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ABSTRACT
MagetanRegency is themainproduction center forpomelo in Indonesiawith total production reaching244,395

quintals per year. Despite the high output of pomelo oranges in Magetan Regency, they still need to improve their
marketing process. The purpose of this research is to analyze the priority of choosing the best strategy to develop
a marketing strategy for pomelo oranges in Magetan Regency. The analysis method uses the Analytic Network Pro‑
cess (ANP)with Super Decision Software. Data collection uses journal referencemethods, observations, interviews,
and questionnaires to people who are experts in the ϐield of pomelo oranges to obtain data/information regarding
criteria, sub‑criteria, and alternative solutions that will be analyzed later. The experts are the Head of the Horti‑
culture Division from the Food Crops, Horticulture, Plantation, and Food Security Department, Magetan Regency;
pomelo orange farmers in Magetan Regency; and representatives of Field Agricultural Extension Ofϐicer Sukomoro
District, Magetan Regency. The results of the analysis using the ANP method, lead to the right and best decision
in terms of selecting a proϐitable marketing strategy for pomelo citrus farming in Magetan Regency, namely post‑
harvest quality improvement. These results can be used as the best alternative because they meet the criteria and
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sub‑criteria above, namely managerial capabilities, customer linking capabilities, market innovation capabilities,
human resources assets, and reputational assets.
Keywords: Pomelo Orange; Magetan Regency; Marketing Strategy; ANP

1. Introduction
Pomelo oranges (Citrus maxima Merr,) are plants

that are often found in Southeast Asia, such as Cambo‑
dia, Indonesia, Laos, Malaysia, the Philippines, Thailand,
and Vietnam, and are also spread in several other Asian
regions, such as Bangladesh, India, and Japan [1]. Indone‑
sia, as a reasonably large distribution area, has great po‑
tential for development. This plant has unique charac‑
teristics in terms of taste, size, and storage time [2]. In
terms of shape, pomelo oranges are almost similar to
grapefruits because they have the same large fruit size,
but the ϐlesh of the pomelo fruit is red. Therefore, peo‑
ple often call pomelo oranges red grapefruit. In terms
of taste, pomelo oranges tend to have a dominant sweet
taste compared to grapefruit, which tends to be more
sour. The beneϐicial substances contained in pomelo
oranges are quite diverse, such as vitamins A, B6, B12,
C, lycopene, pectin, tryptophan, and other mineral con‑
tent. According to Sharma and Singh [3], pomelo fruit has
good health beneϐits, including preventing cancer, dia‑
betes mellitus, being good for body balance, preventing
pancreatic disorders, and being rich in antioxidants that
can prevent free radicals. Its ϐiber content helps main‑
tain gut health, while its vitamin C plays a role in ϐight‑
ing infection and inϐlammation. Grapefruit is rich in vita‑
min C, ϐiber, and antioxidants. It also contains enzymes
that can help absorb nutrients and support healthy di‑
gestion. Pomelo fruit is known for its high vitamin C con‑
tent and beneϐits for the body. According to research by
Sheik, Vedhaiyan and Singaravel [4], pomelo leaves are ef‑
ϐicacious for treating epilepsy, and the fruit has beneϐits
as a diabetes medication [5], while the stems and roots
can be used to treat microbes [6].

There aremany types of pomelo oranges in Indone‑
sia with different regional names. According to Kalsum
et al. [1], pomelo that grows in Indonesia is divided into 2
cultivars: seed‑bearing and seedless. Seed‑bearing cul‑
tivars include Cikoneng, Adas Nambangan, Adas Duku,

Jawa 2, Magetan, Srinyonya, Bali Putih, Muria Merah 2,
Putih Asam, and Pangkep Putih. Seedless cultivars are
found because they have less than 10 seeds, some of
which are Bageng, Jawa 1, Bali Merah 2, Muria Merah
1, and Giri Matang. The two types of cultivars have dif‑
ferent special characteristics, such as ϐlowering charac‑
teristics, fruit emergence, harvest time, and fruit qual‑
ity. Even though various varieties of pomelo have been
discovered, it is currently not certain how many local
pomelo cultivars and accessions exist and are cultivated
in Indonesian society. One of the pomelo orange cul‑
tivation areas that has become a center is Magetan Re‑
gency [7]. As a cultivation center area, Magetan Regency
can produce up to 244,395 quintals per year. This region
develops 3main cultivars, namelyMagetan, Nambangan,
and Sri Nyonya.

