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ABSTRACT: 

This article explores the application of production differentiation strategy by women 

empowerment through local wisdom of Nasi Koco in the herritage area, Gajah Mada 

Street, Denpasar-Bali. The purpose of this article is to increase the sales of Nasi Koco by 

implementing new strategies to win the competition in similar businesses that have sprung 

up. The strategy that can be offered is a product differentiation, so that the product is 

more varied and not monotonous, that attracts consumer interest. The product 

differentiation strategy offered refers more to women's empowerment through local 

wisdom, namely making products or food variations needed for ceremonies, where as we 

know people's lives in Bali are full of a series of religious ceremonies. The study employed 

qualitative approaches using narrative research by observation, interview, and 

documentation. The result of the study base on an in-depth interview with Balinese women 

who understand Balinese traditional culture, the advice that can be given is to make 

product variations, not just Nasi Jinggo or Nasi Wrap as usual, but to make it more 

varied. Suggested variations are Nasi Tumpeng, Nasi Yasa, and Nasi Kelangi, which are 

usually used for traditional activities in Bali. 
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1. Introduction 

Introductory Nasi Koco is a name for rice wrap which is commonly called Nasi Jinggo. To distinguish this 

Nasi Jinggo from other Nasi Jinggo, it is given a unique name, namely, "Nasi Koco", of course also with a 

distinctive taste that is different from most Nasi Jinggo. Currently, Nasi Jinggo is one type of culinary that 

is not only in demand by local people but also by tourists visiting the island of Bali. Small in shape, wrapped 

in banana leaves, simple side dishes and spicy taste are the hallmarks of Nasi Jinggo. Besides the delicious 

taste, cheap price and affordable for all people, making Nasi Jinggo is the right choice for lovers. Nasi Koco 

is a food that can be consumed every day. The beginning of its appearance in Denpasar City in the 1980s 

was first sold on Jalan Gajah Mada Denpasar, which is now referred to as the herritage area. 

Ni Nyoman Puji is a business owner and the initiator of Nasi Koco, a woman who tries to improve the 

welfare of her family and the surrounding environment by entrepreneurship in the culinary field. She plays 

a role in increasing the women empowerment in the surrounding environment by inviting her to participate 

as a distributor of her Nasi Koco business. 

This is a community service activity with funding from the Dhyana Pura University Internal Grant, which 

is sustainable. The initial activity focused on using digital marketing to overcome the impact of the Covid-

19 pandemic, as a result they began to rise and achieve a very significant increase in sales, sales turnover 

increased by 65% from before at the beginning of the COVID-19 pandemic, which was able to sell an 
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average of 100 packs. per day now 165 packs per day and continues to increase, due to a wider range of 

consumers (Komalasari et al, 2021). 

But now the increase in sales of Nasi Koco is not so significant, it even tends to stagnate. This happens 

because more and more people are trying in the same field, in other words, there are many competitors. 

With so much competition in the Nasi Jinggo business, of course a change in product differentiation strategy 

is needed in dealing with and winning the competition. This is a solution offered to overcome the existing 

problems. 

 

2. Literature Review 

Nasi Koco community service project, which was started in 2020 and implemented until the time of writing, 

will be presented and analyzed using a Logical Framework Approach (LFA) refers to the process of 

analyzing a project using multiple tools, where the Logic Framework Matrix is derived as final analysis 

product. The matrix serves as a visual representation of project objectives, activities and anticipated 

outcomes, also provides a structure for defining the project components and activities and how they relate 

to one another and help to achieve results (Collins, 2015; Gegić, 2018). Following LFA formulation (Figure 

1). 

Figure 1. Logical Framework Approach (Collins, 2015) 

 

Previously, there have been many studies reporting on women's empowerment and economic development, 

that the two complement each other, especially in rural areas from various backgrounds Asian countries 

include India, Pakistan, and Indonesia (Edyono, 2018; Erfiani et al 2020; Hassan & Naz, 2020; Sharma & 

Varma, 2016). The study states that empowering women in the patriarchal community system by 

prioritizing gender equality can accelerate economic development. 

The women empowerment to improve economic status is through culinary entrepreneurship programs. This 

program was initiated because preparing food is one of the women main roles in the patriarchal community, 

so from this role it was later developed into a culinary entrepreneurship program. 

In 2020 this community service program can be said to be successful, because the digital marketing strategy 

implemented was able to increase sales of Nasi Koco and overcome the problem of declining turnover as a 

result of the COVID-19 pandemic. In 2021 this project is still continuing by proposing a new strategy, 

namely a production differentiation strategy, to overcome the problem. stagnate sales due to many 

competitors in the same industry. 

The product differentiation strategy proposed is based on local wisdom, utilizing the needs desired by the 

community when holding religious ceremonies. Besides being economically useful, it is also useful for 

preserving Balinese culture in the culinary field. 
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3. Research Method 

The study employed qualitative approaches using observation, interviews, and documentation. The result 

of the study base on an in-depth interview with Balinese women who understand Balinese traditional 

culture, the advice that can be given is to make product variations. Then it is reported by the project manager 

and implementer in the form of a logical framework of a qualitative descriptive approach by noting the 

development of women's empowerment through the realm of local wisdom and its impact on the 

development of the stakeholders economic status. 

