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Abstract

Purpose: This study aimed to develop a strategic business conceptual model for large state plantations in West Java Province and Banten
Province, Indonesia. The model was built through causal relationships and interrelationships between marketing strategies and business
strategies that affect business performance on large state plantations. The plantation sector provides the largest contribution to gross
domestic product and is an important part of national food distribution efforts. Research design, data, and methodology: This study
used a literature review adapted from Pret and Logan (2019), which followed the guidelines of Tranfield et al. (2003), derived from the
Scopus website with Q1/Q2 quartiles and inclusion/exclusion criteria published from 2012 to 2021. Results: Based on a systematic
literature review approach, we constructed the strategic business conceptual model for large state plantations based on a combination of
four causal and interrelationship variables that affect business performance, namely, industry attractiveness, unique capabilities,
innovation management, and collaboration strategy. Conclusions: This research explains the relationship between industry
attractiveness variables and unique capability as independent variables that can affect business performance through collaboration
strategy and innovation management as intervening variables in the plantation sector, especially large state plantations, which have not
been found in previous studies.
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1. Introduction

Indonesia is a lower middle-income country and the
largest economy in Southeast Asia. Rapid economic growth
over the past ten years, coupled with significant government
investments in social development, transformed the lives of
millions of people and allowed the country to halve the
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number of undernourished people by 2015. Although the
country continues to make considerable progress towards
Zero Hunger, it still faces challenges in terms of limited food
access, malnutrition, gender inequality, climate change and
vulnerability to natural hazards. The COVID-19 pandemic
has further exacerbated these challenges, and reversed years
of progress in reducing poverty and food insecurity (Wood
Food Programme, 2024).
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Heeding the UN Food and Agriculture Organization’s
warnings of an “imminent” global food crisis during the
COVID-19 pandemic (and in response to pandemic-induced
food supply disruptions and shortages in Indonesia),
President of Republic Indonesia initiated his food estate
program in 2020, tasking the Ministry of Public Works and
Public Housing, the Ministry of Agriculture, and the
Ministry of Defense to manage it. Due to its perceived
importance, the central government designated the program
a “national strategic project” for 2020-24. The program
aimed to enhance domestic food security by reducing
Indonesia’s dependence on rice imports, improving the
country’s food distribution system by creating rice centres
(outside of the major rice-producing region of Java), and
increasing domestic food production (Asia Pacific
Foundation of Canada, 2023).

Regarding the distribution of agricultural products and
frequent price fluctuations, the Minister of Agriculture
provides a permanent solution to secure food in the Special
Capital Region of Jakarta. Food needs are supplied and
distributed from 10 districts in three nearby provinces. The
majority is supplied and distributed from eight districts in
West Java Province and Banten Province, which are
adjacent provinces. Meanwhile, the GRDP of the agriculture,
forestry, and fisheries business fields of West Java Province
and Banten Province is the second highest in Indonesia
(BPS-Statistics Indonesia, 2022).

Total gross domestic product (GDP) and output in many
business fields have decreased, the agriculture, forestry, and
fisheries business field has actually increased. GDP growth
over the past 5 years (2017-2021) shows an increasing trend,
but in 2020, there was a decline compared to 2019 as a result
of the responses to the COVID-19 pandemic. Only three
business sectors showed an increase, namely, agriculture,
forestry, and fisheries; communication and information; and
health services and social activities. The plantation sector is
the largest contributor to the agriculture, forestry, and
fisheries sector (BPS-Statistics Indonesia, 2022).

State-owned plantations, commonly referred to as large
state plantations, are widely spread from Aceh to Maluku,
each of which has a performance record. According to Best
(2013), performance calculations can be done based on
financial calculations. The financial performance of large
state plantations on Java Island tends to be loss making.
Sales in West Java Province and Banten Province were
higher than in Central Java Province, but those areas’
financial performance has shown a loss for the last 5 years
(2017-2021), namely (Rp. Million), -83,596; 1,842,626; -
458,142; -530,887; and -482,746. The profitable financial
performance in 2018 was not due to operational
performance but other income, namely, the increase in asset
value, the difference of which was recognized as income
(Holding Nusantara Plantation, 2017-2021).

The annual financial performance of large state
plantations on Java Island in 2017-2021 thus was negative,
but this contradicts the distribution of total GRDP for the
agriculture, forestry, and fisheries business field during
2017-2021, which was dominated by Java, based on data
from the BPS-Statistics Indonesia in 2022.