Notwithstanding the high production of pomelo or‑
anges in Magetan Regency, farmers do not have informa‑
tion about the market, both prices and demand trends.
In addition, farmers’ knowledge about goodpomelo fruit
quality standards is still low. This is because the mo‑
tivation for farmers to cultivate pomelo is not based
on consumer preferences, but rather on the character‑
istics of the pomelo fruit which has a long storage life.
Pomelo cultivated by farmers is only based on pomelo
varieties that have strength in storage capacity and does
not refer to consumer desires. According to Makkumrai,
Huang and Xu [8],consumer desires for pomelo fruit that
are prioritized are the freshness of the fruit, then other
attributes such as taste, price, color, texture, aroma, and
size. Information regarding consumer preferences has
not been well socialized among farmers. The absence of
a meeting point between consumer desires and the lack
of knowledge to improve the quality of pomelo fruit from
the farmers’ side has caused this fruit not to be an alter‑
native fruit among consumers. In fact, the potential for
pomelo fruit at the world level is very large, considering
that not all areas can be planted with this variety. How‑
ever, conditions at the farmer level still describe a situa‑
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tion that is not yet proϐitable for them. Pomelo fruit ex‑
perienced an increase in sales during Chinese New Year.
Outside of that time, the number of requests can be said
to be relatively low when compared to other citrus vari‑
eties. If there areno strategic efforts, thenumberof farm‑
ers cultivating pomelo will decrease. This is also inϐlu‑
enced by the fact that the bargaining position of farmers
is low. Prices are entirely determined bymiddlemen. Im‑
perfect market structures force farmers to sign forward
contracts that set minimum prices. Some of the agricul‑
tural commodity marketing problems faced by farmers
include high levels of competition between farmers in
the market, price transmission in international markets,
which puts pressure on domestic prices [9], production
that does not match market demand, and a long mar‑
keting chain due to the many marketing institutions in‑
volved in it. This problem will ultimately be detrimen‑
tal to farmers as the ϐirst party because the prices re‑
ceived by farmers are meager compared to the prices
that reach consumers. This problem is a signiϐicant con‑
cern because it can hamper the potential of pomelo fruit
as a superior commodity in Magetan Regency. As an an‑
ticipatory step and improvement of the already running
system, a strategic development plan by the authorities
in the region needs to be carried out.

Based on the background above, it is important to
choose the right marketing strategy for pomelo orange
farming in Magetan Regency. In terms of cultivation ca‑
pacity, farmers are highly expected to produce more. In‑
creasing orange production will increase growth in pro‑
duction center areas [10]. Apart from that, the right mar‑
keting strategy will be able to increase farmers’ income,
improve farming performance, capture opportunities to
provide more value for consumers, and help facilitate
product sales [11]. It is appropriate that the development
of pomelo oranges should receive great attention. There‑
fore, it is necessary to develop a marketing strategy for
pomelo oranges in Magetan Regency that suits the con‑
ditions. The Analytic Network Process (ANP) method is
used to determine the alternative priority of the pomelo
orange marketing strategy. The ANP method was cho‑
sen because it can produce a main strategy based on the
assessment of each criterion consisting of several sub‑
criteria (nodes). Each sub‑criterion has a relationship

with other sub‑criteria inside and outside the criteria so
that the assessment given by the respondents is com‑
prehensive, not only disconnected at one criterion. In
essence, all variables in a phenomenon have a relation‑
ship or inϐluence, not standing alone as a single assess‑
ment. This is what makes ANP a valid and comprehen‑
sive strategy selection method. The aim of this research
is to analyze the priorities for selecting the best strategy
based on the results of Analytic Network Process (ANP)
calculations to obtain the right marketing strategy for
pomelo oranges in Magetan Regency.

Analytic Network Process (ANP) is a technique that
helps solve various problems by considering many crite‑
ria. Initially used to determine the priority of choices
in multi‑criteria situations, ANP has now developed
into a model that can be applied to solve various prob‑
lems [12–15]. This is possible because ANP uses intuition
as the main input, but this intuition must come from
decision‑makers who have sufϐicient information and a
deep understanding of the problem at hand. Basically,
ANP is a general theoryofmeasurement that functions to
determine the ratio scale through pairwise comparisons,
both discrete and continuous. This comparison can be
based on actual measurements or basic scales that re‑
ϐlect the relative intensity of preferences. ANP also pays
special attention to deviations from consistency and ac‑
commodatesmeasurements and dependencies between
groups of elements in its structure [16].

