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Abstract: This study aims to identify and analyze the factors that influence the appropriate alterna-
tive strategies, and priority strategies for the development of micro businesses in the culinary tour-
ism area. This research uses descriptive qualitative method by collecting data through interviews.
Data were analyzed using three stages of strategy formulation: input stage, matching stage, and
decision stage. This study found that the factors that influence the development of micro businesses
in culinary tourism areas are varied products, low managerial ability of business owners, techno-
logical and information development, and changes in lifestyle and people’s interest in culinary
products. Second, appropriate alternative strategies are to increase production capacity, maintain
affordable product prices, provide adequate supporting facilities, take management training for
business owners, conduct simple financial records, increase marketing through digital marketing,
collaborate with suppliers of raw materials, and improve product quality and innovation. Third, a
priority strategy in developing micro businesses in the culinary tourism area is to improve product
quality and innovation.
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INTRODUCTION

Micro, Small and Medium Enterprises
(MSMEs) are the backbone of the popular
economic system and they have a very impor-
tant role for the Indonesian economy. The con-
tribution of MSMEs in employment, the forma-
tion of Gross Domestic Product (GDP), equi-
table distribution of development results, and
poverty alleviation in Indonesia are real ex-
amples of contributions from Micro, Small and
Medium Enterprises (MSMEs).

In 2013, MSMEs contributed 57.56 per-
cent to the National Gross Domestic Product
(GDP) and increased employment rates by 96.99
percent of the total workforce in Indonesia.
MSMEs also make a large contribution to na-

tional foreign exchange through non-oil and gas
exports 15.68 percent of the total value of
national non-oil and gas exports (Ministry of
Cooperatives and MSMEs, 2013).

MSME is one of the driving forces to
improve the national and regional economy.
Therefore, UMKM must be developed continu-
ously. The culinary industry is one of the busi-
nesses that are in great demand by the people
of Indonesia and this industry has contributed
significantly to the Indonesian economy. Based
on data from the Survey of the Creative
Economy Agency (Bekraf) and BPS, the culinary
subsector has dominated the creative economy
sector by contributing to the GDP of 41.69% of
the total GDP of the creative economy in 2015.
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The contribution is equal to Rp. 852.24 trillion
(Indonesian Creative Economy Agency, 2017).

To develop a culinary business, business
people must run innovation and creativity. There-
fore, choosing the right strategy is needed. In
determining the right strategy, the government
and related parties must have a clear reference:
the factors that influence the performance of
micro businesses both internal and external
factors. The right business development strat-
egy is expected to make the MSME empower-
ment program more effectively and on target.

This study aims to analyze the internal and
external factors that influence the development
of micro businesses in culinary tourism areas,
formulate appropriate alternative strategies, and
identify strategies that must be prioritized for
developing micro businesses.

METHOD

This research uses a qualitative approach.
This method is used to provide a true picture of
the situation of microenterprise in the culinary
tourism area of   Tomohon City, North Sulawesi
Province, Indonesia. In addition, this study aims
to explore both internal and external factors
that affect the performance of micro businesses
in the culinary tourism area, and formulate
alternative strategies to develop these micro
businesses.

The data analysis technique used in this
study is a business environment analysis tech-
nique with three stages of strategy formulation,
namely the input stage, matching stage and
decision stage (David, 2011). Internal Factor
Evaluation (IFE) matrix, External Factor Evalu-
ation (EFE) matrix, SWOT analysis and Quan-
titative Strategy Planning Matrix (QSPM) are
the analytical tools of this study.

At the input stage, information is collected
to identify internal and external factors of
microbusiness using the IFE (Internal Factors
Evaluation) matrix and EFE (External Factors
Evaluation) matrix. Each factor is then weighted
between 0.0 (not important) to 1.0 (very impor-
tant) based on the relative importance of each
factor to the success of the business. Further-
more, a rating of 1 to 4 is given for each factor.
In the IFE matrix, a rating is also given to the
business profile. For example, a value of 4 is
given to major strengths, 3 for minor strengths,
2 for minor weaknesses, and 1 for major weak-
nesses. Related to the EFE matrix, the rating is
given based on the effectiveness of the micro
business strategy which is temporarily carried
out in response to external strategic factors. A
value of 4 will be given to the factor if the
strategy is able to respond very well to the
opportunities and threats that exist. A value of
3 is if the response is good or above average. A
value of 2 is given to the factor if the response
is considered sufficient. A value of 1 is given if
the response to opportunities and threats is not
good.