The described condition shows an interesting
phenomenon wherein the majority of food needs for Jakarta
Special Capital Reginal Province are supplied and
distributed from West Java Province and Banten Province
while business performance on large state plantations in
West Java Province and Banten Province showed a loss,
which means that they were unable to take advantage of
existing opportunities. This results in high demands to
improve business performance on large state plantations in
West Java Province and Banten Province. According to Hitt
et al. (2017), the strategic management process is a series of
commitments, decisions, and actions needed by companies
to achieve strategic competitiveness and obtain above-
average rates of return. We developed a strategic business
conceptual model of large state plantations in West Java
Province and Banten Province, Indonesia, which was also a
research agenda. The model was built through causal
relationships and linkages between marketing strategies and
business strategies that affect business performance on large
state plantations.

2. Literature Review
2.1. Business Performance

In research from Firman et al. (2020), company
performance is basically an achievement made by a business
organization that can be seen from the results. Performance
is the result of work that can be completed by a person or
group of people in an organization while adhering to their
respective authorities and responsibilities, in order to realize
the objectives of the organization concerned.

Company performance reflects the ratios used to
evaluate strategies by comparing company performance
from various periods, comparing company performance
with competitor performance, and comparing company
performance with industry averages. Some of the financial
ratios used include return on investment (ROI), return on
equity (ROE), profit margin, market share, debt to equity,
earnings per share, sales growth, and asset growth (David,
2011).

Best (2013) argued that it is not objective to calculate
company performance only by using financial calculations,
such as sales, revenue, net income, return on sales, return on
assets, and assets as a percentage of sales. According to
Kaplan and Norton (1998), execution performance is
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measured through financial aspects, customer aspects,
internal business processes, and learning and growth aspects,
known as the Balanced Scorecard (BSC). Although the
original BSC structure mostly relied on the financial point
of view to measure the company’s success, it also included
three other perspectives: customers, internal business
processes, and learning and growth (Kaplan, 2009).

In this study, business performance refers to Kaplan and
Norton (1998) and Kaplan (2009) using four dimensions: (1)
financial aspects, (2) customer aspects, (3) internal business
processes, and (4) learning and growth.

2.2. Theories Relating to Business Performance

Business performance can be measured through
marketing performance (Hubbard et al., 2011). Companies
use business strategies to develop competitive advantages
that can contribute to a successful position in the market
(Hitt et al., 2017). This concept suggests that marketing and
business strategies will strive to achieve positive business
performance.

Marketing strategy according to Kotler (1997) is the way
in which the marketing function organizes its activities to
achieve profitable sales growth at the level of the marketing
mix. In the latest developments, Kotler et al. (2022) revealed
that today’s market is very different from the conditions
even 10 years ago, with new marketing behaviors and
opportunities and challenges that continue to grow.

Ukaj et al. (2020) in their research stated that managers
need to realize the company's "opportunities" and "risks" in
the market in a timely manner, and they must continuously
evaluate the level and impact of competitive activities.
Marketing strategy should be the basis for determining the
market position and position of the company. E-business has
a future in the market. Indeed, the current market is
characterized by the presence of e-commerce, including
online shopping to meet the demand of customers who may
prefer that to shopping physically (offline shopping). This
also stimulates manufacturers to accelerate product
distribution and open business opportunities as distributors/
wholesalers and logistics businesses (delivery services) for
product distribution, so innovation and collaboration are
needed to generate business synergies. Kotler et al. (2022, p.
69) stated, “Innovation in marketing is critical.” This
statement emphasizes the importance of innovation in
marketing.

The process of identifying the market and customer
needs for a product is crucial so that the product can be
accepted by the market and meet the needs of its customers
through product distribution. For this reason, companies
need to look at industry attractiveness to assess the extent of
a product’s market power, the level of competition, and the
market access for consumers (Best, 2013) so that companies

are able to make the right products and distribute products
properly.

Business strategy is an organizational activity to position
a business to be more competitive than its competitors in
similar industries (Hubbard et al., 2011). The essence of
strategy is opportunity divided by capacity; an opportunity
has no value unless the company has the capacity (i.e.,
resources) to take advantage of the opportunity (Wheelen et
al., 2018). Resources and capabilities must be continuously
strengthened and maintained to bolster their competitive
strength and may need to be expanded and deepened so that
companies can position themselves to pursue emerging
market opportunities (Thompson et al., 2018).

