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ABSTRACT 
	The purpose of this research was to examine UKM Enza Lele, a small and medium-sized business (SME) that specializes in processed catfish products in Bekasi Regency, Indonesia, in terms of its marketing mix, internal and external strategic considerations, alternative marketing tactics, and financial viability. The study employed a descriptive case study design and was conducted at UKM Enza Lele, Bekasi Regency, West Java, Indonesia, from May to October 2022.
Data analysis used SWOT analysis, Internal Factor Evaluation (IFE) and External Factor Evaluation (EFE) matrices, and financial analysis including Revenue–Cost (R/C) ratio and Break-Even Point (BEP) calculations. While secondary data came from literature, reports, and official statistics, primary data came from observation, structured interviews, and questionnaires; purposeful sampling targeted 12 respondents (owner and employees); and accidental sampling involved 20 customers. The study showed IFE scores for strengths and weaknesses were 1.99 and 0.77, respectively, while EFE scores for opportunities and threats were 1.74 and 1.12, respectively. The strategic matrix position (0.61; 0.31) placed the firm in Quadrant I, indicating an aggressive growth approach, with the Strength–Opportunity (SO) strategy advised. Financial analysis indicated total income of IDR 78,000,000 and total expenses of IDR 54,600,000, resulting in a profit of IDR 23,400,000. Profitability was confirmed by the R/C ratio of 1.4. UKM Enza Lele holds a strong strategic position and is financially viable. Implementing the SO strategy could optimize internal strengths to capitalize on external opportunities, enhancing competitiveness and supporting sustainable growth.
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1. INTRODUCTION 

Bekasi Regency, West Java, Indonesia, is a region with significant potential for freshwater fisheries. It spans approximately 127,388 hectares, of which 72% lies at an elevation of 0–25 meters above sea level, making it well-suited for freshwater aquaculture (BPS, 2019). In 2019–2020, Bekasi’s freshwater fish production reached 48,096 tons, increasing from 21,569 tons in 2019 to 26,527 tons in 2020 (BPS, 2021). During the couple decades preceding 2019, the amount of fish consumed per person generally increased.Food fish consumption increased from 9.0 kg (live weight equivalent) in 1961 to 20.3 kg in 2017 per capita. (FAO, 2020). Among freshwater species, catfish (Clarias sp.) is a high-demand commodity due to its distinct flavor, soft texture, ease of cultivation, and affordability (Suryani & Sumantadinata, 2013). This creates strong prospects for value-added catfish processing industries.
Despite market potential, small and medium enterprises (SMEs) in fish processing face challenges in sustaining competitiveness. In Bekasi Regency, the demand for fish consumption in 2023 reached 152,703 tons, dominated by catfish (BPS, 2021). However, SMEs such as UKM Enza Lele encounter limited market orientation, underdeveloped marketing infrastructure, insufficient promotion channels, and intense competition from similar businesses. Without effective marketing strategies, these enterprises risk losing market share and profitability. This study proposes the formulation of marketing strategies tailored to the strengths, weaknesses, opportunities, and threats (SWOT) of UKM Enza Lele, complemented by a financial feasibility assessment. By aligning internal capabilities with external market opportunities, the enterprise can enhance competitiveness, expand market reach, and sustain growth.
Previous studies emphasize the importance of marketing mix optimization in food processing SMEs (Anam, 2019); (Tirtha & Ardianti, 2014) noting that strategic positioning through SWOT-based analysis can guide resource allocation and improve market adaptability (Assauri, 2004), literature focusing specifically on catfish-based SMEs at the regency level in Indonesia remains scarce, especially when integrating strategic and financial analyses.
This research focuses on UKM Enza Lele, a catfish-processing SME producing frozen products such as fillets and lele furai. The scope includes marketing mix analysis, internal and external factor evaluation, strategic positioning, and financial feasibility assessment. The findings are expected to contribute to marketing strategy frameworks for fisheries-based SMEs, serving as a reference for business owners, policymakers, and stakeholders in promoting sustainable growth in the fish processing sector.