2. Materials and Methods

The research was carried out in Magetan Regency,
Central Java Province, because it is Indonesia’s main cen‑
ter of pomelo production. The time for conducting the
research was in October 2022. The research stage be‑
gan with a survey to the Department of Agriculture and
Food of Magetan Regency to see the condition of pomelo
farming and the problems there. After conducting the
survey, the researcher compiled a questionnaire with at‑
tributes or criteria based on the results of the survey in
the ϐield. After the questionnaire was completed, the re‑
searcher conducted interviewswith experts, namely the
Head of the Horticulture Division from the Food Crops,
Horticulture, Plantation and Food Security Department,
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Magetan Regency; pomelo orange farmers in Magetan
Regency; and representatives of the Field Agricultural
Extension Ofϐicer Sukomoro District, Magetan Regency.
All respondents were selected because they were par‑
ties who knew the condition of pomelo in Magetan Re‑
gency and were involved in interactions with farmers.
In addition to using survey and interview methods, di‑
rect observation or observation was carried out to cap‑
ture phenomena that were not included in the question‑
naire. The results of the observations were written in
brief notes which could then be additional information
in the discussion results. The time of conducting the re‑
search was in October 2022.

The analysismethodused to select a proϐitablemar‑
keting strategy for pomelo oranges is the Analytical Net‑
work Process (ANP) method. The ANP method is an
application of mathematical theory that can analyze in‑
ϐluences using a complex assumption approach through
problem decomposition and alternative solutions to ob‑

tain strategic priorities [17]. ANP is a development of
the Analytical Hierarchy Process (AHP) method. The
difference between these two methods is that in ANP,
there is interaction between nodes within each cluster
and between clusters. Clusters are constituent compo‑
nents in the ANP network structure, and nodes are con‑
stituent components of each cluster. To determine clus‑
ters and nodes in an ANP network structure, journal ref‑
erences, observations, and interviews are used to ob‑
tain this data/information. The analysis process using
the ANPmethod begins by breaking down the problems
that occur and continues by creating an ANP network
structure [14]. In Figure 1, the determination of market‑
ing resource criteria in this research is based on the as‑
sessment point scheme that was developed by Hooley et
al. [18]. Hooley et al. [18] developed amarketing criteria as‑
sessment framework for companies with the aim of cre‑
ating a competitive advantage. The network structure
consists of seven clusters as shown in Table 1.

Table 1. Alternative strategy determination cluster.
Cluster Deϐinition Measurement

Managerial
capability

Managerial capability refers to the capacity of an organization to manage
various aspects of its operations. Managerial ability is a person’s expertise
in carrying out management functions [19] , which includes the ability to
manage a company that can form accurate assessments and estimates
regarding company efϐiciency, as well as synthesize reliable information
for future estimates [20] . Managerial ability creates all other capabilities in
the organization for a sustainable future [21] .

1. Service Management
2. Planning Management (opera‑

tions)
3. Human Resource Management

Market
innovation
capability

Market innovation capacity refers to the ability of an organization to create
and introduce new products and conduct sales promotions. Innovation
plays an important role considering its relationship with marketing
effectiveness which can affect the company’s ϐinancial performance [22] .
Innovation drives companies to progress and continue to develop [23] .

1. Ability to launch products
2. Sales promotion

Customer linking
capabilities

Customer linking capabilities are the ability to build and maintain good
relationships with customers and understand their needs. Customer
linking capabilities are among the most valuable things for organizations
because they take time to develop, depend on resource integration, and
are inherently difϐicult for competitors to imitate. Customer linking
capabilities are distinctive capabilities that have the potential to create a
competitive advantage for companies that develop them [24] .

1. Good relationship with customer
2. Consumer income
3. Consumer tastes

Human resources
assets

Human resources assets refer to the quality and value of the workforce in
an organization. Human resources are the most important strategic
resources in an organization; investment in human resources is crucial in
an organization [25] . Human resource management as a valuable strategic
asset has become a key element in achieving organizational success [26] .
Regardless of technological advances, human resources play a strategic
role in the effective use of physical and ϐinancial resources [27] .

1. Quality of human resources
2. Wages

Reputational
assets

Reputational assets include public perception of a company based on
credibility and product quality. Reputational assets play an important role
in building trust [28] . A company’s reputation cannot be identiϐied as an
asset in the balance sheet, but a company’s reputation can inϐluence
investor trust, staff recruitment, supplier attitudes and various other
stakeholders in its capacity as relationship capital [29] .

1. Credibility from customers
2. Product quality
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Table 1. Cont.
Cluster Deϐinition Measurement

Alternative
strategy

Alternative strategies refer to approaches taken by a company to achieve
marketing goals and improve operational efϐiciency. Alternative strategies
can be real or additional strategies to solve problems with several
additional advantages and beneϐits [30] .

1. Carrying out distribution activi‑
ties in the marketing process of
pomelo oranges

2. Increasing market share with the
cooperation of various parties

3. Improving post‑harvest quality

Source: [19–30] .

