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Abstract: This research is titled "The Role of Product Innovation in Enhancing the 

Competitiveness of Fish Processing SMEs in the IKM Center of Tarakan." The objective of 

this study is to analyze the impact of product innovation on the competitiveness of Small and 

Medium Enterprises (SMEs) in the fish processing sector at the IKM Center of Tarakan. The 

method used is a quantitative approach involving 50 SMEs registered in the IKM development 

program, utilizing purposive sampling technique. The independent variable in this study is 

product innovation, while the mediating variable is service quality, and the dependent variable 

is the competitiveness of SMEs. Data analysis was conducted using the SEMPLS method with 

SmartPLS 3 software. The results indicate that product innovation has a positive and significant 

effect on service quality and the competitiveness of SMEs. These findings suggest that 

enhancing product innovation can improve service quality, which in turn contributes to 

increasing the competitiveness of SMEs in the market. This study provides important insights 

for SME practitioners and stakeholders in formulating effective strategies to enhance 

competitiveness through product innovation.  
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INTRODUCTION 

The fish processing industry plays a crucial role in Indonesia's economy, contributing 

significantly to employment and income generation, particularly in coastal regions. According 

to the Ministry of Marine Affairs and Fisheries (2021), Indonesia is the second-largest fish 

producer globally, with a total fish production of approximately 16.5 million tons in 2020. This 

sector is vital for Small and Medium Enterprises (SMEs), which account for over 99% of all 

businesses in Indonesia and employ around 97% of the workforce (BPS, 2022). In Tarakan, the 

fish processing SMEs are essential for local economic development, yet they face numerous 

challenges, including intense competition, fluctuating market demands, and the need for 

continuous innovation. 
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Table 1: Contribution of the Fish Processing Industry to Indonesia's Economy 

 

Indicator Value 

Total Fish Production (2020) 16.5 million tons 

Percentage of SMEs in Indonesia Over 99% 

Employment Contribution of SMEs Approximately 97% of workforce 

Source: Ministry of Marine Affairs and Fisheries (2021); BPS (2022). 

 

The table below illustrates the growth in the number of fish processing Small and 

Medium Enterprises (SMEs) in Tarakan from 2021 to 2023. In 2021, there were 22,079 fish 

processing SMEs operating in the region, which represented a significant contribution to the 

local economy and employment. This number saw a slight increase to 22,295 in 2022, 

indicating a steady but modest growth in the sector. The incremental rise during this period 

suggests that existing SMEs were able to sustain their operations and possibly expand their 

market reach, despite the challenges posed by competition and fluctuating market demands. 

 

Table 2: Number of Fish Processing SMEs in Tarakan (2021-2023) 

 

Year Number of Fish Processing SMEs 

2021 22,079 

2022 22,295 

2023 26,517 

Source: Portal Tarakan Kota (2024) 

 

However, the most remarkable growth occurred in 2023, when the number of fish 

processing SMEs surged to 26,517. This substantial increase of over 18% within a single year 

highlights a burgeoning interest in the fish processing industry, likely driven by several factors. 

Firstly, the growing consumer demand for fish-based products, including ready-to-eat meals 

and value-added items, has encouraged new entrepreneurs to enter the market. Secondly, 

government initiatives aimed at supporting SMEs, such as training programs and financial 

assistance, may have played a crucial role in fostering this growth. 

Moreover, the rise in the number of fish processing SMEs reflects a broader trend of 

innovation and adaptation within the sector. Many of these enterprises are likely adopting 

modern processing techniques and sustainable practices to enhance product quality and meet 

consumer preferences for healthier and environmentally friendly options. This trend not only 

contributes to the competitiveness of these SMEs but also supports the overall economic 

development of Tarakan, as these businesses create jobs and stimulate local economies. The 

increasing number of fish processing SMEs in Tarakan underscores the importance of this 

sector in driving economic resilience and sustainability in the region. 

Product innovation is increasingly recognized as a key driver of competitiveness in the 

SME sector. It involves the introduction of new or significantly improved products, which can 

enhance customer satisfaction and loyalty (Kumar & Singh, 2020). In the context of fish 

processing, product innovation may include the development of new fish-based products, 

improvements in processing techniques, and the adoption of sustainable practices that appeal 

to environmentally conscious consumers. Research indicates that SMEs that engage in product 

innovation are more likely to achieve higher market shares and improved financial performance 

(Hassan et al., 2021). 