2. materiaLS and methods
2. 1 Methodology
The study was conducted from May to October 2022 at UKM Enza Lele, a small and medium-sized enterprise (SME) specializing in processed catfish products, located in Bekasi Regency, West Java, Indonesia. The location was selected due to its strong market presence in the local fish processing industry and its relevance to the study objectives. A descriptive case study design was employed to provide an in-depth understanding of the marketing strategies and financial feasibility of UKM Enza Lele. This approach was chosen as it enables comprehensive analysis of real-life business contexts, consistent with previously published case study methodologies (Yin, 2017).
Two kinds of data were collected. First, semi-structured interviews with the owner and staff, customer surveys using a structured questionnaire, and direct observation of business operations were used to gather primary data. Secondary data on fisheries production, marketing tactics, and SME growth from pertinent literature, such as books, journal articles, government papers, and official statistics. Using a 5-point Likert scale that was modified from (Kriksciuniene et al., 2019) the questionnaire was created to gauge how consumers felt about the marketing mix (product, price, promotion, and place).
Two sampling techniques were used. Purposive sampling refers to the deliberate selection of participants depending on their applicability to the goals of the study (Sugiyono, 2008)Twelve respondents made up this group, which included the company owner and staff members who worked directly in operations, marketing, and production. Furthermore, a selected respondent was accidentally sampled throughout the research time (Sugiyono, 2008). This approach produced 20 consumer responses by focusing on consumers who visited UKM Enza Lele over the course of a month.
2.2 Data Analysis
2.2.1 Likert Scale Analysis
The Likert scale was employed to measure the attitudes, opinions, and perceptions of individuals or groups toward the social phenomenon under study (Kriksciuniene et al., 2019). Five possible answers were included in the scale: Strongly Agree (SA), Agree (A), Neutral (N), Disagree (D), and Strongly Disagree (SD). This measure, which measures how much a customer likes or dislikes a specific product, was used to evaluate consumer preferences for UKM Enza Lele's marketing mix (Aiman et al., 2017).
2.2.2 Internal and External Strategic Factor Analysis (IFAS and EFAS)
The Internal Strategic Factors Analysis Summary (IFAS) was used to identify and summarize internal strategic factors in the context of strengths and weaknesses The External Strategic Factors Analysis Summary (EFAS) was used to identify and summarize external strategic factors in the context of opportunities and threats (David, 2002)
2.2.3 Internal Factors Evaluation (IFE) and External Factors Evaluation (EFE) Matrices
The Internal Factors Evaluation (IFE) matrix is a strategy formulation tool designed to summarize and evaluate the key strengths and weaknesses of a business, providing a basis for identifying and analyzing the relationships among these factors (David, 2011). The External Factors Evaluation (EFE) matrix is used to evaluate external environmental factors related to opportunities and threats that are considered important, such as economic, social, cultural, demographic, environmental, political, governmental, legal, technological, and competitive aspects (David, 2011).
2.2.4 Strategic Matrix Analysis
The total scores from the IFE and EFE matrices were plotted onto a strategic matrix to determine the company’s strategic position and to identify the most appropriate strategy for UKM Enza Lele. The coordinates were calculated using the formula (Rangkuti, 2016):