Every cluster consists of nodes that are connected
to each other using arrows. Based on the network struc‑
ture that has been formed, respondents can provide as‑
sessments through a questionnaire with a score scale of
1–9, where a score of 1 means equally important and a
score of 9 means very important [15]. All expert answers
are input into the super decision, then processed to ob‑
tain the supermatrix value. The scoresobtained fromthe
experts’ assessments must be tested for consistency by
ϐirst calculating the consistency index (CI).

CI =
λmax− n

n− 1
(1)

λ max is the average value obtained by dividing
the matrix elements of all priorities by the priority vec‑
tor [31], n is the number of elements in the judgment ma‑
trix [32, 33].

The CI value is used to calculate the consistency ra‑
tio (CR) by calculating:

CR =
CI

RI
(2)

RI is a random index obtained from Castañeda, Ro‑
jas and Cueto [33] in Table 2.

Table 2. Random Index (RI) values.
n 1 2 3 4 5 6 7 8
RI 0 0 0.58 0.90 1.12 1.24 1.32 1.41

The logical consistency value has a CR value ≤ 0.10.
This means that the result is correct. If the value is
more than 10%, then the decision data value must be
corrected [34]. If the CR value is less than 0.1, then the ex‑
pert assessment is consistent, but if the CR value ismore
than 0.1, then the experts’ answers are inconsistent, and
there needs to be a re‑assessment from the experts [35].
Expert assessments that have been declared consistent
will then produce supermatrix results. The superma‑
trix consists of three stages, namely unweighted super‑
matrix, weighted supermatrix, and limit supermatrix [36].
The unweighted supermatrix is obtained from the origi‑
nal values of the eigenvectors of the pairwise compari‑
son matrix, the weighted supermatrix is obtained from
the original values of the eigenvectors of the pairwise
comparisonmatrix multiplied by the cluster matrix, and
the limit supermatrix is from multiplying the weighted
supermatrix with thematrix itself, up to several times to
get the result stable [14]. Supermatrix limits are used to

determine the best priority from several alternatives [37].

3. Results
The determination of clusters, nodes, and the struc‑

ture of the ANP network, which includes alternative
strategies and criteria (managerial capability, customer
linking capabilities, market innovation capabilities, hu‑
man resources assets, reputational assets), is carried
out through literature studies, brainstorming anddiscus‑
sions with experts (Figure 1). Each cluster consists of
nodes that are connected between one cluster and an‑
other. The results of the data analysis showed that the
consistency ratio (CR) value in each paired comparison
matrix was less than 0.1, which means that the assess‑
ment of all experts provided consistent results.

Based on the results of interviews with the Head
of Horticulture, Field Extension Ofϐicers, and farmers
in Magetan Regency, ϐive pomelo cultivars have been
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released by the Ministry of Agriculture, namely Nam‑
bangan, Sri Nyonya, Bali Merah, Magetan and Gulung.
The most widely cultivated pomelo cultivars in Mage‑
tan Regency are Nambangan, Sri Nyonya, and Bali
Merah/Pomelo Magetan. The current price on the mar‑
ket is around IDR 5,000.00 ‑ IDR 7,000.00 per fruit. Sales
of pomelo oranges in Magetan Regency are carried out
in two ways, namely online and direct purchases from
farmers. Direct purchasing means purchasing on land
without looking at the quality of individual oranges, also
called wholesale. Prices tend to be cheaper and the qual‑
ity of the fruit is a mixture of good grade pomelo or‑
anges and ordinary ones. Meanwhile, the type of pomelo
with the greatest interest in the online market is Bali
Merah/Pomelo Magetan. This is because this type tends
to taste sweeter, and the color is more attractive. Quality
is a top priority for online sales. Selling prices on online
markets tend to be more expensive than buying in bulk.

Figure 1. ANP network structure.

These ϐindings highlight the signiϐicant diversity
and market demand for grapefruit cultivars in Magetan
Regency, with Nambangan, Sri Nyonya, and Bali Merah
varieties proving to be particularly popular among local
consumers and onlinemarkets. The price differences be‑
tweenwholesale and online sales underscore the impor‑
tance of quality standards in the online market, where

consumers are willing to pay more for high‑quality
grapefruit, especially the Bali Merah variety known for
its sweetness and attractive color. This dual‑marketing
strategy not only accommodates diverse consumer pref‑
erences but also provides farmers with the ϐlexibility to
optimize their revenue streams.

