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Abstract—The competitive strategy in the poultry distribution 

corporation in Jakarta indicates low company of innovation 

management and unique capability. The objective of this 

investigation is to decide the impact of low company innovation 

management and unique capability to competitive strategy. 

Quantitative methods are used in this investigation. Population is 

the workers of the poultry distribution corporation in Jakarta 

with more than 2.000 people. Sampling technique used is 

purposive sampling with the quantity of samples of 104 people. 

Data collection technique uses questionnaires and regression 

analysis. Finding on the research results shows that there are 

positive and significant influence of innovation management on 

unique capability and positive and significant influence of 

innovation management on competitive strategy, and also the 

influence of innovation management on unique capability to 

competitive strategy. 

Keywords—competitive strategy, unique capability, 

management innovation and poultry distribution company 

I. INTRODUCTION  

In some countries, most companies realized the important 
for innovating to compete in the competition arena in the 
business world which increasingly shows a very strong rivalry 
between countries. So that Indonesia also has to make 
improvements in making the strategy, if it wants to win global 
business competition. Innovation carried out by organizations 
is often futile, because success in innovating seems so difficult 
to predict accurately [1]. Researchers have not provided a valid 
and reliable theory to make entrepreneurs feel certainly about 
the business which that the business process will be profitable 
or not [2]. 

Most innovation management literature focuses on several 
specific dimensions of innovation such as market innovation 
that lead to new customers [3], innovations in technology that 
lead to products new, or innovation management leads to new 
processes [4]. However, there are no innovations that can lead 
them to be able to produce sustainable business for their 

company [5]. The traditional model of innovation management 
companies where innovation is considered as a sequential 
process to transform product launch ideas that focus on 
technological innovation or product development [6]. The 
model does not emphasize the needs to simultaneously engage 
in technological, market and management innovations, and 
thus fails to provide an opportunity for initial validation of 
assumptions about customers embedded in business strategies 
guiding innovation initiatives [7]. 

This research focuses on the poultry industry to see how 
management of innovation and competitive strategies in the 
business. What makes the authors interested in doing research 
in this field is that consumption of animal foods tends to 
increase continuously due to the increase in population and 
income levels, the price of chicken which is relatively cheaper 
than other meats and the development of other sectors that 
support chicken farming, for example the opening of new 
restaurants, restaurants and supermarkets is increasing [8]. 
Increasingly high public awareness of nutrition fulfillment, 
increasing community needs at certain times such as wedding 
parties, and high selling prices during the fasting month, Eid al-
Fitri, Christmas, etc [9]. So that the fulfillment of animal food 
needs has encouraged the development of businesses in the 
field of chicken production [10]. 

One sector that plays a major role in the chicken business is 
the chicken distributor sector. Chicken distributor is an 
organization / business that connects suppliers (suppliers) with 
consumers, serves to integrate so that the two parties are 
synergistic and can guarantee the accuracy in the distribution of 
chicken products [11]. In the end it will cause a greater amount 
of production, compared to the number of requests. With the 
increase in the amount of production, of course it will have an 
impact on competition in seizing the market for these products 
[12]. So that causes every chicken distributor company will do 
a competitive strategy to maintain and improve the 
performance of the company. 
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In DKI Jakarta Province there are currently 1,153 chicken 
slaughterhouses, which hav a cutting capacity of 402,000 head 
/ day and 216 locations for chicken shelters, or also called 
chicken distributor companies and employees as a whole are 
more than 2,000 people spread in 5 (five) municipalities: 
Central Jakarta, East Jakarta, South Jakarta, West Jakarta, and 
North Jakarta, with a chicken holding capacity of 452,460 
chicken per day [13]. 

However, the existing studies have not specifically 
examined business units in the livestock industry, especially 
the chicken distributor business unit with a relatively 
distinctive character of capital and market sources. Therefore, 
this research will fill the literature gap. Specifically, this 
investigation will examine the effect of management 
innovation on competitive strategies through unique 
capabilities in chicken distributor companies in DKI Jakarta 
Province. 

II. LITERATURE REVIEW 

A. Innovation Management 

Company innovation is carried out in a company structure 
or a corporate innovation system consisting of human resources 
(employees) organizations, activities, resources, institutions 
and the corporate environment [14]. Employees or 
organizational members will innovate as a manifestation of 
their commitment to the company [15-17]. Actors in business 
transactions, such as customers, employees, and company 
partners, will participate in activities using company innovation 
management, by accommodating and seeking ideas or solutions 
[1]. Institutions such as financial institutions, government 
institutions, academic institutions and other companies interact 
with companies that provide resources to facilitate innovation. 
The interaction between the company and its environment is 
even more profound in the context of open innovation where 
companies not only utilize internal resources to drive 
innovation but also efforts to attract innovative ideas and 
solutions from the communities in where they operate. 