Business strategy also includes competitive strategy and
cooperation strategy. As the external environment changes
and becomes more uncertain, some companies
simultaneously compete and cooperate with their
competitors. Companies can cooperate to achieve efficiency
in some areas, but at the same time, companies also try to
differentiate themselves for competitive purposes (Wheelen
et al., 2018). This illustrates the need to implement a
collaboration strategy in relation to business strategy.

From the theoretical review above, the management
theoretical framework underlying this research included
marketing strategy theory and business strategy theory. The
derivatives of marketing strategy theory are categorized into
variables of industry attractiveness and innovation
management, and the derivatives of business strategy are
categorized into variables of wunique capability and
collaboration strategy while business performance is
derived from both theories (marketing strategy and business
strategy).

2.2.1. Industry Attractiveness

According to Wheelen et al. (2018), an industry is
defined as a set of businesses that provide comparable goods
or services to meet market demand. The sales size and profit
potential of a particular market segment form the
attractiveness of the industry. Sukoroto et al. (2020) in their
research said that market attractiveness can also be
described as industry attractiveness. Market attractiveness
describes how difficult or easy it is for a company to
compete in the market and win market share.

Walker and Mullins (2013), the factors that measure
market attractiveness, namely, customer behavior and needs,
market size, market growth rate, and macro trends including
demographic, sociocultural, economic, political/legal,
technological, and natural. GleiBner et al. (2013) measured
market attractiveness with dimensions consisting of market
growth, customers, market potential, competition, price,
barriers, and similarity. According to Best (2013),
attractiveness assessment is an assessment of market
demand, competition intensity, and market access.
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Based on the synthesis of several concepts about
industry attractiveness, in this study, we referred to Best
(2013) to develop the definition of industry attractiveness.
So, the construct of industrial attractiveness is a set of
measures of industrial conditions and potential using the
following dimensions: (1) market demand, (2) competitive
intensity, and (3) market access.

2.2.2. Unique Capability

A company’s strengths and characteristics are shaped by
its resources. According to David (2011), in order for a
company’s resources to become valuable, they must be rare,
hard to imitate, and not easily substitutable.

Based on the resource-based view (RBV), according to
Pearce and Robinson (2015), basically each company is not
the same because it has a unique set of resources, namely,
tangible assets, intangible assets, and organizational
capabilities to maximize the benefits of these assets.
Tangible assets are the assets that can be easily identified,
which can be found in the company’s balance sheet.
Intangible assets are other company assets that are difficult
to touch and also difficult to see but are important for
generating competitive advantage. Finally, organizational
capability is the set of capabilities in combining assets,
human resources, and processes to convert inputs into
outputs.

Based on the synthesis of several concepts about unique
capability, in this study, we defined unique capability via
reference to Pearce and Robinson (2015) and Hitt et al.
(2017): Unique capability is a set of unique resources using
tangible assets, intangible assets, and organizational
capability.

2.2.3. Innovation Management

Scholten and Scholten (2012), innovation management
refers to the activities of planning, implementing, regulating,
and controlling systematic organizational innovation
activities with the aim of realizing innovative ideas
efficiently and effectively. Tidd and Bessant (2013) argued
that innovation begins with the ability to see the relationship
in turning opportunities into excellence. Bassiti and Ajhoun
(2013) , innovation is a series of processes that are carried
out and started by receiving ideas from employees, which
are then evaluated to formulate ideas that have great
potential to add value to the organization.

According to the OECD and Eurostat (2018), innovation
is the application of new or significantly improved products
(goods or services) or processes, new marketing methods, or
new organizational methods in business practices,
workplace organization, or external relations. Atalay et al.
(2013) stated that the concept of innovation is based on four
types of innovation from the OECD and Eurostat, namely,
organizational innovation, marketing innovation, product

innovation, and process innovation. The same indicators
were used by Kafetzopoulos and Psomas (2015) who
suggested that innovation capabilities could be measured by
the same four dimensions.

Based on the synthesis of several concepts about
innovation and innovation management, in this study, we
defined innovation management by referring to the OECD
and Eurostat (2018) definition used in previous studies by
Atalay et al. (2013) and Kafetzopoulos and Psomas (2015).
Thus, innovation management is the process of developing
innovation in the company using dimensions product
innovation, process innovation, marketing innovation, and
organizational innovation.