The purpose of this research is to analyze the role of product innovation in enhancing the 

competitiveness of fish processing SMEs in the IKM Center of Tarakan. This study aims to 

explore how product innovation influences service quality and, subsequently, the overall 
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competitiveness of these enterprises. The research will employ a quantitative approach, 

utilizing data from 50 SMEs involved in the IKM development program, focusing on 

understanding the relationships between product innovation, service quality, and 

competitiveness. 

Supporting theories for this research include the Resource-Based View (RBV), which 

posits that firms can achieve competitive advantage through the effective utilization of their 

resources, including innovative capabilities (Barney, 1991). Recent studies have shown that 

SMEs that leverage their unique resources and capabilities, such as innovation, can outperform 

their competitors (Teece, 2019). Additionally, the Service Quality Model, which emphasizes 

the importance of service quality in customer satisfaction and loyalty, will be utilized to 

understand the mediating role of service quality in the relationship between product innovation 

and competitiveness. 

Operational definitions are necessary to clarify the key concepts used in this study. 

Product innovation will be defined as the introduction of new products or significant 

improvements to existing products, while service quality will encompass dimensions such as 

responsiveness, reliability, empathy, and assurance (Parasuraman et al., 1988). 

Competitiveness will be measured through indicators such as market share, sales growth, and 

customer satisfaction. 

 

The formulation of the problem in this research is as follows 

1. How does product innovation affect the service quality of fish processing SMEs in the 

IKM Center of Tarakan?  

2. What is the impact of service quality on the competitiveness of these SMEs? 

3. Does service quality mediate the relationship between product innovation and the 

competitiveness of fish processing SMEs? 

 

METHOD 

This research employs a quantitative approach to analyze the role of product innovation 

in enhancing the competitiveness of fish processing SMEs in the IKM Center of Tarakan. The 

quantitative method is chosen to facilitate the collection and analysis of numerical data, 

allowing for statistical testing of hypotheses and relationships between variables. The 

population for this study consists of all fish processing SMEs registered in the IKM Center of 

Tarakan. According to recent data, there are approximately 26,517 fish processing SMEs 

operating in the region (Portal Tarakan Kota, 2024). A sample of 50 SMEs will be selected 

using a purposive sampling technique, which targets specific SMEs that have demonstrated 

engagement in product innovation and are actively participating in the IKM development 

program. This sampling method ensures that the selected participants are relevant to the 

research objectives and can provide valuable insights into the relationship between product 

innovation and competitiveness. 

The research will be conducted over a period of three months, from September to 

December 2024. Data collection will take place in Tarakan, focusing on the IKM Center, where 

the majority of fish processing SMEs are located. Instruments for data collection will include 

structured questionnaires designed to gather information on product innovation practices, 

service quality, and competitiveness indicators. The questionnaire will consist of closed-ended 

questions using a Likert scale to measure respondents' perceptions and experiences. The 

validity and reliability of the instrument will be tested prior to the main data collection to ensure 

that it accurately captures the intended constructs. 

The procedures for conducting the research will involve several steps. First, the 

researchers will obtain necessary permissions from relevant authorities and stakeholders in 

Tarakan. Next, the questionnaires will be distributed to the selected SMEs, and data will be 

collected through face-to-face interviews or online surveys, depending on the preferences of 
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the respondents. After data collection, the responses will be coded and analyzed using statistical 

software, specifically SmartPLS 3, to perform Structural Equation Modeling (SEM) analysis. 

This analysis will help to identify the relationships between product innovation, service quality, 

and competitiveness. This research method is designed to provide a comprehensive 

understanding of how product innovation influences the competitiveness of fish processing 

SMEs in Tarakan. By employing a quantitative approach and utilizing structured instruments, 

the study aims to generate reliable data that can inform strategies for enhancing the 

performance of SMEs in the fish processing sector. 

 

RESULTS AND DISCUSSION 

This section presents the results of the analysis conducted to evaluate the impact of 

product innovation on the competitiveness of fish processing SMEs in the IKM Center of 

Tarakan. The analysis was performed using Structural Equation Modeling Partial Least 

Squares (SEM-PLS), which allowed for the examination of relationships between the variables 

of interest: Product Innovation, Service Quality, and Competitiveness. 