S = Strength score
W = Weakness score
O = Opportunity score
T = Threat score

The resulting coordinates were then plotted into the strategic matrix, which consists of four quadrants: Quadrant I: Aggressive Strategy (Strength–Opportunity), Quadrant II: Diversification Strategy (Strength–Threat), Quadrant III: Turnaround Strategy (Weakness–Opportunity) and Quadrant IV: Defensive Strategy (Weakness–Threat). This analysis facilitated the identification of the most suitable strategic approach for the business (Pahl & Richter, 2009). 
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Figure 1. Strategic Positioning
A company positioned in Quadrant I possesses both substantial opportunities and strong internal capabilities. This is considered the most advantageous strategic position. The recommended approach is an aggressive growth-oriented strategy, in which external opportunities are maximized while internal strengths are fully leveraged to achieve rapid and sustainable growth. Companies in Quadrant II have identified their core strengths but operate in an unfavorable external environment characterized by threats. Despite these challenges, internal strengths can serve as a competitive advantage. The appropriate strategy in this context is product or market diversification, using existing strengths to mitigate threats and capture long-term market potential. A company in Quadrant III faces significant market opportunities but suffers from internal weaknesses, particularly in resources or capabilities. The primary focus should be on minimizing internal weaknesses to enable the company to capitalize on these opportunities, a strategy commonly referred to as a turnaround strategy. Quadrant IV represents the least favorable strategic position, where a company encounters both external threats and internal weaknesses. In this situation, the strategic emphasis should be on defensive measures aimed at protecting the organization, preserving resources, and preventing further losses.
The SWOT matrix is the instrument used to gather the strategic variables of the business. This matrix demonstrates how the organization may leverage its internal strengths and minimize its internal weaknesses to handle external opportunities and threats. In order to provide suitable strategic alternatives, the SWOT matrix provides a framework for coordinating the organization's internal strengths with its external environment. Table 1 displays the SWOT matrix for this study, which includes a summary of the threats, opportunities, weaknesses, and strengths that have been identified as well as the related strategic suggestions (Rangkuti, 2016)
Table 1 SWOT Matrix Framework
	                            
                            Internal Factor

External Factor
	Strengths (S)
List all strengths possessed by the company.

	Weaknesses (W)
List all weaknesses possessed by the company. 


	Opportunities (O) 
List all opportunities that can be identified.

	SO Strategies
Use all available strengths to capitalize on existing opportunities.
	WO Strategies
Overcome all weaknesses by utilizing existing opportunities.

	Threats (T)
List all threats that can be identified.
	ST Strategies 
Leverage all strengths to avoid or mitigate threats.
	WT Strategies
Minimize all weaknesses and prevent threats.



Four categories of alternative strategies may be developed using the SWOT framework: SO (Strength–Opportunity), ST (Strength–Threat), WO (Weakness–Opportunity), and WT (Weakness–Threat). While the ST strategy concentrates on leveraging internal strengths to manage or reduce external risks, the SO strategy aims to maximize the company's strengths to fully capitalize on current possibilities. Whereas the WT strategy takes a defensive stance with the goal of eliminating vulnerabilities while avoiding possible dangers, the WO strategy places more emphasis on taking advantage of chances by minimizing internal flaws.
2.2.5 Financial Aspect
The financial aspect aims to assess the business feasibility of a company. In this study, the feasibility of UKM Enza Lele was evaluated using the following formula (Lipsey & Purvis, 1995):

If Total Revenue > Total Cost, the business generates a profit. If Total Revenue = Total Cost, the business breaks even (no profit or loss). If Total Revenue < Total Cost, the business incurs a loss.
The Revenue-Cost Ratio (R/C) analysis is used to determine the relative profitability of a business over one year in relation to the total costs incurred during its operations. It is calculated as follows:

If R/C > 1, the business is profitable. If R/C = 1, the business breaks even. If R/C < 1, the business incurs a loss.
The Break-Even Point (BEP) is an analytical tool used to determine the level of production value or production volume at which the business neither makes a profit nor incurs a loss. A business is considered feasible if the BEP for production is lower than the current production 


The selling price refers to the amount of money a consumer must pay for a product or service, or the value exchanged by the consumer in return for ownership or use of the product or service (Kotler & Keller, 2016). The Cost-Plus Pricing method is one of the simplest cost-based pricing methods (Swastha & Irawan, 2008) calculated as follows:

3. results and discussion

3.1 General Condition of the Research Location
Mr. Ncun, also known as Mang Ncun, started UKM Enza Lele, one of the SMEs that processes catfish, in 2007. One of the first SMEs in Bandung Regency to get a PIRT number and a MUI-issued halal certificate is Adisyafidz Barokah. Adisyafidz Barokah uses the zero waste concept for preparing fish. Generally speaking, integrated technology has not yet been used in the community's catfish processing. Not all processed catfish products are used as raw materials. The zero waste concept, which calls for using all catfish products into other processed goods, has not yet been entirely adopted by the community. The head, bones, and other components are often thrown away. Shredded catfish, catfish "kaki naga," catfish nuggets, and catfish meatballs are Adisyafidz Barokah's primary goods, and they are in relatively high demand among consumers. UKM Enza Lele employs nine people who work in several departments, including marketing, processing, and cleaning. The owner claims that the infrastructure and facilities are only around 50% finished and that the majority of the processing instruments are still manual.
3.2 Marketing Mix of UKM Enza Lele
A collection of marketing tools used to accomplish a company's marketing goals is known as the marketing mix. The four Ps (product, pricing, promotion, and place) are its constituent tools (Kotler & Keller, 2016). Catfish meatballs, catfish nuggets, catfish "kaki naga," and shredded catfish are the four primary products of UKM Enza Lele. The Likert scale approach was used to study customer preferences in order to assess the marketing mix at UKM Enza Lele. Table 2 displays the findings based on information gathered via questionnaires.
Table 2. Consumer Preferences for UKM Enza Lele’s Product
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	Statement
	Score

	Product 
	

	1
	Has many product variants
	92%

	2
	Unique and attractive packaging
	79%

	3
	Tastes delicious
	90%

	4
	Guaranteed product quality
	84%

	Price 
	

	1
	Affordable price 
	67%

	2
	Price offered matches product quality
	85%

	3
	Various payment methods
	74%

	Promotion 
	

	1
	Attractive promotion offered
	75%

	2
	Promotion uses product photos consistent with the actual product
	87%

	3
	Clear information provided during promotion
	82%

	Place 
	

	1
	Strategic location
	64%

	2
	Esily accessible location
	67%

	3
	Comfortable and clean location
	81%


Score Interpretation Criteria:
20–35% = Strongly Disagree
36–51% = Disagree
52–67% = Neutral
68–83% = Agree
84–100% = Strongly Agree

The information above indicates that, out of 20 respondents, 92% of them strongly agreed with the assertion that UKM Enza Lele's product instrument "has many product variants."  The statement "has a delicious taste" received a score of 90%, indicating strong agreement, the statement "unique and attractive product packaging" received a score of 79%, indicating agreement, and the statement "guaranteed product quality" received an 84%, indicating high agreement.  The statement that received the highest score, 92%, was "has many product variants."  That's because UKM Enza Lele does have a lot of different items.  Its primary offerings include catfish meatballs, shredded catfish (abon), catfish nuggets, and catfish kaki naga. Its ancillary offerings include crackers, dim sum, and satay. This result highlights the importance of product diversification in SMEs, consistent with Singh et al. (2018) who argue that variety enhances customer value. Similar consumer preferences for product variation in fish processing SMEs were also reported by Aiman et al. (2017)

Twenty respondents gave the pricing instrument the following ratings: "affordable price" (67%) = neutral; "price offered matches product quality" (85% = strongly agree); and "various payment methods" (74% = agree).  Since 95% of the raw materials used are fish without preservatives, UKM Enza Lele provides costs that are in accordance with their quality, earning them the maximum score of 85% for "price offered matches product quality".

Twenty respondents gave the marketing tool the following ratings: "clear information provided during promotion" (82%), "attractive promotion offered" (75%), and "promotion uses product photos consistent with the actual product" (87%), all of which indicate great agreement.  Since UKM Enza Lele consistently utilizes newly created product photographs when promoting on social media platforms like Instagram or WhatsApp, the category with the highest score, "promotion uses product photos consistent with the actual product," received 87%.