2.2.4. Collaboration Strategy

Cravens and Piercy (2013) stated that collaboration is an
activity in working with other parties (stakeholders), which
is both a vertical (i.e., relations with suppliers and customers)
and horizontal relationship (i.e., lateral and internal
partnerships). Hoffmann (2007) revealed that strategic
collaboration is derived from business strategy and
determines the overall goals of business unit alliances (e.g.,
developing new technologies or entering new markets) and
the configuration of portfolio business alliances. It is
possible to identify development paths within a
homogeneous portfolio (i.e., the same sector) created by a
for-profit company based on the strategies used by the
company in dealing with a complex environment. This
portfolio includes supplier partnerships, complementary
partnerships, customer partnerships, and competitor
partnerships.

Based on the synthesis of several concepts regarding
collaboration strategy, in this study, we defined
collaboration strategy based on the work of Hoffmann
(2007). Thus, collaboration strategy is a business strategy to
determine all business unit alliance goals and configure
portfolio business alliances using the dimensions
collaboration ~ with  suppliers, collaboration  with
complementary partners, collaboration with customers, and
collaboration with competitors.

3. Research Methods and Materials

Although it continues to be fragmented and
interdisciplinary, knowledge production in the field of
business research is accelerating quickly. This makes it
challenging to stay on the cutting edge of research, to remain
current with best practices, and to evaluate the body of
evidence in a given field of business research. Because of this,
conducting a literature review as a research approach is more
important than ever. Traditional literature evaluations
frequently lack rigor and completeness and are carried out
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haphazardly rather than in accordance with a predetermined
process. Therefore, conducting a literature review is often the
start of any new research project and is a relevant research
method on its own.

A literature review can be described as a more or less
systematic way of collecting and synthesizing previous
research (Baumeister and Leary, 1997; Tranfield et al., 2003).
A well-conducted literature review can create a firm platform
for advancing theory development, practice, or policy
(Webster and Watson, 2002). A literature review, in principle,
may answer research topics with a power inaccessible to any
one study by synthesizing data and viewpoints from a
collection of studies. A review can also help provide structure
and order in fields or areas where the research is disparate
and interdisciplinary. Furthermore, a literature review is an
effective method of synthesizing study findings to present
evidence at a meta-level and to identify areas where
additional research is needed, which is an important
component in developing theoretical frameworks and
conceptual models (Tranfield et al., 2003).

Systematic review is at the center of pragmatic
management research, which seeks to benefit both academic
and practitioner populations. A review of the literature is an
essential component of every research undertaking. The
literature-review process is also an important tool in
management research because it is utilized to manage the
diversity of information for a given academic enquiry
(Tranfield et al., 2003).

This study employed a systematic literature review (SLR)
approach adapted from Pret and Cogan (2019), which
followed the guidelines of Tranfield et al. (2003). We
performed the steps in Figure 1 to systematically analyze the
previous research by looking for interrelationships among
variables derived from theories and research articles that
evaluate business performance sourced from Scopus-
indexed journals, using inclusion/exclusion criteria.

Apply exclusion criteria:
e  does not include study literature review articles
e does not include qualitative articles
e does not include articles that are not in English
e does not include moderating variable
e does not include nonsignificant findings

Validating search research:

Conduct an independent search of the literature that influences
business performance using Scopus in journals with high
percentile of results on the subjects of management, business,
and accounting (miscellaneous) and compare the findings with
theories relating to business performance

Coding:
Article A

Coding:
Article B

Coding:
Article -n

STEP 3

Validating search research:
Cross-checking coding results
Revisiting articles for recoding

Set research objectives:
Identify previous research by looking for interrelationship
among variables derived from theories and research articles
that evaluate business performance

STEP 1

Define conceptual boundaries:
Define business performance and variables from theories
relating to business performance

Apply inclusion criteria:

Period:
2012-2021

Search terms:
influence on
business
performance

Search limit:
Scopus-indexed
journals; Q1 and Q2;
open-access journals;
journals with high
percentile of results on
the subjects of
management, business,
and accounting
(miscellaneous)

STEP 2

Source: Adapted from Pret and Cogan (2019)
Figure 1: Systematic Literature Review (SLR) in This Study

Figure 1 shows the SLR that we carried out as follows:

Step 1

1. Determining research objectives, which we discussed in
Section 1, namely, business performance. From this, we
sought journals in the areas of business, management,
and accounting (miscellaneous).

2. Conducting the literature review in which we defined
business performance and variables related to business
performance synthesized from several theories and then
determined constructs, dimensions, and indicators.