The overall priority of each alternative is calculated
through a synthesis process. The results obtained from
each subnetwork are synthesized to obtain the overall
priority of the alternatives. To obtain more accurate re‑
sults, this synthesis process considers each weight gen‑
erated from various sub‑criteria and existing cluster net‑
works. In this ϐinal stage, the overall weight results will
be shown along with the priority ranking of each sub‑
criteria for all clusters. The synthesis results from ex‑
pert respondents will be explained below. The results
obtained show statistically the consensus of the experts,
who, as a whole, consist of respondents from the Head
of the Horticulture Division, Field Extension Ofϐicers,
and pomelo orange farmers in Magetan Regency. By in‑
volving respondents from various backgrounds, ranging
from the Head of Horticulture, Field Extension Ofϐicers,
to pomelo farmers in Magetan Regency, these results
are expected to reϐlect the most relevant and applica‑
ble strategies to increase the competitiveness of pomelo
products in the market. The overall priority results of
these alternatives will be selected as the appropriate
marketing strategy for pomelo orange farming in Mage‑
tan Regency. The chosen marketing strategy is expected
to not only be in accordance with current market con‑
ditions, but also be able to support the sustainability of
pomelo farming businesses in the future. The following
are the priority results of data processing using the ANP
method.

The synthesis results of the managerial capabil‑
ity cluster are shown in Table 3. This cluster consists
of three nodes, namely service management, planning
management (operations), and human resource man‑
agement.

Table 3. Weight of managerial capability sub‑criteria.
No Managerial Capability Normalized by Cluster Limiting

1 Service management 0.25192 0.021502
2 Planning management (operations) 0.64893 0.055388
3 Human resource management 0.09915 0.008463

358



Research onWorld Agricultural Economy | Volume 06 | Issue 01 | March 2025

The synthesis results based on the managerial ca‑
pability cluster show that planning management (op‑
erations) is the most prioritized node with a value
of 0.64893, then in next place is service management
(0.25192), and the last is human resource management
(0.09915). Planningmanagementhas an important func‑
tion in achieving goals, especially in achieving efϐicient
expenditure and maximizing proϐits [38]. Good planning
allows business actors to anticipate dynamic market
changes and challenges and prepare strategic steps to
deal with them. In addition, careful planning also helps
in the use of resourcesmore effectively and efϐiciently, so
that businesses can maintain competitiveness and add
value to stakeholders. In the business world, the plan‑
ning stage requires a signiϐicant amount of time alloca‑
tion. Business people look for various options and the
best scenarios to achieve the goals they have set. Struc‑
tured planning is not only a guide in achieving goals,
but also a tool to adapt and develop according to mar‑
ket needs and changing economic conditions. This ap‑
plies to all stages of business, including marketing. Even
though conditions in the ϐield will be different, careful
planning will minimize the risks that will inevitably oc‑
cur. Risk in a business is a challenge that is difϐicult

for business people to avoid [39] but can be overcome
and managed with good planning management. On the
other hand, incomplete planning will cause delays at
each stage and result in increased costs or failure to
achieve business goals [40]. This applies to all sectors,
including horticulture. Pomelo fruit is still rarely culti‑
vated by farmers due to low interest in buying the com‑
modity. This fruit has a high selling value in the inter‑
national market. This great potential will be wasted if
it is not planned carefully. The goal is that this com‑
modity can be spread over a wider area so that it is not
concentrated in one center or several areas. This care‑
ful planning can begin with cost planning to market tar‑
gets. In addition, supporting factors such as land avail‑
ability, selection of superior varieties, and proper main‑
tenance also need to be considered in order to produce
quality products and meet market demand. With the
right strategy, grapefruit commodities can grow rapidly,
create new market opportunities, and improve farmers’
welfare.

The synthesis results on the customer linking capa‑
bilities cluster are shown in Table 4. This cluster con‑
sists of three nodes, namely good relationship with con‑
sumers, consumer income, and consumer tastes.

Table 4. Weight of customer linking capabilities sub‑criteria.

No Customer Linking Capabilities Normalized by Cluster Limiting

1 Good relationship with consumers 0.42840 0.083597
2 Consumer income 0.12384 0.024166
3 Consumer tastes 0.44775 0.087373

The synthesis results based on the customer link‑
ing capabilities cluster show that consumer tastes are
the most prioritized node with a value of 0.44775,
then in next place is good relations with consumers
(0.42840), and the last is consumer income (0.12384).
Business activities cannot be separated from a commit‑
ment to meeting consumer needs. Along the way, it
is not uncommon for business people to experience in‑
creases and decreases in sales charts due to changes in
consumer tastes. Pomelo oranges are a commodity that
is rarely consumed by the general public because pro‑
duction quantities are still limited. As a producer, under‑
standing what consumers taste is a strategy to increase