Twenty respondents gave the place instrument the following ratings: "strategic location" (64%), "easily accessible location" (67%), and "comfortable and clean location" (81%), all of which indicate agreement.  Because UKM Enza Lele's location is consistently clean and well-maintained, making visiting clients or visitors feel at ease, this last statement received the highest score.

3.3 IFAS and EFAS Analysis
The Internal Strategic Factors Analysis Summary (IFAS) for UKM Enza Lele identifies eleven internal strategic factors, comprising strengths and weaknesses, as shown in Table 3.
Table 3. Internal Strategic Factors
	Internal Strategic Factors 

	Strengths

	1. Diverse range of processed catfish products

	2. Products without preservatives

	3. Possesses business legality

	4. Delicious taste

	5. Raw material consist of 95% fish

	Weakness 

	1. Less strategic location

	2. Inadequate supporting facilities and infrastructure

	3. Promotional media not yet optimal

	4. Online marketing not yet optimal

	5. Relatively high selling price

	6. Lack of capital



The External Strategic Factors Analysis Summary (EFAS) for UKM Enza Lele identifies ten external strategic factors, comprising opportunities and threats, as shown in Table 4.

Table 4. External Strategic Factors
	External Strategic Factors 

	Opportunities

	1. Presence of a practical lifestyle trend

	2. Government support

	3. Relatively high fish consumption among the community

	4. Many business partners

	5. Market opportunities remain wide open

	Threats

	1. Many substitute products

	2. Increasing and unstable raw material prices

	3. Insufficient raw material supply

	4. Competition with similar businesses

	5. Need for annual innovation



After identifying internal and external factors, questionnaires were distributed to selected respondents. The questionnaires were completed to assign weights to each variable, thereby determining the score for each internal and external variable. The IFE and EFE matrices for UKM Enza Lele are presented below.

Table 5 IFE matrices for UKM Enza Lele
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	Weight
	Rate
	Score

	Strengths
	
	
	

	1. Diverse range of processed catfish products
	0,12
	4
	0,48

	2. Products without preservatives
	0,12
	3
	0,36

	3. Possesses business legality
	0,09
	3
	0,27

	4. Delicious taste
	0,11
	4
	0,44

	5. Raw material consist of 95% fish
	0,11
	4
	0,44

	Subtotal
	0,55
	
	1,99

	Weakness 
	
	
	

	1. Less strategic location
	0,07
	2
	0,14

	2. Inadequate supporting facilities and infrastructure
	0,07
	1
	0,07

	3. Promotional media not yet optimal
	0,08
	2
	0,16

	4. Online marketing not yet optimal
	0,08
	2
	0,16

	5. Relatively high selling price
	0,08
	2
	0,16

	6. Lack of capital
	0,08
	1
	0,08

	Subtotal
	0,45
	
	0,77

	Total
	1,00
	
	



Table 6 EFE matrices for UKM Enza Lele
	External Strategic Factors 
	Weight
	Rate
	Score

	Opportunities
	
	
	

	1. Presence of a practical lifestyle trend
	0,10
	3
	0,30

	2. Government support
	0,11
	4
	0,44

	3. Relatively high fish consumption among the community
	0,08
	3
	0,24

	4. Many business partners
	0,09
	4
	0,36

	5. Market opportunities remain wide open
	0,10
	4
	0,40

	Subtotal
	0,49
	
	1,74

	Threats
	
	
	

	1. Many substitute products
	0,10
	2
	0,20

	2. Increasing and unstable raw material prices
	0,11
	2
	0,22

	3. Insufficient raw material supply
	0,09
	2
	0,18

	4. Competition with similar businesses
	0,11
	2
	0,22

	5. Need for annual innovation
	0,10
	3
	0,30

	Subtotal
	0,51
	
	1,12

	Total
	1,00
	
	