Step 2
1. Applying inclusion criteria. We searched for articles
directly using Scopus, which is an open-access journal,
quartile 1 (Q1) and quartile 2 (Q2), and uses high-
percentile journals on the subjects of business,
management, and accounting (miscellaneous). We used
a search theme “influence on business performance” and
reviewed the literature for the last 10 years (2012-2021).
2. Applying exclusion criteria, which are exceptions that
are not included in the terms and conditions, namely, the
following:
- Nonempirical
By integrating findings and perspectives from many
empirical findings, literature reviews can answer
research questions with strengths that a single study
lacks (Snyder, 2019).
- Nonquantitative
The approach to sample characteristics in a systematic
literature review is to use quantitative articles (Snyder,
2019).
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- Non-English
This criterion was necessary due to language
limitations in reading and understanding languages
other than English and very few published articles.
- Nonmediating
Mediation analysis is one of the most straightforward
approaches to examine the individual and holistic
relationships among research study variables (Cohen,
1988; Hair et al., 2013).
- Nonsignificant findings
Focuses on previous research that examines direct
relationships and provides strong evidence in terms of
the relationship or influence under study. The approach
to example collaboration in a systematic literature
review is to use evidence of influence (Snyder, 2019).
3. Validation of search results, in which we selected articles
and ensured they were relevant to the research objectives
and applied theories that affect business performance so
that articles we found matched the specified criteria.

The results of the validation showed that there were
articles that matched the criteria in Step 1 and Step 2, as
shown in Table 1.

Table 1: Results of Steps 1 and 2 of Systematic Literature
Review (SLR)

Criteria Results

Journals | Articles

Step 1

Subject: business, management, and

accounting (miscellaneous)

All journals 187 39,576

Step 2

Open-access journal 38 8,645

f f ila- st i

e seore onesverter Tavarle | gg | agte

Journals with the highest percentile of

results on the subjects of business, 6 3.458

management, and accounting
(miscellaneous)

Non-SLR (only article), English 6 2,975

Article terms include “influence on

business performance” 6 1,314

Cover period 2012-2021 6 865

Open-access journal articles with
highest percentile of results for business,
management, and accounting

(miscellaneous) with exclusion criteria

From the final six journals, we applied inclusion and
exclusion criteria and validation so that 23 articles were
found, as shown in Figure 2.

Journal of Business Economics and _
Management

Journal of Applied Structural Equation -
Modeling

International Journal of Industrial o
Engineering and Management

Innovation and Management Review |

Cogent Business and Management - | NN

Australasian Journal of Information -
Systems

0o 1 2 3 4 5 6 7 8 9 10 11
Figure 2: Distribution of Publication Articles per Journal

The distribution of article publications across the years
2012-2021 is shown in Figure 3.

Sum of 2021
Sum of 2020 |
Sum of 2019

Sum of 2018
Sum of 2017 |
Sum of 2016

Sum of 2015  —
Sum of 2014

Sum of 2013 |
Sumof 2012  —

0 2 4 6 8 10

Figure 3: Distribution of Published Articles per Year

Step 3

Finally, in Step 3, we filtered articles from the previous
step by analyzing each document’s content based on a
predetermined classification scheme or coding based on a
combination of four causal and interrelated variables that
affect business performance: industry attractiveness, unique
capability, innovation management, and collaboration
strategy.

For this coding, we first examined the relationship of the
variables to business performance. Secondly, we examined
the relationship among the variables themselves. Finally, we
examined the interrelationships among the variables and
business performance.

4. Results and Discussion
From the search for previous research according to the

coding carried out in Step 3, we compiled the
interrelationship.
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4.1. Interrelationship of Industry Attractiveness,
Unique Capability, Innovation Management,
Collaboration Strategy, and Business Performance

Fernandez-Olmos and Diez-Vial (2015), the export
channel suitability variable was significantly related to
export performance. Udayana et al. (2021) pointed out that
integrated marketing communication, customer bonding
capabilities, relational capital, and adequate marketing
information affected marketing performance.

Aziz and Omar (2013) argued knowledge and common
vision (learning orientation) were important factors in
improving business performance among small and medium
enterprises (SMEs). Gul and Ellahi (2021), investment in
data analysis increased bank productivity by 10%. Khan et
al. (2021) found there was a positive relationship between
entrepreneurial orientation and performance. Owusu (2017)
indicated that business intelligence systems had a significant
positive effect on learning and growth, internal processes,
and bank customer performance.