Innovation theory was pioneered by Schumpeter who 
described innovation as a "creative destruction process" where 
new products and services were continually created to replace 
the old [18]. Schumpeter sees innovation as the engine of 
economic growth and the company with entrepreneurs 
essentially as agents of economic growth. Then, David 
expanded innovation theory with his work on the diffusion of 
innovation [19]. David describes the adoption of new 
technology as a phenomenon that occurs in five phases 
(innovators, early adopters, early majority, late majority, and 
laggards) with each phase facing different users with different 
tolerance levels for innovation. User distribution follows the 
normal distribution bell shape with the final majority and final 
majority representing the main users when innovation is at the 
peak of adoption. 

B. Unique Capability 

Unique capability is defined by Makadok as a specific 
resource that is owned by the company and invested in 
increasing the productivity of other resources within the 
company [20]. Unique capabilities are the strengths and 
characteristics of the company and its exploitation efforts to 
encourage companies to create certain products that excel in 
competition in the market. Unique capabilities related to core 
capabilities are the company's superior expertise that can 
provide the greatest benefits to customers [21]. 

C. Competitive Strategy 

Business strategies related to how organizations position 
their business more competitively than other similar industries 
[22]. Another notion of competitive strategies is stated by 
Thompson et al., where the competitive strategy of a company 
relates to game planning from management to compete 
successfully, namely specific businesses to serve customers, 
strengthen market position, face maneuvers from competitors, 
respond to market conditions, and to achieve certain types of 
excellence [23]. In relation to the company's efforts to be 
competitive in its market, there are several strategies that can 
be carried out as stated by Hitt et al [24] that companies can 
choose five business strategies to build and maintain the 
company's strategic position against competitors, which 
consists of: cost of leadership, differentiation, focused cost 
leadership, focused differentiation, and integrated cost 
leadership / differentiation. 

In relation to the company's efforts to be competitive in its 
market, there are several strategies that can be carried out as 
stated by Hitt et al [24] that companies can choose five 
business strategies to build and maintain the company's 
strategic position against competitors, which consists of: cost 
of leadership, differentiation, focused cost leadership, focused 
differentiation, and integrated cost leadership / differentiation. 

III. HYPOTHESIS DEVELOPMENT 

Innovative Management is the tendency of companies to 
use and support new ideas, experiments, and creative processes 
that might succeed in introducing new products or services, 
new things or technological processes [25]. The results of the 
research showed the results that the management of 
Innovations in the typical regional restaurant business in 
Jabodetabek was able to influence the achievement of the 
company's unique capabilities, especially in the field of 
marketing. 

Based on various results of the above research, the 
hypotheses developed in this investigation are: 

H1: Management of innovation has a positive and 
significant effect on unique capabilities. 

Wang emphasizes the need to use high-quality workforce, 
inventions and results of the latest scientific research and 
technology supporting the latest innovations [26]. This 
investigation concludes that companies that are competitive 
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and quality oriented will have a culture of continuous 
innovation. The innovation management is related to the use of 
high-quality workforce and a culture of innovation. So that it 
can be said that innovation management influences the 
company's competitive strategy to be able to survive in 
business competition [26]. 

Based on various results of the above research, the 
hypotheses developed in this investigation are: 

H2: Management of innovation has a positive and 
significant effect on competitive strategies. 

Simonceska underlines that unique capabilities are the 
strengths and characteristics of the company and its 
exploitation efforts to encourage companies to create certain 
products that excel in competition in the market [27]. Unique 
capability is a superior capacity of a company that can provide 
the greatest benefits to their customers [21]. Research 
conducted by Rentala, Anand and Shaban in the Indian 
industry also supports the conclusions above. Unique capability 
plays a role in the process of determining competitive strategies 
[28]. 

Based on various results of the above research, the 
hypotheses developed in this investigation are: 

H3: Unique capability has a positive and significant effect 
on competitive strategies. 

The findings of Hsieh, Chen, Ming, related to the 
relationship between resources, unique capabilities and 
competitive strategies. Competitive strategies are designed 
based on individual specifications, consistent with human 
resource strategies, namely skill-oriented strategies and 
innovations that are the company's unique capabilities [29]. 
One investigation of the determinants of competitive strategies 
was carried out by Boasson, who conducted studies on the 
pharmaceutical industry in the US. In this investigation, 
Boasson places the characteristics and location of the company 
as a resource element that affects unique capabilities. The 
research concludes the important role of unique capabilities for 
the development of the company's competitive strategy [30]. 

Based on various results of the above research, the 
hypotheses developed in this investigation are:  

H4: Innovation management has a positive and significant 
effect for competitive strategies through unique capabilities. 

IV. METHODS 

The method used in this investigation is exploratory 
research with the data sources used in this investigation are 
primary data covering all respondents who came from chicken 
distributors in DKI Jakarta Province. The sample is chicken 
distributor executives from 38 chicken distributor companies in 
the entire DKI Jakarta Province with a total number of 104 
people from more than 2,000 people. 

The analysis method starts from looking at the 
characteristics of the data through descriptive statistics and then 

the analysis of the multivariate data analysis model includes 
factor analysis and Partial Least Square (PLS). Because of the 
limited number of samples used below 200 and the PLS model 
also does not require data that is not normally distributed [31], 
besides that this PLS model is a model that is able to explain 
complex structural models. 