The diversity of processed catfish products is the strongest internal factor for UKM Enza Lele, according to the IFE matrix study, with a total score of 0.48. The availability of a variety of processed catfish items keeps consumers from being bored and draws in customers who might be sick of goods made with beef or chicken since they are just as tasty. As the company's primary offers, UKM Enza Lele's primary product variations include meatballs, catfish "kaki naga," nuggets, and shredded catfish (abon). On demand, a number of ancillary goods are also made, including dim sum, satay, and crackers made from catfish flesh and skin. This finding aligns with Suryani and Sumantadinata (2013), who found that product variety and taste are critical competitive advantages for catfish SMEs in West Java. However, the most significant weaknesses identified are non-optimal promotional media, underdeveloped online marketing, and relatively high selling prices, with a score of 0.16. The limited promotion stems from the fact that marketing activities are mostly confined to exhibitions, word of mouth, WhatsApp status updates, and Instagram, which itself has not yet been optimized. Moreover, UKM Enza Lele does not have dedicated staff focusing on promotional activities. The lowest weakness factor is inadequate supporting facilities and infrastructure, with a score of 0.07. The condition of facilities and infrastructure at UKM Enza Lele can be considered only about 50% adequate, as most equipment remains manual, which hampers both production speed and efficiency.

With a total score of 0.44, government support is the most important external opportunity for UKM Enza Lele, according to the EFE matrix study. This is a reference to the frequent requests for participation in or contributions to programs run by government organizations that UKM Enza Lele gets. This kind of assistance gives the company the chance to advertise its processed catfish goods more extensively. On the other hand, with a total score of 0.30, the necessity to innovate yearly is the biggest external challenge that UKM Enza Lele must contend with. The Bandung Regency Food Security and Fisheries Department mandates that the corporation launch new product developments annually. With a total score of 0.18, the restricted availability of raw resources poses the least threat.
3.4 Strategic Matrix Analysis 
Based on the results of the IFE and EFE matrix analyses, the total IFE and EFE scores were calculated and then incorporated into the strategic matrix to determine the company’s position and identify the most appropriate strategy to be implemented by UKM Enza Lele. To determine the strategic position of UKM Enza Lele within the matrix, the total score of each factor was applied using the following formula:
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Figure 2 Strategic Matrix Diagram
UKM Enza Lele is positioned at the coordinate point (0.61; 0.31), which lies in Quadrant I. This indicates that UKM Enza Lele is situated in the most advantageous position. Being in Quadrant I means that the company possesses both opportunities and strengths. The appropriate strategy to adopt under these conditions is to pursue an aggressive growth-oriented strategy, leveraging existing opportunities while simultaneously utilizing the company’s internal strengths. This finding is consistent with (Rangkuti, 2016) who emphasized that SMEs positioned in Quadrant I should adopt an aggressive growth strategy to maximize opportunities. Similar results were reported by (Tirtha & Ardianti, 2014) in their study of fish processing SMEs in Sidoarjo, suggesting that SO strategies can enhance long-term competitiveness.

A SWOT matrix study was carried out in order to identify and create suitable alternative strategies for UKM Enza Lele. Table 7 displays the findings of UKM Enza Lele's SWOT matrix study.

Table 7 SWOT Matrix
	                            

                             Internal






   
 Eksternal
	Strength (S)
1. Diverse range of processed catfish products
2. Products without preservatives
3. Possesses business legality
4. Delicious taste
Raw material consists of 95% fish
	Weakness (W)
1. Less strategic location
1. Inadequate supporting facilities and infrastructure
1. Promotional media not yet optimal
1. Online marketing not yet optimal
1. Relatively high selling price
1. Lack of capital

	Opportunity (O)
1. Presence of a practical lifestyle trend
2. Government support
3. Relatively high fish consumption among the community
4. Many business partners
5. Market opportunities remain wide open
	SO Strategies
1. Establish and strengthen cooperation with business partners and government institutions to expand marketing networks. 
2. Complete business legality requirements to gain trust from both the community and the government.
3. Maintain and improve the quality and standards of processed catfish products.
4. Diversify product variations to prevent consumer boredom and increase consumer interest in processed catfish products.
	WO Strategy 
1. Optimize online promotion and marketing activities to expand the marketing network. 
2. Apply for a capital loan to the government. 
3. Opening a store or leaving products at a convenience store or supermarket