Xu and Liu (2020) argued that financial performance as
strongly related to intellectual capacity; that is, investment
in intangible assets embodied in intellectual capacity could
systematically contribute to the improvement of corporate
profitability and corporate profits over time, and
manufacturing companies that were more intensive in terms
of intangible assets showed superior financial performance
than companies that were less intensive in terms of
intangible assets. Jerman and Zavrs$nik (2012), the positive
impact of marketing communication effectiveness on
organizational performance in the case of Slovenian
companies.

Maziriri (2020) found green packaging and green
advertising had a positive influence on competitive
advantage and business performance. Also, Makate et al.
(2019), entreprencurial innovation improved firm
performance. Cheun et al. (2012) found that innovation was
the most important dimension of organizational culture in
terms of organizational performance. Vasconcelos and
Oliveria (2018) identified two prominent dimensions of
innovation related to firm performance, namely, brand and
customer experience, which likely significantly contributed
to firm performance.

Makhitha (2019) found that small retailers who shared
information with suppliers and engaged in different types of
relationships such as long-term relationships, collaborative
relationships, and transactional relationships could affect
small retailer performance. Golonka and Rzadca (2013), in
the global information and communication technologies
(ICT) industry, strong alliances could improve performance
more than weak alliances.

Su et al. (2020), corporate social responsibility (CSR)
practices on business and financial stakeholders (BFS) had

a positive effect on a company’s financial performance

because meeting stakeholder expectations could foster a

conducive business environment and help companies

achieve excellent financial performance. Bi et al. (2015)

found that information technology (IT) integration was

positively related to activity integration, wherein IT
integration indicated that the company had up-to-date
information systems, and activity integration meant that the
company  actively  collaborated  with  business
partners/suppliers.

Based on the theories used, we noted the following:

(1) Udayana et al. (2021) conducted research on three
variables (industry attractiveness, unique capability,
collaboration strategy).

(2) Other researchers only conducted research on one
variable. Fernandez-Olmos and Diez-Vial (2015) used
the industry attractiveness variable. Aziz and Omar
(2013), Gul and Ellahi (2021), Khan et al. (2021),
Owusu (2017), Xu and Liu (2020), and Jerman and
Zavrsnik (2012) used the unique capability variable.
Maziriri (2020), Makate et al. (2019), Cheun et al.
(2012), and Vasconcelos and Oliveria (2018) used
innovation management variables. Makhitha (2019),
Golonka and Rzadca (2013), Su et al. (2020), and Bi et
al. (2015) used collaboration strategy variables.

This previous research shows that each variable of
marketing strategy and business strategy has an influence on
business performance.

4.2, Interrelationship Among Industry
Attractiveness, Unique Capability, Innovation
Management, and Collaboration Strategy

Aziz and Omar (2013) found that market orientation,
learning orientation, and internet marketing orientation had
a direct influence on innovation. Jiang et al. (2021), the more
company founders participated in research and development
(R&D) activities and the more central they were in the R&D
network, the better the company’s technological innovation
performance was.

Srisathan et al. (2020), organizational sustainability
significantly intervened in the interaction of organizational
culture and open innovation performance. Their results also
showed a significant effect of organizational culture on
organizational sustainability wherein cultural characteristics
maintained core business competencies in terms of
marketing, operations, customer orientation, capital
management, and monitoring and evaluation for
sustainability. Chu et al. (2014) identified 10 dimensions of
typical national innovation-system performance and their
relationship with knowledge-management functions.

Udayana et al. (2021) found relational capital, adequate
marketing  information, and integrated marketing
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communication were the variables that had the most
significant positive effect on customer-bonding capabilities.
Bi et al. (2015), IT integration was positively related to
activity integration, wherein IT integration in the study
meant the company had integrated web applications
covering different functional areas and shared databases for
various applications, which showed that the company had an
up-to-date information system. Activity integration meant
the company collaborated actively in forecasting and
demand planning with business partners/suppliers.
Based on the theories used, we noted the following:

(1) Udayana et al. (2021) conducted research on two
variables (industry attractiveness, unique capability).
(2) Other researchers only conducted research on one
variable (industry attractiveness or unique capability)
that affects each of the two wvariables (innovation
management and collaboration strategy). Aziz and
Omar (2013) used the industry attractiveness variable
that affect innovation management. Jiang et al. (2021),
Srisathan et al. (2020), and Chu et al. (2014) used unique
capability variables that affect innovation management.
Bi et al. (2015) used unique capability variables that

affect the collaboration strategy.
This previous research shows that marketing strategy
and business strategy influence each other.