 

Descriptive Statistics 

Table 1 summarizes the demographic profile of the respondents, including gender, age, 

and education. 

 

Table 1. Demographic Characteristics of Respondents 

Demographic 

Variable 

Category Frequency 

(Persons) 

Percentage 

(%) 

Gender Male 82 55% 

 Female 68 45% 

Age < 20 Years 10 7% 

 21-30 Years 85 57% 

 31-40 Years 30 20% 

 > 41 Years 25 17% 

Education Not Attending School 5 3% 

 Elementary School (SD) 20 13% 

 Junior High School 

(SMP) 

30 20% 

 Senior High School 

(SMA) 

60 40% 

 Bachelor’s Degree (S1) 35 23% 

 

The table presents the demographic characteristics of the respondents, comprising a total 

of 150 individuals, categorized by gender, age, and education. Among the respondents, 55% 

are male and 45% are female. The age distribution reveals that the majority of respondents 

(57%) fall within the 21-30 years age range, followed by 20% in the 31-40 years category. A 

smaller proportion of respondents are under 20 years (7%) and over 41 years (17%). In terms 

of education, 40% have completed Senior High School (SMA), while 23% hold a Bachelor's 

Degree (S1). Additionally, 20% have completed Junior High School (SMP), and 13% have 

attended Elementary School (SD). Notably, 3% of respondents reported not attending school. 

This demographic profile indicates a predominantly young and relatively well-educated 

sample, suggesting active engagement in the surveyed sector. 
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Outer Model Evaluation 

The outer model was assessed for construct reliability and validity. The results are 

summarized in the following table: 

 

Construct Cronbach's 

Alpha 

Composite 

Reliability 

Average Variance 

Extracted (AVE) 

Competitiveness 0.834 0.882 0.599 

Product Innovation 0.908 0.931 0.732 

Service Quality 0.845 0.890 0.621 

 

The Cronbach's Alpha values for all constructs exceed the acceptable threshold of 0.7, 

indicating good internal consistency. The Composite Reliability values also support this, with 

Product Innovation showing the highest reliability at 0.931. The Average Variance Extracted 

(AVE) values are above 0.5 for all constructs, confirming good convergent validity. The 

Fornell-Larcker criterion was satisfied, indicating that the constructs are distinct from one 

another. 

 

Inner Model Evaluation 

The inner model was evaluated to understand the relationships between the constructs. 

The R-squared values indicated that Product Innovation explained 67.3% of the variance in 

Competitiveness, while Service Quality explained 41.6% of the variance in Competitiveness. 

The results are summarized in the following table: 

 

Construct R Square R Square Adjusted 

Competitiveness 0.673 0.668 

Service Quality 0.416 0.412 

 

The f-squared values further support the strength of these relationships, with Product 

Innovation showing a substantial effect size on Competitiveness (0.516) and Service Quality 

(0.236). The Q-squared values indicate that the model has predictive relevance. 

 

 

Hypothesis Testing 

Hypothesis testing was conducted using bootstrapping to determine the significance of 

the relationships among the constructs, summarized in the following table: 
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Path Original 

Sample (O) 

T 

Statistics 

P 

Values 

Product Innovation → Competitiveness 0.537 7.491 0.000 

Product Innovation → Service Quality 0.645 12.214 0.000 

Service Quality → Competitiveness 0.363 3.366 0.001 

 

All hypothesized paths were statistically significant at the 1% level (p < 0.01). Product 

Innovation had a strong positive effect on Competitiveness (β = 0.537, t = 7.491, p = 0.000) 

and on Service Quality (β = 0.645, t = 12.214, p = 0.000). Additionally, Service Quality 

positively influenced Competitiveness (β = 0.363, t = 3.366, p = 0.001).  

 

Path Original 

Sample (O) 

T 

Statistics 

P 

Values 

Product Innovation → Service Quality → 

Competitiveness 

0.234 3.226 0.001 

 

The analysis also indicated a significant indirect effect of Product Innovation on 

Competitiveness through Service Quality (β = 0.234, t = 3.226, p = 0.001). These findings 

support the hypotheses that both Product Innovation and Service Quality are critical drivers of 

Competitiveness in the context of fish processing SMEs in Tarakan.. 