In the matching stage, this study uses a
SWOT matrix analysis tool that aims to system-
atically determine the right alternative strategy
for the development of micro businesses in the
Tomohon City culinary tourism area. The strat-
egy is expected to maximize strengths and op-
portunities while minimizing weaknesses and
threats. This matrix produces four types of
strategies, the S-O strategy, which is a strategy
to optimize the power to seize opportunities.
W-O’s strategy is to take advantage of opportu-
nities while minimizing weaknesses. S-T Strat-
egy is a strategy to optimize the strength to face
challenges. W-T’s strategy is to minimize the
existing weaknesses and threats.
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The decision making stage is the stage
where the business person starts to determine
the best alternative strategy from the alterna-
tive strategies available at the matching stage.
At this stage, a Quantitative Strategy Planning
Matrix analysis tool is used. At this stage each
factor is given an attractive score which indi-
cates the relative attractiveness of each strategy
to each factor. Total Attractive Score (TAS) for
each strategy is obtained by multiplying the
weight of each factor by the value of its attrac-
tiveness. The strategy with the biggest TAS is
the most attractive strategy for the develop-
ment of micro businesses in the Tomohon City
culinary tourism area.

RESULTS AND DISCUSSION

Entry Phase

Internal factors that influence micro busi-
nesses in the culinary tourism area consist of
strengths and weaknesses. The factors that be-
come the strength of the micro business are as
follows.
l Strategic business locations are locations lo-

cated in the city center and adjacent to
public facilities such as hospitals, shops, and
several tourist attractions. Access to loca-
tions is very easy and can be reached by
public transportation. This location provides
adequate parking space and many people
passing by at that location.

l Product diversity in terms of type, taste, and
quantity gives consumers many choices to
adjust to their needs so as to increase cus-
tomer satisfaction and retention.

l The price of the product is relatively cheap
so that it can be reached by all groups of
people at all income levels. Low prices make

consumers not worry about making regular
repurchases even every day.

l To run a micro business does not require a
large capital. Businesses have a small scale
so that business owners can develop busi-
nesses without the need for large capital.

l That the target market of microbusinesses is
very broad and not segmented represents its
own strengths. This situation can attract
more consumers to increase the number of
sales and profits.

The factors that are the weaknesses of
micro businesses in the culinary tourism area
are as follows.
l Micro-businesses have uncomfortable busi-

ness conditions: very simple supporting fa-
cilities such as tables, chairs and trash cans.
This is a weakness that must be corrected. If
not, this condition can reduce the interest of
consumers to shop at the place.

l Micro businesses pay less attention to prod-
uct innovation. Most sellers do not innovate
to produce new food products or drinks that
are unique and different.

l Business owners lack managerial skills. As a
result, they are difficult to read every market
opportunity that exists, do not have a vision
of their business going forward, cannot imple-
ment the right strategy to develop existing
businesses, and cannot properly manage any
available resources.

l Micro businesses do not have good business
financial records. They do not separate the
financial wealth of personal and business. As
a result, they cannot control business fi-
nances and evaluate profits over time.

l Micro entrepreneurs do not have complete
product marketing: they only depend on
consumers who pass through that location.
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They have no effort to utilize digital market-
ing through existing social media such as
Facebook and Instagram.

Table 1 shows that the biggest strength
factor of the micro businesses in the culinary
tourism area is the variety of products with a
total score of 0.44. The biggest weakness of
micro businesses in these locations is manage-
rial ability with a total score of 0.11. Overall,
the IFE matrix shows a total value of 2.31. This
means that small businesses still have an inter-
nal capability below the 2.50 average. External
factors that influence micro business develop-
ment in culinary tourism areas consist of oppor-
tunities and threats. The factors that become
micro business opportunities are as follows.
l The development of Tomohon City is very

rapid: development and improvement of in-
frastructure, population growth, and improve-
ment of the regional economy. This condi-
tion provides a great opportunity for busi-
nesses to increase the number of potential
consumers and ease of distribution of goods
or logistics.