4.3. Interrelationship of Industry Attractiveness, Unique
Capability, Innovation Management, and Collaboration
Strategy to Business Performance

Wang et al. (2017), marketing implementation mediated
the effect of information-related export promotion programs
on export performance. Marketing implementation included
an export marketing strategy, which was an innovation, and
information-related export promotion programs that
included provision of marketing information. Kearney et al.
(2013) found that corporate entrepreneurship partially
mediated the relationship between dynamism and
performance. They described entrepreneurship as enterprise,
renewal, innovation, risk-taking, and proactivity; dynamism
as continuous perceived instability in the firm’s market; and
performance as growth and profitability.

Sheikh et al. (2018), the use of e-marketing mediated the
relationship between top management support and financial
performance. Agyapong et al. (2017) also found that
innovation partially mediated the relationship between
social capital and performance. Mijatovi¢ et al. (2020)
revealed that investments in human resources followed by
the application of digital technologies allowed for greater
flexibility of production systems, thereby increasing the
competitiveness and sustainability of manufacturing
companies that follow this trend.

Luiz Dos Santos and Vieira Marinho (2018) found a

relationship among entrepreneurial orientation, marketing
capabilities, and business performance in the Santa Catarina
supermarket industry, and this relationship was significant
and positive. Udayana et al. (2021), relational capital
affected marketing performance through the intervening
variable of customer-bonding ability. Bi et al. (2015) argued
that information technology (IT) capability development
contributed to the performance of fast-growing small and
medium enterprises (SMEs) through increased partnership
activities among companies. This research also highlighted
the role of IT in business-value creation and the ways in
which IT is used by fast-growing SMEs to grow core
business competencies when partnering activities are the
intermediary.

The previous research shows that each variable of
marketing strategy and business strategy, namely,
innovation management and collaboration strategy, has a
mediating/intervening effect on business performance:

(1) Wang et al. (2017) and Kearney et al. (2013) used
innovation management with the independent variable
of industry attractiveness.

(2) Sheikh et al. (2018), Agyapong et al. (2017), Mijatovi¢
et al. (2020), and Luiz Dos Santos and Vieira Marinho
(2018) used innovation management with the
independent variable of unique capability.

(3) Udayana et al. (2021) used a collaboration strategy with
the independent variable of industry attractiveness.

(4) Bi et al. (2015) used a collaboration strategy with the
independent variable of unique capability.

Previous research explained the interrelationships
among variables were the result of a systematic literature

review, the summary of which can be seen in Table 2.

Table 2: Interrelationship of Variables

Researchers Interrelationships

Effect of industry
attractiveness on business
performance

Fernandez-Olmos and Diez-Vial
(2015), Udayana et al. (2021)

Aziz and Omar (2013), Gul and
Ellahi (2021), Khan et al. (2021),
Owusu (2017), Xu and Liu (2020),
Jerman and Zavrsnik (2012),
Udayana et al. (2021)

Effect of unique capabilities
on business performance

Magziriri (2020), Makate et al.
(2019), Cheun et al. (2012),
Vasconcelos & Oliveria (2018)

Effect of innovation
management on business
performance

Makhitha (2019), Golonka and
Rzadca (2013), Su et al. (2020),
Udayana et al. (2021),

Bi et al. (2015)

Effect of collaboration strategy
on business performance

Effect of industry
attractiveness on innovation
management

Aziz and Omar (2013)

Jiang et al. (2021), Srisathan et al. | Effect of unique capabilities
(2020), Chu et al. (2014) on innovation management
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Researchers Interrelationships

Effect of industry
attractiveness on
collaboration strategy

Udayana et al. (2021)

Udayana et al. (2021),
Bi et al. (2015)

Effect of unique capabilities
on collaboration strategy

Mediating role of innovation
management in the
relationship between industry
attractiveness and business
performance

Wang et al. (2017),
Kearney et al. (2013)

Mediating role of innovation
management in the
relationship between unique
capabilities and business
performance

Sheikh et al. (2018), Agyapong et
al. (2017), Luiz Dos Santos and
Vieira Marinho (2018)

Mediating role of collaborative
strategy in the relationship
between industry
attractiveness and business
performance

Udayana et al. (2021)

Mediating role of collaborative
strategy in the relationship
between unique capability and
business performance

Bi et al. (2015)

Previous research explained the interrelationships of
variables, but no research has been found that examined all
these variables in one study. Past analyses were generally
carried out in the areas of manufacturing, construction,
wholesale and retail trade, transportation and warehousing,
information and communication, financial and insurance,
business, government administration, education, human
health and social work, and other services. No research has
been found in the plantation industry, especially state-owned
plantations.