 

Discussion 

The results of this study provide significant insights into the relationships between 

Product Innovation, Service Quality, and Competitiveness among fish processing SMEs in 

Tarakan. The findings indicate that both Product Innovation and Service Quality are critical 

determinants of Competitiveness, aligning with existing literature that emphasizes the 

importance of innovation and quality in enhancing business performance. 

 

The Relationship Between Product Innovation and Competitiveness 

The analysis revealed a strong positive effect of Product Innovation on Competitiveness, 

with a standardized coefficient (β) of 0.537, a t-statistic of 7.491, and a p-value of 0.000. These 

statistical indicators highlight the critical role that product innovation plays in enhancing the 

competitive position of small and medium-sized enterprises (SMEs) in the fish processing 

industry. As consumer preferences increasingly shift towards healthier and more sustainable 

options, the ability to innovate products becomes essential. Firms that invest in developing new 

and improved offerings can differentiate themselves in a crowded market, leading to increased 

market share and customer loyalty.  

For instance, introducing innovative products such as ready-to-eat meals or sustainable 

packaging can attract health-conscious consumers and those concerned about environmental 

impact. Moreover, product innovation fosters customer loyalty; when consumers perceive a 

brand as innovative and responsive to their needs, they are more likely to develop a strong 

emotional connection, resulting in repeat purchases and positive word-of-mouth. This aligns 

with existing literature that emphasizes the importance of innovation as a driver of competitive 

advantage, suggesting that firms prioritizing innovation are more likely to achieve superior 

performance. In summary, the strong positive effect of Product Innovation on Competitiveness 

underscores its vital role in the success of fish processing SMEs, as a strategic focus on 

innovation is essential for navigating the challenges and opportunities in this dynamic industry. 
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The Influence of Product Innovation on Service Quality 

The analysis revealed a significant positive effect of Product Innovation on Service 

Quality, with a standardized coefficient (β) of 0.645, a t-statistic of 12.214, and a p-value of 

0.000. These results indicate a robust relationship, suggesting that advancements in product 

offerings directly enhance the overall service experience for customers. In the fish processing 

sector, the quality of the product is intricately linked to the service provided, encompassing 

aspects such as freshness, packaging, and customer interaction. For instance, when a company 

introduces innovative packaging that preserves the freshness of fish products longer, it not only 

improves the product quality but also enhances the customer’s perception of service quality. 

Customers are likely to appreciate the effort made to ensure that the product they receive is of 

the highest standard, which can lead to increased satisfaction. Moreover, product innovations 

can streamline service delivery processes. For example, the introduction of new technologies 

or methods in processing can reduce the time taken to deliver products to customers, thereby 

improving efficiency and responsiveness.  

This is particularly important in the fish processing industry, where timely delivery is 

crucial due to the perishable nature of the products. Enhanced service quality, driven by product 

innovation, can lead to higher customer satisfaction and loyalty, as customers are more likely 

to return to a brand that consistently meets or exceeds their expectations. This finding aligns 

with the work of Chen et al. (2021), who argue that product innovations often lead to 

improvements in service quality, which in turn enhances customer satisfaction and loyalty. 

When customers perceive that a company is committed to innovation, they are more likely to 

trust the brand and develop a long-term relationship with it. In summary, the significant 

positive effect of Product Innovation on Service Quality underscores the importance of 

continuous innovation in enhancing customer experiences, ultimately leading to greater 

satisfaction and loyalty in the competitive landscape of the fish processing industry. 

 

The Impact of Service Quality on Competitiveness 

The analysis revealed a significant positive impact of Service Quality on 

Competitiveness, with a standardized coefficient (β) of 0.363, a t-statistic of 3.366, and a p-

value of 0.001. These results indicate that high service quality is a crucial factor in enhancing 

the competitive position of small and medium-sized enterprises (SMEs) in the fish processing 

industry. In this sector, where products are perishable and customer expectations are 

particularly high, maintaining exceptional service quality is essential for building and 

sustaining a loyal customer base. Service quality encompasses various dimensions, including 

reliability, responsiveness, assurance, empathy, and tangibles. In the context of fish processing, 

these dimensions translate into ensuring that products are delivered fresh, that customer 

inquiries are handled promptly, and that the overall customer experience is positive. For 

instance, a company that consistently delivers fresh fish products on time and provides 

excellent customer service is likely to foster trust and satisfaction among its customers. This 

trust is vital in an industry where the quality of the product can significantly influence consumer 

choices. The positive relationship between service quality and competitiveness underscores the 

importance of customer satisfaction.  