The measurement instruments on the three variables in this 
investigation are for innovation management variables using 
instruments adopted from [26]. Furthermore, the instrument of 
the unique capability variable from [21] and competing 
strategy variables was adopted from [24]. To test the validity of 
the instrument used the product moment correlation formula 
proposed by Pearson [32]. Test the validity of innovation 
management variables, unique capabilities and competitive 
strategies carried out by validity test as in the table below: 

TABLE I.  OUTER LOADINGS 

  Innovation 

Management 

Unique 

Capability 

Competitive 

Strategy 

MI1 0.6693     

MI2 0.5196     

MI3 0.9761     

MI4 0.8068     

KU1   0.4102   

KU2   0.6490   

KU3   0.7592   

SB1     0.9135 

SB2     0.8297 

SB3     0.6289 

SB4     0.5597 

a. Source: 2019 Data Results 

In the table 1 above, shows the value of t-value in each 
indicator of the investigation has good validity. This is based 
on good validity criteria, where the value of the t-value of each 
item above is greater than the benchmark value t of 0.3 (t-
value> of 0.3) [33]. So, all items are declared valid. 

TABLE II.  RELIABILITY TEST RESULTS 

Variables N of 

Items  

Cronbach’s 

Alpha 

Decision 

 

Innovation 

Management 

4 0.772 Reliable 

Unique Capability 3 0.814 Reliable 

Competitive Strategy 4 0.965 Reliable 

Reliability testing is related to the consistency, accuracy, 
and predictability of a measuring instrument. According to 
Sekaran and Bougie, the basis for decision making for 
reliability testing is as follows: 

 If the Cronbach's Alpha coefficient is> 0.6, then 
Cronbach's Alpha is acceptable (reliable construct) 

 If Cronbach's Alpha <0.6 then Cronbach's Alpha is poor 
acceptable (unreliable construct) 

From the table 2 above all variables with Cronbach's Alpha 
are greater than 0.60, so the variables are considered reliable 
and this research can be continued [34]. 
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V. RESULTS AND DISCUSSION 

Verifying of the four hypotheses suggested was carried out 
using Structural Equation Modeling (SEM) with the help of 
PLS software. Hypothesis test decision making is to look at the 
results of t-value, where if the value is positive it means that 
the variable has a positive effect, while to see its significance is 
to refer to the t-statistic value between variables, if the t value 
obtained is greater than t-table amounting to 1.96, meaning that 
the effect is significant. The results of this investigation, can be 
seen table 3 below: 

TABLE III.  HYPOTHESIS TEST RESULTS 

Variables T Statistics 

(|O/STERR|) 

Innovation Management -> Unique Capability 1.9851 

Innovation Management ->  Competitive Strategy 2.8126 

Capability Unique -> Competitive Strategy 1.2619 

Innovation Management -> Unique Capabilty ->  

Competitive Strategy 

2.4162 

Source: Results of PLS Data 

In the table 3 above shows that all the influence between 
one variable to another variable shows positive values, 
including: 

 The Effect of Innovation Management on Unique 
Capability is positive and significant because the t-value 
is 1.9857 which means positive and significant because 
it is greater than the t-table of 1.96. 

 The influence of Management innovation on 
competitive strategies is positive and significant 
because the value of t-value is 2.8126 which means 
positive and significant because it is greater than t-table 
of 1.96. 

 Unique capability of influence on competitive strategies 
is positive but not significant because the value of t-
value is 1.2619 which means positive but not significant 
because it is smaller than t-table of 1.96. 

 Effect of innovation management on competitive 
strategies through unique capabilities is positive and 
significant because the value of t-value is 2.4162 which 
means positive and significant because it is greater than 
t-table of 1.96. 

VI. CONCLUSION 

The conclusion of this investigation was formulated based 
on the results of hypothesis testing. The conclusion of this 
investigation is that it proved the significant positive influence 
of innovation management on unique capabilities, then it also 
proved the positive and significant influence of management 
innovation on competitive strategies, then also proved a 
positive but not significant effect of unique capabilities on 
competitive strategies. And also proved the positive and 
significant influence of management innovation on competitive 
strategies through unique capabilities. 

VII. MANAGERIAL IMPLICATIONS 

The results of the conclusions above, will provide 
references to company leaders because the results of this 
investigation indicate that competitive strategies will be 
increased positively and significantly if the management of 
innovation by the company is high and the company's unique 
capabilities are considered. So that the company will be able to 
achieve the desired goals and can compete continuously or 
sustainable. 

VIII.  LIMITATIONS OF RESEARCH AND SUGGESTIONS 

This research was only carried out on employees of a 
chicken distributor business in Jakarta, so the results could not 
be generalized to all business industries. And this investigation 
only examines the management of innovation, competitive 
strategies, and unique capabilities, so it is necessary to try the 
development of other variables as determinants of forming 
competitive strategies, such as technology adoption and 
management of innovation [35,36]. 
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