l The development of technology such as ma-
chinery, digital communication tools, various
applications, as well as hardware or software
can increase efficiency and effectiveness in
running a business.

l Suppliers of large quantities of raw materials
provide opportunities for them to increase
their bargaining power. Suppliers get them
lower prices by reducing production costs
and maximizing profits.

l The government provides support in devel-
oping MSMEs in the City of Tomohon such
as the location of culinary tourism areas as a
place for sellers of processed food, facilities
and training from the Office of Cooperatives
and MSMEs of Tomohon City, ICSB institu-
tions to assist the development of MSMEs in
each city/district in Indonesia.

l Loans for small businesses with low interest,
such as the People’s Business Credit (KUR),
are opportunities for small businesses to
increase working capital. Large capital en-
courages them to develop businesses by in-
creasing the quality and quantity of business.

Table 1 Matrix of IFE Micro Business in a Culinary Tourism Area

No. Key Internal Factors Weight Rating 
Weighted 

Score 
Strengths 
1. Strategic business location 0.09 4 0.36 
2. Product diversity 0.11 4 0.44 
3. Product prices are relatively cheap 0.08 4 0.32 
4. The capital needed is not large 0.07 3 0.21 
5. The target market is very broad 0.08 3 0.24 

Weaknesses 
1. The condition of the place of business is less comfortable 0.09 2 0.18 
2. Lack of product innovation 0.14 1 0.14 
3. Owner managerial ability is still lacking 0.11 1 0.11 
4. There are no financial records 0.08 2 0.16 
5. Product marketing is still lacking 0.15 1 0.15 

Total Weighted Score 1.00 2.31
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The factors that pose a threat to micro
businesses in the culinary tourism area are as
follows.
l The community has a lifestyle and tastes in

the culinary field which is very fast. This is
a threat to business people if they do not
adjust the situation and consumer demand.
Business people must innovate continuously:
follow existing developments to meet market
demand so that they are no less competitive
and bankrupt.

l Substitution goods are high because prod-
ucts are commonly found. As a result, many
sellers both inside and outside the culinary
tourism area sell similar products. As a re-
sult, they must compete with themselves.

l High prices of foodstuffs such as basic foods
have high fluctuations. This condition is
caused by seasons and weather. Religious
and cultural celebrations pose a threat to all
culinary ventures. This is because culinary
businesses must adjust to the price of raw
materials without having to increase the sell-
ing price of the product.

l New businesses are very easy to enter the
location. As a result, they can sell at the
location of culinary tourism areas. This con-
dition resulted in high competition between
existing sellers.

l The bargaining power of buyers is high be-
cause the products offered are similar so
that buyers have a strong bargaining power
because they have many options in making
purchasing decisions.

Table 2 shows that the biggest opportunity
for micro businesses in the culinary tourism
area is the development of information technol-
ogy with a total score of 0.28. Meanwhile, the
biggest threat to businesses in these locations is
a change in lifestyle and people’s tastes with a
total score of 0.36. The total value of the
overall EFE matrix is 2.24, which means that
micro businesses in the culinary tourism area
are below the 2.50 average in exploiting oppor-
tunities and overcoming threats.

No. Key External Factors Weight Rating 
Weighted 

Score 
Opportunities 
1. The rapid development of Tomohon City 0.11 2 0.22 
2. The development of information technology 0.14 2 0.28 
3. A large number of suppliers are available 0.09 1 0.09 
4. Government support and assistance 0.08 3 0.24 
5. There is credit for small businesses with low interest rates 0.10 2 0.20 

Threats 
1. Changes in lifestyle and people's tastes 0.12 3 0.36 
2. High substitute goods 0.10 3 0.30 
3. Fluctuations in raw material prices 0.11 3 0.33 
4. There are no obstacles for new businesses to enter 0.08 1 0.08 
5. Bargaining power of buyers is high 0.07 2 0.14 

Total Weighted Score 1.00 2.24

Table 2 EFE Matrix for Micro Enterprises in the Culinary Tourism Area
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Matching Stage

SWOT analysis is carried out to formulate
alternative strategies that can be utilized to
develop small businesses in the culinary tourism

area. This is done by maximizing strengths and
opportunities while minimizing weaknesses and
threats as identified above. This SWOT analysis
has produced four types of strategies, namely S-