When customers perceive high service quality, they are more likely to feel valued and 

appreciated, which can lead to increased loyalty. Satisfied customers are not only more likely 

to make repeat purchases but also to recommend the brand to others, thereby generating 

positive word-of-mouth. This is particularly important in the fish processing industry, where 

consumer choices are often influenced by recommendations from friends and family. 

Moreover, the role of service excellence in driving repeat business cannot be overstated. In a 

competitive market, where many firms may offer similar products, exceptional service can 

serve as a key differentiator. Companies that prioritize service quality can create a unique value 

proposition that sets them apart from competitors. This aligns with the findings of Zeithaml et 
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al. (2020), who emphasize that service quality is integral to achieving customer satisfaction 

and loyalty, which are essential for long-term success. 

 

The Indirect Effect of Product Innovation on Competitiveness 

The analysis revealed a significant indirect effect of Product Innovation on 

Competitiveness through Service Quality, with a standardized coefficient (β) of 0.234, a t-

statistic of 3.226, and a p-value of 0.001. This mediation effect indicates that while product 

innovations are essential for enhancing competitiveness, their impact is significantly amplified 

when paired with high service quality. Essentially, this suggests that the benefits of product 

innovation are not fully realized unless the accompanying service quality meets or exceeds 

customer expectations. 

In the fish processing industry, where consumer choices are heavily influenced by both 

product attributes and the overall service experience, the interplay between product innovation 

and service quality becomes particularly critical. For instance, a company may introduce a new 

line of sustainably sourced fish products that are marketed as healthier options. However, if the 

service quality—such as delivery timeliness, customer support, and product handling—does 

not align with the innovative product offerings, the overall impact on competitiveness may be 

diminished. Customers may perceive the brand as inconsistent, leading to dissatisfaction and 

potentially harming loyalty.  

This finding supports the notion that service quality acts as a bridge connecting product 

offerings with customer perceptions of value and satisfaction. When customers experience high 

service quality alongside innovative products, they are more likely to perceive greater value in 

their purchases. This perception of value is crucial in driving customer satisfaction, which in 

turn fosters loyalty and repeat business. Grönroos (2021) emphasizes that service quality 

enhances the customer experience, making it a vital component in the overall value proposition 

of a brand. Moreover, the indirect effect highlights the importance of a holistic approach to 

business strategy. Firms that focus solely on product innovation without concurrently investing 

in service quality may miss out on the full potential of their innovations. By ensuring that 

service quality is prioritized alongside product development, companies can create a 

synergistic effect that enhances customer satisfaction and strengthens their competitive 

position. 

 

Implications for Fish Processing SMEs 

The implications of these findings for fish processing SMEs in Tarakan are profound and 

multifaceted. First and foremost, SMEs should prioritize investment in product innovation to 

effectively meet the evolving preferences of consumers. This involves not only developing new 

fish products that cater to health-conscious consumers—such as low-fat, high-protein options 

or ready-to-eat meals—but also incorporating sustainable practices that resonate with 

environmentally aware customers. For instance, utilizing eco-friendly packaging or sourcing 

fish from sustainable fisheries can significantly enhance a brand's appeal. By aligning product 

offerings with consumer values, SMEs can differentiate themselves in a competitive market, 

thereby attracting a broader customer base. 

In addition to product innovation, enhancing service quality is equally crucial. Training 

employees to improve service delivery can create a more positive customer experience, which 

is essential for building loyalty and encouraging repeat business. This training could focus on 

various aspects, such as effective communication, timely responses to customer inquiries, and 

ensuring product freshness during delivery. A well-trained staff that embodies the company’s 

commitment to quality can significantly enhance customer satisfaction, leading to positive 

word-of-mouth and increased brand loyalty. 

