Education. 

Martha, M., & Kresno, B. (2016). Metode penelitian kualitatif dalam praktik. Laksana. 

Manurung, D. K. (2024). “Egg Sell Points” A Chicken Eggs Marketing Strategy Based On 

Smart Farming System. BIO Web of Conferences, 88. 

https://doi.org/10.1051/bioconf/20248800028 

Mawadati, A. (2023). Sales pattern identification for marketing strategies using data mining. 

AIP Conference Proceedings, 2677(1). https://doi.org/10.1063/5.0110098 

Sugiyono, (2013). Metode penelitian kuantitatif, kualitatif dan R&D. Alfabeta. 

Stainback, W. (in Sugiyono, 2013). Pengantar penelitian kualitatif. Alfabeta. 

 
 

 

 

 

https://doi.org/10.14505/tpref.v15.2(30).14
https://doi.org/10.15159/AR.24.020