Table 4 QSPM Matrix of Micro Business in Culinary Tourism Areas

Table 3 SWOT Matrix for Micro Business in Culinary Tourism Areas

Internal 

External 

Strengths 
1. Strategic business location
2. Product diversity
3. The price of the product is

relatively cheap
4. The capital needed is not

large
5. The target market is very

broad

Weaknesses 
1. Comfortable
2. Lack of product innovation
3. Owner managerial ability is

still lacking
4. There is no financial record
5. Product marketing is still

lacking

Opportunities 
1. The development of

Tomohon City is very rapid
2. Development of information

technology
3. A large number of suppliers

are available
4. Government support and

assistance
5. There is credit for small

businesses with low interest

S-O strategy
1. Increase production capacity

to meet consumer demand
(S2, S5, O1, O2, O5)

2. Maintain an affordable
product price
(S3,S4,S5,O3,O5)

W-O strategy
1. Provide adequate supporting

facilities (W1, O1, O2, O4)
2. Following management

training for business owners
(W3, O2, O4)

3. Perform simple financial
records (W4, O2)

4. Improve marketing especially
through digital marketing
(W5, O1, O2)

Threats 
1. Changes in people's lifestyles

and tastes
2. Substitution goods are high
3. Fluctuations in raw material

prices
4. There are no obstacles for

new businesses to enter
5. High bargaining power of

buyers

S-T strategy
1. Collaborating with suppliers

of raw materials (S1, S3, T2,
T3, T5)

W-T strategy
1. Improve product quality and

innovation (W2, T1, T2, T4,
T5)

No. Priority Strategy TAS Scores Rank 

1 Increase production capacity to meet consumer demand 4.10 VII 
2 Maintain affordable product prices 4.85 IV 
3 Provide adequate supporting facilities 4.33 VI 
4 Attends management training for business owners 4.94 III 
5 Perform simple financial records 3.19 VIII 
6 Increase marketing, especially through online marketing 5.17 II
7 Cooperating with suppliers of raw materials 4.49 V 
8 Improve product quality and innovation 5.74 I 



Priska Shirty T.M. & Reynaldo C.A. / Micro Business Development Strategy to Optimize Business Locations Culinary
Tourism Area / JEE, Vol. 7, No. 2, September 2019, pp 41–50

47

O (strengths-opportunities), W-O (weaknesses-
opportunities), S-T (strengths-threats), and W-T
(weaknesses-threats) as shown in Table 3.

Decision Making Stage

Determination of the most attractive strat-
egy for micro businesses in the culinary tourism
area is produced using the Quantitative Stra-
tegy Planning Matrix (QSPM) analysis. This
method produces priority strategies as described
in Table 4.

The results of the analysis of the IFE
matrix show that the greatest strength of micro
businesses in the culinary tourism area is the
variety of products due to diverse products
both in terms of size, price, taste, appearance
or other attributes that can meet the needs or
desires of different consumers. Faradisa et al.
(2016) prove that product variations can im-
prove consumer purchasing decisions. The more
variety of products offered, the higher the
consumer’s repurchase interest in the product.

The biggest weakness of micro businesses
in the culinary tourism area is the managerial
ability of business owners who are still lacking.
They are not able to read market needs, imple-
ment appropriate business strategies, and fol-
low existing developments. According to Cahyo-
no & Suhada (2016), lack of managerial skills
can hamper the growth of MSMEs. This situa-
tion can cause problems in terms of the produc-
tion cycle, product marketing, and other opera-
tional activities. Hajar et al. (2012) suggested
that good managerial skills can improve busi-
ness capabilities, competitive strategies, and
business performance.

The results of the analysis of the external
environment with the EFE matrix show that the
biggest opportunity for micro businesses in the
culinary tourism area is the development of

information technology. Information technology
can improve the efficiency and effectiveness of
business processes. In this way, micro business
people can optimize business activities and in-
crease total revenue. Several studies suggest
that information technology is needed in every
business function both in production, distribu-
tion and marketing (Florida & Hutabarat, 2015).
Information technology can be used as a pro-
motional tool. Because technology has a low
cost, micro business people increase competi-
tive advantage which results in increased sales
and performance of SMEs (Adietya et al., 2016;
Purwidiantoro et al., 2016).