	Threats (T)
1. Many substitute products
2. Increasing and unstable raw material prices
3. Insufficient raw material supply
4. Competition with similar businesses
5. Need for annual innovation
	ST Strategy 
1. Implement annual product innovations. 
2. Improve production efficiency to ensure affordable pricing. 
3. Build strong relationships with similar industries to establish a catfish processing center.

	WT Strategies
1. Establish market-based pricing strategies to remain competitive with rivals.
2. Improve facilities and infrastructure to facilitate production and support innovation.




The SO (Strength–Opportunity) strategy is an alternate approach that UKM Enza Lele may employ in light of the findings of the SWOT matrix study mentioned above. In order to capitalize on possibilities, this approach seeks to maximize internal strengths.
The following alternative strategies can be undertaken by CV Adisyafidz Barokah:
1. Build and strengthen partnerships with business partners and the government to expand marketing networks. This includes collaborating with online platforms such as Gojek/GoFood and similar services, expanding consignment not only in souvenir shops but also in supermarkets, traditional markets, or wholesale distributors. The government can serve as a bridge between the MSME and potential partners. 
2. Complete business legality and certification to gain greater trust from both the community and the government. Existing certifications include the Business Identification Number (NIB), Home Industry Production Certificate (PIRT), Halal Certification, Processing Feasibility Certificate (SKP), and patent rights. However, other permits and certifications are still required, such as the Trading Business License (SIUP), Company Registration Certificate (TDP), Indonesian National Standard (SNI) certification, and the MD (Processed Food) certification from the National Agency of Drug and Food Control (BPOM).
3. Maintain and improve product quality of processed catfish by consistently using fresh and high-quality raw materials, avoiding preservatives, continuously innovating product variations, conducting quality control on each product, and identifying consumer needs and preferences. 
4. Diversify product variations to prevent consumer boredom and increase interest in processed catfish products. This can be achieved by introducing new product variants, such as spicy flavors for shredded catfish (abon), or by innovating modern products made from catfish in line with current consumer trends.

Financial Aspect of UKM Enza Lele To assess the business feasibility of UKM Enza Lele, the following formula was used (Sugiyono, 2008):



From the above calculation, it can be concluded that the profit obtained by UKM Enza Lele from selling processed catfish products is Rp. 23,400,000. It is also evident that the total revenue of UKM Enza Lele exceeds its total costs, which means the business is operating at a profit. The Revenue Cost Ratio (R/C) analysis aims to determine the relative profitability of a business. The formula is as follows:


Based on the calculation above, the R/C ratio of UKM Enza Lele is 1.4. This indicates that the business is profitable, as the R/C value is greater than 1. The R/C ratio of 1.4 suggests strong profitability, similar to findings by Tirtha and Ardianti (2014), who reported R/C ratios above 1.2 as indicators of financial feasibility in fish processing SMEs. This strengthens the conclusion that UKM Enza Lele is financially viable. The Break Even Point (BEP) production value for each processed catfish product of UKM Enza Lele is presented in Table 8.

Table 8 Break-Even Point (BEP) of UKM Enza Lele Processed Catfish Products
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	Total Cost (Rp.)
	Price (Rp.)
	BEP Production (Units)

	Shredded Catfish (Abon)
	11.760.000
	30.000
	392

	Nugget 
	17.640.000
	18.000
	980

	Catfish ‘kaki naga’ 
	8.400.000
	20.000
	420

	Meatball
	16.800.000
	60.000
	280



UKM Enza Lele achieves the break-even point while selling 392 packs of shredded catfish (abon), as shown by the product's Break-Even Point (BEP), which is 392 packs. The business breaks even when 980 packs of nuggets are sold, as shown by the nugget product's BEP of 980 packs. The kaki naga (fish stick) product has a BEP of 420 packs, meaning that 420 packs sold will break even. The business breaks even when 280 kilos of baso are sold, since the BEP of the catfish meatball (baso) product is 280 kilograms. Table 9 displays the Break-Even Point (BEP) for the cost of each processed catfish product at UKM Enza Lele.