the existence of pomelo oranges. An increase in con‑
sumer tastes will generally have an impact on increas‑
ing demand and vice versa [41]. In Indonesia, pomelo
is a fruit that is rarely consumed by the public, usually
this fruit experiences an increase in demand during Chi‑
nese New Year. This season, demand for pomelo fruit
has increased by up to 50%. The demand is differen‑
tiated into various preferences, where on average con‑
sumers like red pomelo, sweet with a combination of
sour, juicy, and easy‑to‑remove skin. This creates oppor‑
tunities for producers to innovate in pomelo production,
such as improving the taste quality and durability of the
fruit so that it can be better accepted by a wider market.
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Consumer tastes greatly determine the quality that will
be produced in the next planting and harvesting period.
This effort can be started from pre‑planting by select‑
ing quality seeds. Good seeds also need to be supported
by post‑planting care in accordance with good fruit and
vegetable cultivation guidelines to minimize early har‑
vests that can reduce fruit quality. The right harvest pe‑
riod will determine the quality of taste and texture of
pomelo fruit. Pomelo fruit that is ready to be harvested
requires post‑harvest handling in accordance with the
Regulation of the Minister of Agriculture of the Republic
of Indonesia Number 22 of 2021. Post‑harvest handling
is a fairly important stage because of the characteristics
of the fruit which is easily rotten and oxidized. There‑
fore, the rightmarketing strategy is very important to at‑
tract consumer interest and increase pomelo consump‑
tion outside of certain periods, such as holidays.

The synthesis results on the market innovation ca‑
pabilities cluster are shown in Table 5. This cluster con‑
sists of two nodes, namely the ability to launch products
and sales promotion.

The synthesis results based on the market innova‑
tion capabilities cluster show that sales promotion is
the most prioritized node with a value of 0.82696 and
next in line is the ability to launch products (0.17304).
A marketing activity cannot be separated from promo‑
tion. This is an effort to convey information to potential
consumers regarding the products offered [9]. Currently,
promotional media is developing very quickly. Many
competitors are competing to use digital platforms to fa‑
cilitate purchasing transactions [42]. Easy and efϐicient
forms of offering are a trend that is being intensively pur‑
sued by business practitioners. In this case, digital mar‑
keting that utilizes online platforms is the main choice,
considering the increasing number of consumers who
are active in cyberspace. In addition, the use of tech‑
nology such as content personalization and data‑based
advertising is also increasingly effective in attracting the
attention of increasingly selective consumers. Conven‑

tional forms of promotion are starting to be abandoned
because they do not suit the needs of today’s consumers,
who want everything to be fast and practical [43]. Even
though there are many similar products on the market,
business people can win by using the right media and
promotional methods. The use of social media, online
advertising, and inϐluencer marketing are very effective
strategies in reaching a wider audience. Digital technol‑
ogy allows marketing to be more targeted and efϐicient,
providing a competitive advantage for business people.

According to Alexandrescu and Milandru [44], pro‑
motions in the modern era have a complex concept be‑
cause the activities carried out do not just inform about
the presence of the product being sold but also aim
to attract the interest of potential buyers to consume
the product being offered. In terms of promoting hor‑
ticultural products, digital media is currently develop‑
ing rapidly. Many digital platforms offer convenience
for delivery services to customers’ locations. When the
Covid‑19 pandemic hit the world, many delivery ser‑
vices were launched to meet household needs, one of
which was fruits and vegetables. Consumers can choose
various types of vegetables and fruits, even those that
are rarely found when buying ofϐline. In addition, with
the search and recommendation features based on pref‑
erences, consumers can quickly ϐind products accord‑
ing to their needs, increasing convenience in shopping.
Pomelo fruit is still rarely found on the market, but with
the right promotionalmedia, consumers can easily reach
it. Peoplewho initially did not knowwhat pomelo fruit is
and its beneϐits can be educated through the inclusion of
information that can be added to the marketplace with
the use of interesting diction. In addition, with positive
testimonials from other consumers on digital platforms,
trust in product quality is increasing.

The results of the synthesis on the human re‑
sources assets cluster are shown in Table 6. This clus‑
ter consists of two nodes, namely quality of human re‑
sources and wages.

Table 5. Weight of market innovation capabilities sub‑criteria.