The biggest threat to micro businesses in
the culinary tourism area is changing lifestyles
and people’s tastes. The development of mod-
ern times also influenced the culinary trends.
This triggers new culinary products and new
business methods. This situation further in-
creases competition among business actors.
Several studies prove that lifestyle has a signifi-
cant influence on consumer purchasing deci-
sions on culinary products (Astuti, 2019;
Nindyawati & Iriani, 2014). MSMEs must in-
novate and be creative in developing their busi-
nesses, creating competitive advantages in the
longer term so that they are able to compete
and survive amid the changes.

The results of the IFE and EFE matrix
analysis show numbers respectively 2.31 and
2.24 respectively below the average value of
2.50. Strategies that should be used in optimiz-
ing strengths and opportunities and minimizing
weaknesses and threats are strategies related to
market penetration and product development
(David, 2011). For this reason, an appropriate
alternative strategy for developing micro busi-
nesses in the culinary tourism area according to
the SWOT matrix analysis is as follows.
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S-O Strategy

l Increase production capacity in order to off-
set the rapid population growth in Tomohon
City and the broad target market by utilizing
technology to accelerate production and avail-
ability of credit for small businesses as capi-
tal.

l Maintain affordable product prices to main-
tain customer purchase retention that can be
done by increasing bargaining power towards
suppliers.

l W-O strategy
l Provide adequate supporting facilities to in-

crease comfort and add to the function and
aesthetic value of the location provided so as
to attract the attention of buyers.

l Participate in management training to gain
more in-depth knowledge about business
management including the resources that are
owned so as to improve business perfor-
mance and profitability.

l Perform simple financial records to deter-
mine the financial position and level of prof-
itability of the business from time to time so
that performance evaluations and preventive
and corrective actions can be taken for busi-
ness development.

l Increase product marketing by adding new
promotional tools that take advantage of
internet usage such as social media and other
digital marketing.

l S-T Strategy
l Collaborating with suppliers of raw materi-

als to get cheap prices and access to raw
materials more quickly.

l W-T Strategy
l Improve product quality and innovation by

creating new products that are in accor-
dance with the times and existing market
demands.

The QSPM analysis results show that the
strategy that must be prioritized for the devel-
opment of micro businesses in the culinary
tourism area of the City of Tomohon is to
improve the quality and product innovation
with the highest total attractive value of 5.74. It
is undeniable that the development of the times
that lead to changes in lifestyle and people’s
tastes that are so fast requires every business
including micro businesses to continue to inno-
vate in meeting every changing market demand
so that it can compete and not eroded by the
times. Currently, businesses in the culinary tour-
ism area have been trying to meet consumer
demand by producing a variety of products
both in terms of shape and taste. However,
product innovation requires something new and
different to produce competitive advantages that
are not owned by competitors so that it can
answer consumer demand, dominate the mar-
ket, reduce bargaining power of buyers, and
reduce buyer options for substitute goods. Bis-
mala (2014) argues that product quality and
innovation are business development strategies
that are very important for all businesses in-
cluding microbusinesses. This is because con-
sumers always want products that provide added
value and that are in accordance with their
changing desires. Product quality and innova-
tion can be done periodically by utilizing the
development of information technology. Col-
laboration with government and private parties
and academics needs to be done through tech-
nology transfer. Several previous studies con-
firm the same results: product quality and inno-
vation have a positive effect on the competitive
advantage of a business, and enhance the
company’s image, attract consumers, expand
new markets, increase satisfaction and maintain
customer loyalty (Dewi et al., 2012, Djodjobo
& Tawas, 2014).
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This research suggests that micro busi-
nesses in the culinary tourism area can improve
the quality of their products and produce more
innovative products. This strategy is expected
to make businesses create products with unique-
ness, competitiveness, and competitive advan-
tage. This research is also expected to be useful
for the government and related institutions in
developing micro businesses in Tomohon City
while optimizing the existence and function of
the Tomohon City culinary tourism location.
This research is limited to micro businesses
engaged in culinary business with business own-
ers as informants. It is hoped that further re-
search can reach micro businesses in other
fields to broaden the scope of research and
involve customers as informants to obtain a
more comprehensive and customer-oriented
development strategy.
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