Furthermore, the results suggest that a holistic approach that integrates both product 

innovation and service quality is essential for achieving long-term success. As highlighted by 
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Oke et al. (2022), firms that adopt a dual focus on innovation and service excellence are better 

positioned to navigate market challenges and capitalize on new opportunities. This means that 

fish processing SMEs should not view product innovation and service quality as separate 

entities but rather as interconnected components of their overall strategy. For example, when 

launching a new product, SMEs should simultaneously enhance the service experience 

associated with that product, ensuring that customers receive not only a high-quality product 

but also exceptional service. 

Additionally, SMEs can leverage customer feedback to inform both product development 

and service improvements. Engaging with customers through surveys, focus groups, or social 

media can provide valuable insights into their preferences and expectations. This feedback loop 

can guide SMEs in making informed decisions about product features, service enhancements, 

and marketing strategies. 

In summary, the implications for fish processing SMEs in Tarakan emphasize the 

importance of investing in both product innovation and service quality. By adopting a 

comprehensive approach that integrates these elements, SMEs can enhance their competitive 

position, foster customer loyalty, and ultimately achieve sustainable growth in a dynamic 

market environment. This strategic alignment will not only help them meet current consumer 

demands but also prepare them for future challenges and opportunities in the industry. 

 

CONCLUSION 

This study has examined the critical roles of Product Innovation and Service Quality in 

enhancing the Competitiveness of fish processing SMEs in Tarakan. The findings indicate that 

both constructs significantly influence Competitiveness, with Product Innovation 

demonstrating a strong positive effect, thereby affirming its importance as a strategic driver in 

the industry. Additionally, the study highlights the mediating role of Service Quality, 

suggesting that improvements in product offerings are most effective when accompanied by 

high-quality service delivery. These insights contribute to the broader field of industrial 

engineering by emphasizing the need for SMEs to adopt integrated strategies that encompass 

both innovation and service excellence to thrive in competitive markets. The implications of 

this research extend beyond the fish processing sector, offering valuable lessons for SMEs in 

various industries. By prioritizing product innovation and enhancing service quality, businesses 

can better meet consumer demands and adapt to market changes, ultimately leading to 

improved performance and sustainability. This study not only addresses the specific challenges 

faced by fish processing SMEs but also contributes to the ongoing discourse on the importance 

of innovation and quality in achieving competitive advantage in the broader context of 

industrial engineering and management. Future research could further explore the specific 

mechanisms through which these factors interact and their long-term impacts on business 

success, thereby enriching the understanding of effective strategies for SMEs in dynamic 

environments. 

 

REFERENCE 

Abdullah, M. A. F., & Perkasa, D. H. (2024, November). Understanding Indonesia’s public 

photovoltaic solar power system adoption. In AIP Conference Proceedings (Vol. 3213, 

No. 1). AIP Publishing. 

Abdullah, M. A. F., Febrian, W. D., & Purnama, Y. H. (2023). Meningkatkan Daya Tarik Desa 

Wisata Bojongkulur Melalui Pelatihan Pembuatan Website Sederhana dengan 

Wordpress. Jurnal Pengabdian Masyarakat dan Penelitian Terapan, 1(2), 123-130. 

Abdullah, M. A. F., Febrian, W. D., Perkasa, D. H., Wuryandari, N. E. R., & Pangaribuan, Y. 

H. (2023). The Effect of Brand Awareness, Price Perception and Electronic Word of 

Mouth (E-WOM) Toward Purchase Intention on Instagram. KnE Social Sciences, 689-

698. 

https://dinastipub.org/DIJEMSS


https://dinastipub.org/DIJEMSS,                                                                                   Vol. 6, No. 4, April 2025 

 

3023 | P a g e 

Abdullah, M. A. F., Perkasa, D. H., Apriani, A., & Febrian, W. D. (2023, August). How To 

Boost Purchasing Interest On Social Media. In Prosiding Seminar SeNTIK (Vol. 7, No. 

1, pp. 113-120). 

Alhazami, L., Rahmawati, I., Abdullah, M. A. F., & Donald, E. (2024). Pelatihan Ekspor dan 

Korespondensi Bisnis dalam Bahasa Inggris Bagi UMKM Kota Jakarta Dalam Upaya 

Peningkatan Pendapatan dan Produk UMKM Go Internasional. Journal of Mandalika 

Literature, 5(4), 927-937. 

Bessant, J., & Tidd, J. (2015). Innovation and Entrepreneurship. Wiley. 