Table 9 The Break-Even Point (BEP) for price of each processed catfish product
	Product 
	Total Cost (Rp.)
	Total Production (Units)
	BEP Price (Rp.)

	Shredded Catfish (Abon)
	11.760.000
	560
	21.000

	Nugget 
	17.640.000
	1.400
	12.600

	Catfish ‘kaki naga’ 
	8.400.000
	600
	14.000

	Meatball
	16.800.000
	400
	42.000



The Break-Even Point (BEP) price for the Shredded Catfish (Abon) product is IDR 21,000, which indicates that UKM Enza Lele reaches the break-even point when selling Shredded Catfish at IDR 21,000 per pack. The BEP price for the Nugget product is IDR 12,600, meaning that break-even is achieved when Nuggets are sold at IDR 12,600 per pack. The BEP price for the Catfish ‘Kaki Naga’ product is IDR 14,000, which shows that the enterprise reaches break-even when selling Catfish ‘Kaki Naga’ at IDR 14,000 per pack. Meanwhile, the BEP price for the Meatball product is IDR 42,000, meaning that break-even is achieved when Meatballs are sold at IDR 42,000 per kilogram.

3.5 Determination of Selling Price
Table 10 displays the outcomes of the Cost-Plus Pricing method's selling price computation as well as a comparison to the business's actual selling prices for each processed product of UKM Enza Lele.


Table 10 Cost Plus Pricing Method
	Product 
	Cost Plus Pricing (Rp.)
	Company’s Selling Price (Rp.)
	Difference (Rp.)

	Shredded Catfish (Abon)
	27.300
	30.000
	2.700

	Nugget 
	16.380
	18.000
	1.620

	Catfish ‘kaki naga’ 
	18.200
	20.000
	1.800

	Meatball
	54.600
	60.000
	5.400



SMEs in Enza Lele are predicted to make 30% and as a consequence of using the Cost Plus Pricing approach to each processed product, the product's selling price for shredded processed items is Rp 27,300 per pack, which is Rp 2,700 more than the company’s selling price of Rp 30,000 per pack. When it comes to processed nugget goods, the company’s selling price of Rp 18,000 each pack is Rp 1,620 higher than the selling price of Rp 16,380 per box. 
There is a difference of Rp 1,800 between the company's pricing of Rp 20,000 per pack and the selling price of Rp 18,200 per pack for processed "kaki naga" items. When it comes to processed meatballs goods, the company's pricing is Rp 60,000/kg, which is Rp 5,400 more than the product's selling price of Rp 60,000/kg.

4. Conclusion

Based on the results of the research at UKM Enza Lele, several conclusions can be drawn as follows:

1. Consumer responses indicate strong agreement that UKM Enza Lele offers a wide variety of products, good taste, guaranteed product quality, fair pricing in accordance with quality, promotional photos consistent with the actual products, and a clean and comfortable location.

2. The strategy matrix analysis shows that UKM Enza Lele is positioned at the coordinate point (0.61; 0.31), which falls in Quadrant I. This position reflects the most favorable condition, where the company possesses both opportunities and strengths. The appropriate strategy in this situation is to pursue an aggressive growth-oriented strategy. Accordingly, the most suitable alternative is the SO (Strength–Opportunity) Strategy. These findings suggest that SMEs in similar contexts can adopt SO strategies to strengthen market position and ensure financial sustainability

3. The financial analysis demonstrates that the total revenue of UKM Enza Lele exceeds the total costs incurred, indicating profitability. The calculated R/C ratio is 1.4, further confirming that the business is profitable since the R/C value is greater than 1.
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