5. Proposed Model

The absence of research addressing the four interrelated
causal variables (industry attractiveness, unique capability,
innovation management, collaboration strategy) that affect
business performance together in one study and/or previous
research in the plantation sector, especially state-owned
plantations, may be due to our lack of thoroughness or the
inclusion and exclusion criteria we used. However, we argue
that research in the plantation sector is urgently needed
because plantations play an important role in supplying
human food needs. Plantations are the main source of food
production for food crops, fruits, vegetables, and other
agricultural commodities.

National food distribution is an effort to ensure adequate
and sustainable food supplies, and plantations directly
contribute to the fulfillment of basic human needs.
According to Maslow (1943) in his theory of basic human
needs, food fulfillment is a physiological need, which is a
need that is directly related to the physical or human body

and thus is the most important need. In fact, the fulfillment
of food needs is one of the sovereignties of the state because
it is directly related to food security, so the state argues that
it must regulate national food distribution.

This SLR contains the scope of the study by offering a
strategic business conceptual model of large state
plantations in West Java Province and Banten Province of
Indonesia that builds on a combination of four causal and
interrelated variables that affect business performance:
industry attractiveness, capability uniqueness, innovation
management, and collaboration strategy. Furthermore, the
model presents an agenda for future research, as shown in
Figure 4.

+

INDUSTRY INNOVATION
ATTRACTIVENESS MANAGEMENT

<+
<

BUSINESS PERFORMANCE

UNIQUE COLLABORATION
CAPABILITIY STRATEGY

<
<

Figure 4: A Strategic Business Conceptual Model

6. Conclusions and Suggestions

Indonesia used to be known as a producer and supplier
of spices, until it was eventually controlled by the Dutch
government that then regulated the world distribution of
spices. The Dutch then shifted their focus to other
agricultural products based on plantation companies and
regulated production, supply, and distribution. Dutch control
ended when Indonesia became independent, and the
plantation companies were taken over by the Indonesian
government and became state-owned plantations.

The need for food became a national food security
program, which is a government work program in the
framework of national food distribution. The basic human
need for food should be an opportunity for large state-owned
plantations to improve business performance.

By reviewing the current relevant literature, we
identified theories and previous research findings that
provided a conceptual model for the research agenda. The
conceptual model combined variables from marketing
strategy and business strategy, namely, industry
attractiveness, unique capabilities, innovation management,
collaboration strategy, and business performance. The
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variables of industry attractiveness, unique capabilities,
innovation management, and collaboration strategy were
considered as independent variables that can affect business
performance, which we considered as the dependent
variable. The variables of innovation management and
collaboration strategy can also be intervening variables in
the relationship of the influence of industry attractiveness
and unique capabilities on business performance.

Per Usman et al. (2022), the ultimate goal of an SLR is
to find research gaps as the basis for a further research
agenda. From our search for previous articles related to
business performance, we found no research that used all of
these variables in one study and focused solely on
plantations, especially state-owned plantations. This became
a research gap, which we then used as a research agenda that
was different from previous studies and showed that this
research agenda could serve as empirical knowledge about
business performance in the plantation sector.

However, our accuracy and results were limited by the
research criteria used. Nonetheless, we expect that this
research agenda can provide input for the conceptual model
of strategic business for all practitioners and management
and stakeholders in large state plantations in West Java
Province and Banten Province and can be useful for all
interested parties to implement and develop strategic
management in relation to existing opportunities,
specifically with respect to this paper’s initial topic of food
distribution related to plantation business performance.

Research conducted on business performance in the
plantation sector, especially on state-owned plantations, is
still very limited. In this SLR, our theoretical basis was
marketing strategy and business strategy, so it is still
possible that there are different theoretical foundations that
affect business performance and that were not included in
this research agenda. The initial concept used was the
contribution of the plantation sector in agriculture, forestry,
and fisheries to the GDP and national food distribution,
which was then linked to the business performance of state-
owned plantations. We suggest that variables from other
theories that influence business performance and are related
to food distribution can be alternatives used in the next
research agenda in the plantation sector, especially in state-
owned plantations.
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