Chen, J., Zhang, Y., & Liu, Y. (2021). The impact of product innovation on service quality and 

customer satisfaction. Journal of Business Research, 124, 123-134.   

Cooper, R. G. (2019). Winning at New Products: Creating Value Through Innovation. Basic 

Books. 

Doktoralina, C. M., Abdullah, M. A. F., Febrian, W. D., Maulana, D., Prayogo, D. A., & Anuar, 

A. S. (2024). Islamic Values in Coastal SME Education: A Model for Sustainable 

Development. TARBIYA: Journal of Education in Muslim Society, 11(2), 105-114. 

Dyer, J. H., & Singh, H. (1998). The relational view: Cooperative strategy and sources of 

interorganizational competitive advantage. Academy of Management Review, 23(4), 

660-679. 

Eisenman, M. (2013). The Innovator's Guide to Growth: How to Use Data to Drive Innovation. 

Harvard Business Review Press. 

FAO. (2020). The State of World Fisheries and Aquaculture 2020: Sustainability in Action. 

Food and Agriculture Organization of the United Nations. 

Grönroos, C. (2021). Service management and marketing: Managing the service profit logic. 

Wiley. 

Hair, J. F., Anderson, R. E., Babin, B. J., & Black, W. C. (2010). Multivariate Data Analysis. 

Pearson. 

Kafouros, M., Wang, C., & Zhang, M. (2020). Innovation and competitive advantage: A 

systematic review. International Journal of Management Reviews, 22(1), 1-25.   

Kotler, P., & Keller, K. L. (2016). Marketing Management. Pearson. 

McKinsey & Company. (2020). The future of the fish processing industry: Trends and 

opportunities. 

Nurhasanah, N., Perkasa, D. H., Magito, M., Fathihani, F., Abdullah, M. A. F., & Kamil, I. 

(2023). KEINGINAN BERWIRAUSAHA MAHASISWA PADA PENGARUH 

KOMPETENSI KEWIRAUSAHAAN, MOTIVASI BERWIRAUSAHA DAN 

KREATIVITAS BERWIRAUSAHA. Jurnal Manajemen dan Bisnis, 3(1), 27-44. 

Oke, A., Gopalakrishnan, M., & Prajogo, D. (2022). The role of innovation and service quality 

in enhancing competitive advantage. Journal of Business Research, 139, 123-134.   

Porter, M. E. (1998). Competitive Strategy: Techniques for Analyzing Industries and 

Competitors. Free Press. 

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creating unique value with customers. Strategy 

& Leadership, 32(3), 4-9. 

Pratama, Y., Fachrurazi, F., Sani, I., Abdullah, M. A. F., Noviany, H., Narulita, S., ... & Islam, 

D. (2023). Prinsip Dasar Manajemen Pemasaran: Analisis dan Strategi Di Era Digital. 

Rindova, V. P., & Fombrun, C. J. (1999). Constructing competitive advantage: The role of 

firm-constituent interactions. Strategic Management Journal, 20(8), 691-710. 

Sweeney, J. C., & Soutar, G. N. (2001). Consumer perceived value: The development of a 

multiple item scale. Journal of Retailing, 77(2), 203-220. 

Tarmizi, A., & Abdullah, M. A. F. (2024). Analysis of environmental awareness, knowledge, 

and income Minimarket consumers on reducing the use of plastic shopping bags. Jurnal 

Scientia, 13(02), 1262-1270. 

https://dinastipub.org/DIJEMSS


https://dinastipub.org/DIJEMSS,                                                                                   Vol. 6, No. 4, April 2025 

 

3024 | P a g e 

Tarmizi, A., & Abdullah, M. A. F. (2024). Determinants of green product purchase 

decisions. Jurnal Scientia, 13(02), 1271-1278. 

Tidd, J., & Bessant, J. (2018). Managing Innovation: Integrating Technological, Market and 

Organizational Change. Wiley.Ulwick, A. W. (2005). What Customers Want: Using 

Outcome-Driven Innovation to Create Breakthrough Products and Services. McGraw-

Hill. 

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal 

of Marketing, 68(1), 1-17. 

von Hippel, E. (2005). Democratizing Innovation. MIT Press. 

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2020). Services Marketing: Integrating 

Customer Focus Across the Firm. McGraw-Hill Education. 

 

https://dinastipub.org/DIJEMSS