No Market Innovation Capabilities Normalized by Cluster Limiting

1 Ability to launch products 0.17304 0.021421
2 Sales promotion 0.82696 0.102369

360



Research onWorld Agricultural Economy | Volume 06 | Issue 01 | March 2025

Table 6. Weight of human resources assets sub‑criteria.
No Human Resources Assets Normalized by Cluster Limiting

1 Quality of Human Resource 0.84433 0.047379
2 Wages 0.15567 0.008735

The synthesis results based on the human resource
assets cluster show that human resource quality is the
most prioritized node with a value of 0.84433, and
wages (0.15567) are next in line. Human resources play
an important role in maintaining and improving busi‑
ness performance [45]. In today’s modern era, human
resources are not just production inputs that are em‑
ployed like machines, but there are rights as humans
that must be fulϐilled [46]. Therefore, taking care of hu‑
man resources is a must for a business. According to
Oluwatoyin [47], human resources are assets whose qual‑
itymust bemaintained so that they can last for a long pe‑
riod of time. Maintaining good human resource quality
can be done by holding training with the aim of increas‑
ing their competence [48] and providing workers with
the rights they should have [49]. Continuous training al‑
lows employees to keep up with the latest industry and
technologydevelopments, aswell as strengthening inter‑
personal skills that are essential for effective teamwork.
In addition, providing appropriate rights will increase
job satisfaction, which in turn reduces turnover and in‑
creases employee loyalty. Apart from that, initial selec‑
tion can be carried out, such as the level of education
that has been completed [50] and previous experience [51].
The better the quality of human resources, the more ef‑
fective and efϐicient the work will be. This certainly pro‑
vides beneϐits for a business because targets can be re‑
alized more quickly. A rigorous selection process will
ensure that individuals who are accepted have the ba‑
sic knowledge and skills needed to optimize their perfor‑
mance in theworkplace. The better the quality of human
resources, the more effective and efϐicient the work will
be.

The results of the synthesis on the reputational as‑
sets cluster are shown inTable7. This cluster consists of
two nodes, namely credibility from customers and prod‑
uct quality.

The synthesis results based on the reputational as‑
sets cluster show that product quality is the most prior‑
itized node with a value of 0.72379, and next in line is

customer credibility (0.22023). Consumers, as buyers,
need clear information regarding the product they are
going to buy. One of the main considerations for poten‑
tial buyers before decidingwhether the product isworth
buyingornot is its quality [52]. Product quality is a crucial
element in determining consumer purchasing decisions,
especially when the product is an item that will be con‑
sumed directly. This is especially the casewith fresh pro‑
duce. Pomelo fruit sold in fresh formwill give buyers the
perception of providing different standards compared to
other non‑fresh products. According to Guan, Liu and
Zhai [53], consumers will buy fresh products with prior‑
ity considerations such as color that is not pale, fresh,
pollution‑free, and organic. In addition, consumers also
tend to pay more attention to cleanliness and product
handling that meets health standards. The thing one
needs to pay attention to when marketing fresh prod‑
ucts is the supply chain. The longer the supply chain, the
more it can cause a decrease in quality [54]. The length
of the supply chain is directly related to the product’s
resistance to damage, which can reduce consumer satis‑
faction. Even though pomelo fruit tends to have a longer
shelf life compared to other types of fruit, the outer ap‑
pearance of this fruit will becomewrinkled, dull, and not
smooth over time [55]. Therefore, it is very important to
pay attention to product quality because the ϐirst impres‑
sion from consumerswill have an impact on potential re‑
purchases and, of course, increase proϐits. Consumers
who are satisϐied with the quality of a product tend to
become loyal customers and recommend the product to
others. Especially for pomelo as a horticultural com‑
modity, product quality requires deϐinite and integrated
standards because of the characteristics of agricultural
products that experience accelerated ripening after be‑
ing harvested. In order not to be damaged, special treat‑
ment is needed to maintain the quality of the fruit, both
in terms of the suitability of the environment around the
product and the packaging used. This special treatment
may include proper temperature control, safe packaging,
and hygienic handling.These treatments are to maintain
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the quality of pomelo to remain optimum, so that con‑ sumers get the best quality fruit.

Table 7. Weight of reputational assets sub‑criteria.

No Reputational Assets Normalized by Cluster Limiting

1 Credibility from customers 0.22023 0.042821
2 Product quality 0.72379 0.140736

The synthesis results on the alternative strategy
cluster are shown in Table 8. The resulting weights are

the result of connections fromall clusters and nodes that
are interconnected to the alternative strategy.

Table 8. Weight of alternative strategy.

No Alternative Strategy Normalized by Cluster Limiting

1 Carrying out distribution activities in the marketing process of pomelo oranges 0.22074 0.076193
2 Increasing market share with the cooperation of various parties 0.40229 0.138858
3 Improving post‑harvest quality 0.37696 0.130115