 

4. Results and Discussion 

The author develops a matrix using a Logical Framework Approach, which describes the "Nasi Koco" 

women's empowerment program with a production differentiation strategy based on local wisdom—as 

shown in Figure 2. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2. Logical Framework Matrix of the Women Empowerment Project “Nasi Koco” 

 

Rasionales 

Through an analysis of the initial situation, the team found that after carrying out community service in 

2020, namely by developing the "Nasi Koco" brand logo and digital marketing strategy, it turned out that 

this had brought a not-so-long increase in sales. The prospect of this business makes many people join in 

selling the same culinary. So that many competitors appear in the same culinary industry, making Nasi 

Koco sales stagnant lately. Therefore, the team sees the importance of updating the strategy, namely the 

production differentiation strategy, using Balinese local wisdom to survive and win the competition. 

In the implementation of this project, there has been a paradigm shift in utilizing Balinese local wisdom, 

related to the provision of food as a means of religious ceremonies. On the seller's side there are benefits of 
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Problem Statement : Production differentiation strategy needs to be done to increase the Nasi 

Koco sales. It is recommended that women empowerment effort use local Balinese wisdom by 

making food offerings for religious ceremonies 
Goal : Empowering women using Balinese local wisdom can 

improve welfare and preserve Balinese culture 
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added economic value, while from the buyer's side it becomes very practical in preparing ceremonial 

facilities. Also from the community side can preserve Balinese culture. 

Statement of Problem and Goal 

Based on the reasons mentioned above, the team formulated the overall problem and objectives for the 

community development project through women's empowerment. The main problem that must be 

overcome is "Nasi Koco" must renew its strategy to win the competition. Bali has the potential of local 

wisdom in terms of culinary as a means of religious ceremonies that have not been fully realized. If this 

local wisdom can be used as a production differentiation strategy, women's empowerment will be able to 

improve their welfare 

Resources 

Religious ceremonies are very closely related to Balinese life and are carried out almost every day. In every 

religious ceremony, various culinary offerings are needed which are Balinese local wisdom. But 

unfortunately, because of the busyness of Balinese women today, many of whom are career women, they 

do not have enough time to prepare their own food offerings as a means of religious ceremonies. 

This can be an opportunity that can be used by "Nasi Koco" to implement a production differentiation 

strategy, by selling food that will be served during religious ceremonies. There is a wide variety of 

ceremonial food for sale. On the other hand, this can also help the community to be practical in preparing 

religious ceremonies. 

 

Activities 

Activities in this project last for 2 years: 2020 and 2021. The first year has been running with a focus on 

digital marketing strategies (Komalasari et al, 2021) and the second year that is still ongoing is a focus on 

production differentiation strategies to increase sales, economic status and welfare through empowering 

women based on local wisdom. 

In this second year, several activities were carried out. First, socializing the understanding, objectives and 

benefits of the production differentiation strategy on "Nasi Koco" with a scientific approach. Second, 

conduct socialization on women's empowerment based on local wisdom. What culinary products are needed 

as a means of religious ceremonies in Bali. Third, holding training on how to make and serve Nasi 

Tumpeng, Nasi Yasa and Nasi Kelangi in accordance with the rules of local wisdom 

 

Output 

In terms of output, this second year of community service activities made the women owners of "Nasi 

Koco" carry out a production differentiation strategy. In addition to the initial menu of Nasi Koco (specially 

wrapped rice), now they also produce Nasi Tumpeng of various sizes depending on the order, Nasi Yasa 

and Nasi Kelangi. This women's empowerment product is marketed online and offline to its consumers. 

Activities and pictures of some products can be seen in Figure 3-7. 

 

Figure 3. Ni Nyoman Puji the owner of Nasi Koco when launching the Nasi Koco logo 
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Figure 4. Nasi Koco when implementing digital marketing in the first year 

 

 

 
 

Figure 5. Implementation of the production differentiation strategy in the second year  

with the product name Nasi Tumpeng 

 

 

 

Figure 6. Implementation of the production differentiation strategy in the second year 
with the product name Nasi Yasa 
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Figure 7. Implementation of the production differentiation strategy in the second year  

with the product name Nasi Kelangi 
 

Outcome 

From the perspective of the community service program team, this project has been able to have an 

observable impact on society. In terms of social impact, women's empowerment projects are felt by Nasi 

Koco and the surrounding community as a whole. For Nasi Koco, there was a good increase in sales. For 

the local community, with the variety of products from Nasi Koco, it gives consumers many choices, and 

most importantly it really helps them to prepare for religious ceremonies that are part of the Balinese people 

daily life. Now many culinary industries are starting to look at the variety of products that Nasi Koco has. 

However, this must always be addressed properly so that it can be overcome with creativity and innovation 

in the future. If there are competitors, Nasi Koco must be able to have its own unique product that attracts 

loyal consumers to the products issued by Nasi Koco. 

 

5. Conclusion and Implications 

The women's empowerment program at Nasi Koco has been able to produce not only a wide variety of 

marketed products, and gain economic benefits from it, but has also triggered the culinary industry in the 

same field to be interested in following the steps taken by Nasi Koco in implementing a production 

differentiation strategy. In the future, it is hoped that they will be able to compete wisely to enhance each 

other's innovation and creativity in order to achieve the welfare of society as a whole. 

The theoretical contribution of this community service is that the product differentiation strategy that has 

been studied in theory can be directly applied to Nasi Koco SMEs and has real impacts and benefits. The 

managerial implication is that Nasi Koco SMEs must be able to adapt to all changes and continue to develop 

themselves if they want to exist and win the competition in the culinary industry. The next suggestion for 

community service is pay attention to improving the taste, sanitation and hygiene of Nasi Koco production. 
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