The synthesis results based on alternative strat‑
egy clusters show that increasing market share with
the cooperation of various parties is the most priori‑
tized node as a marketing strategy for pomelo oranges
in Magetan Regency with a value of 0.40229. Alterna‑
tive strategies in second and third place are improving
post‑harvest quality (0.37696) and carrying out distri‑
bution activities in the marketing process of pomelo or‑
anges (0.22074). The strategic priority in marketing
pomelo oranges is to increase market share with the co‑
operation of various parties. Collaboration can involve
the Food Crops, Horticulture, Plantation and Food Se‑
curity Department of Magetan Regency, the private sec‑
tor, or farmer groups. This will expand the distribution
network and accelerate the process of marketing grape‑
fruit to a wider market. In addition, because technology
is developing more quickly, marketing pomelo oranges
can use social media as a promotional medium. This,
of course, requires collaboration with service providers,
such as shipping expeditions, so that products can be
sent to wider areas. This collaboration allows for efϐi‑
ciency in delivery, thereby reducing logistics costs and
accelerating product distribution to consumers [56]. In
Indonesia, the development of pomelo oranges is still
limited [57]. As a producer, Magetan Regency has excel‑
lent potential tomarket it to awider area. With good and
consistent quality, grapefruit fromMagetan can compete
with similar products fromother regions. Themarketing
of pomelo oranges requires collaboration with various

parties so that pomelo oranges are distributed not only
within the local area of Magetan Regency but also out‑
side the region. This increase in market reach will open
up opportunities for local economic growth and improve
farmer welfare. To make this happen, producers need to
pay attention to the post‑harvest quality of pomelo or‑
anges. This, of course, requires proper post‑harvest ac‑
tivities and adherence to procedures [58], from harvest‑
ing to packaging [59]. Post‑harvest quality improvements,
such as selecting safe and efϐicient packaging materi‑
als, are essential to maintaining product freshness un‑
til it reaches consumers. The perishable nature of agri‑
cultural products requires more complex handling. If
post‑harvest handling is not appropriate, it will reduce
product quality. Therefore, strict supervision during the
distribution and storage process is also very necessary.
Nonetheless, even though proper post‑harvest handling
is achieved, if the distribution is still too long andwith in‑
appropriate storage space, it will also reduce the quality
of the product when it reaches consumers. For this rea‑
son, it is important for all parties involved to ensure that
thedistributionprocess is carriedoutquickly and inopti‑
mal conditions. Through collaboration with various par‑
ties, efforts to market pomelo fruit within and outside
the region will be accommodated more systematically
and targeted. This collaboration can also create more
efϐicient distribution channels and accelerate grapefruit
access to wider markets. Through collaboration, there
will be an exchange of knowledge that makes it possible
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to respond better to changes [60].

4. Conclusions
Pomelo in Magetan Regency has the potential to be

developed because it has a location that supports culti‑
vation. This condition makes Magetan Regency one of
the centers of pomelo fruit production in Indonesia. This
fruit is rarely consumedby Indonesians, but its existence
is quite sought after when the Chinese New Year celebra‑
tion season approaches. The content in it is rich in vi‑
tamin C, so the taste of this fruit tends to be sour. As a
center area, Magetan Regency strives to be able to com‑
petewith other center areas. This study analyzes the pri‑
ority strategy that can be used as a reference for deter‑
mining the marketing development strategy for pomalo
fruit. Of course, in determining the priority strategy,
there needs to be variables or criteria that can be used
as assessment attributes. This research uses ϐive crite‑
ria clusters: Managerial Capabilities, Customer Linking
Capabilities, Market Motivation Capabilities, Human Re‑
sources Assets, Reputation Assets, and one strategic al‑
ternative cluster. The results of the synthesis show that
planning (operations) management is the node priori‑
tized in the Managerial Capabilities criteria, consumer
tastes are the node prioritized in the Customer Linking
Capabilities criteria, sales promotion is the node priori‑
tized in the Market Motivation Capabilities criteria, HR
quality is the node prioritized in the Human Resources
Assets criteria, and product quality is a prioritized node
in the Reputation Assets criteria. Meanwhile, the strate‑
gic priority in marketing pomelo oranges in Magetan Re‑
gency is to increase market share with the cooperation
of various parties. Strategic steps that can be taken are
by using social media platforms. In this era of very rapid
technological development, people cannot be separated
from the internet and gadgets that are held every day.
Millions of Indonesians cannot be separated from all the
information presented through social media. They ϐind
it much easier to access information through social me‑
dia, as well as to meet their needs, both from eating and
drinking, clothing, and not least transportation access.
Likewise, shopping needs can be accessed through dig‑
ital platforms. The ease of access that is currently felt

by the community is one of the reasons for a business‑
man to expand his marketing using social media and the
features that support it. Therefore, pomelo fruit which
has not been widely consumed by the community, can
one day become one of the fruits served not only during
Chinese New Year, but also at other events or simply for
daily consumption. Thenext sequence is improvingpost‑
harvest quality, and the last is carrying out distribution
activities in the marketing process of pomelo oranges.
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