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Abstract : Tourism is a potential sector and can provide opportunities in improving the economics. One of the
tourist attractions that can increase the tourist visits is the presence of SMEs. When tourists have an interest in
tourist destinations, the tourism sector will have competitiveness. In order for tourism competitiveness to
increase, SMEs must have an innovation. This study aims to provide a lessons about the SMEs innovative
behavior in increasing tourism competitiveness in Madura. Primary data was collected through questionnaires
to 33 SMEs in Madura Island who are engaged in the batik sector. The questionnaire design consists of 13
questions related with observed variables, namely innovation and tourist destinations. Secondary data were
collected through observation and literature studies in which relevant to the research problem. Data collection
techniques using surveys. The collected data will be analyzed with descriptive statistics. The results showed
that the overall level of innovation of SMEs and tourist destinations on Madura Island was quite good. In
addition, the results of statistical calculations show that the highest innovative behavior lies in the ability of
batik SMEs to offer varied products and creating a product brand. Finally, the results of statistical calculations
also show that the support from the community for the SMEs existence and the socialization of tourism objects
has the highest value. Another finding from this study is that the existence of SMEs will have an impact on
increasing tourist destinations.
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1 Introduction [11]. Therefore, tourism competitiveness is not
In recent vyears, the tourism industry has only seen from the physical condition of tourist
development and is considered one of the sectors objects. Furthermore, in the tourism industry there
capable of contributing to the economy [1]-[3]. is a b_u_smess chain. In this context, industry
The increase of the economy as a result of the competitiveness can be measured by several
tourism industry can be identified from the approaches, such as customer expectations, tourist
presence of several factors, such private, satisfaction and value, tourist motivations and
government, retail businesses that have invested in motives,  destination  branding,  destination
the tourism area [4], [5]. When the investment has attra_ctlv_eness, destlnatlor) su_stalna_blllty, and
been made, the tourism industry will create jobs destination value [9]. In line with this argument,
[5], [6], improve a society welfare [1] also that Gooroqchurn (2005) explains that tourlsm
more important is to establish global connectivity competitiveness can be measured from 8 main
[7]. The global connectivity of the tourism industry !ndlC&tOfS, namely price, openness, technology,
will have consequences. Several empirical studies infrastructure, human tourism, social development,
explain that global tourism will have an impact on environment and human resources (p. 26).
the higher level of competition [8], so it must create Differences in the measurement of tourism
competitiveness by providing a difference between competitiveness cause this sector to require an
other tourist destinations [9]. approach that can be viewed holistically [12]. In

In tourism industry, there's a complexity to principle, tourism competitiveness will involve
create a competitiveness [3], [10], in which there several elements that can satisfy tourists.
are various interests that engage, such as economic, Previous study has shown that tourism is
social, cultural, political and environmental terms associated with the hospitality industry [13], [14].
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In the literature perspective, hospitality has a
contribution in building tourism competitiveness
[15]. However, another study explains that
hospitality is not an absolute factor in increasing
tourist destinations. Several empirical studies
explain that the presence of SMEs in the tourism
industry will be an attraction for tourists in
determining the destination of tourist destinations
[16]-[18]. Koh & Hatten (2002) explained that
when SMEs cannot be identified and developed,
the tourism industry becomes difficult to develop.
In other words, the attractiveness of SMEs in the
tourism industry needs to be improved in order to
increase tourism destinations.

The efforts to increase an SMEs attractiveness
is not an easy to do. Environmental changes and
business complexity that have an impact on
uncertainty are some of the inhibiting factors [20].
To overcome these obstacles, SMEs must find the
opportunities by generating the behavior intended
to ensure organizational viability and performance
[21], [22]. Technically, the behavior of SMEs can
be implemented in the skill improvement [23], [24],
knowledge [25]-[27] and innovation [28]-[33].
However, several studies explain that SME
knowledge will encourage innovation [28], [34],
[35]. In addition, the search for opportunities to
increase profits can be done with an innovative
approach [36], [37]. In addition, several empirical
studies also show that there are several limitations
of SMEs in increasing innovation, such as products
and services, information technology, relational
networks, expansion of market access and financial
administration [8], [31], [38]-[43]. This creates a
gap that needs to be explored again about the extent
to which innovations owned by SMEs can increase
tourist destination.

This study aims to explore the innovation of
SMEs in increasing tourist destinations on Madura
Island, Indonesia. Specifically, this research was
conducted on batik SMEs. Logically, the
determination of the object of research on batik
SMEs in Madura island based on the fact that
Madura batik is one of the elements of local
wisdom that still has the potential to be developed
[44]-[46]. Second, the number of batik SMEs in
Madura Island has a tendency to increase every
year. Based on data from Department of
Cooperatives and SMEs, the average growth rate of
batik SMEs is 0.04% annually from a total of 7,080
business units. Realizing this phenomenon, the
local government provides facilitation to batik
SMEs in Madura Island by integrating batik into
the tourism industry, providing research and
development centers and determining the minimum
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wage for batik craftsmen [44]. However, this is not
easy to imagined because many batik SMEs in
Madura Island managed their business activities
conservatively and tend to reject innovation. When
they produce a products, batik SMEs in Madura
still persist with striking colors, although the
designs designed do not eliminate the
characteristics of Madurese culture. Even the
existence of the batik crafted which produced by
SMEs in Madura is starting to be disturbed by the
spread of batik printing which can be produced
quickly with more innovative and varied designs
[46]. Therefore, batik craftsmen in Madura Islands
need to modify colors with attractive designs.

Beside product innovation, batik SMEs in
Madura Island also need to adapt with
technological  developments. The use of
technology, apart from being able to function as a
means for production activities [47], it can also to
be used by batik SMEs in Madura to expand their
marketing area [48]. But in reality, not all batik
SMEs are able to adapt to technological
developments. Some of them even still use
conventional methods in expanding the marketing
area. It is suspected that the weak innovative
behavior of batik SMEs in Madura is due to the
education gap [48] and skills [49].

2 Research Methods

2.1 Sample and Data Collection Procedure
The aim of this research is to explore the
innovation of SMEs in improving tourist
destinations on Madura Island, Indonesia. Data will
be collected from 33 SMEs in Madura Island.
Geographically, Madura Island consists of 4
regencies, namely  Bangkalan, Sampang,
Pamekasan and Sumenep. Among these districts,
this research focuses on SMEs located in
Bangkalan Regency.

In this study, 2 stages of data collection will be
used. First, we collected a secondary data from the
Central Bureau of Statistics, Bangkalan Regency.
As a pilot project, we focus on SMEs that produce
batik. In addition, these SMEs have manufacturing
activities and do not only operate in trading
activities. The determination of the SMEs criteria
in the manufacturing sector based on the
explanation that there are fundamental differences
in the behavior of innovation in service and
manufacturing businesses (Prajogo & Mcdermott,
2014, pp. 522). Based on these categories, there are
33 SMEs that can be confirmed. The distribution of
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presented in Table 1.

Table 1. Number of Batik SMEs in Bangkalan Regency

No. Districts Amount
1 Arosbaya 0
2 Bangkalan 8
3 Blega 0
4 Burneh 6
5 Galis 0
6 Geger 0
7 Kamal 1
8 Klampis 0
9 Kokop 0
10 | Komang 0
11 | Kwanyar 0
12 | Labang 0
13 | Modung 0
14 | Sepulu 0
15 | Socah 0
16 | Tanahmerah 0
17 | Tanjungbumi 18
18 | Tragah 0
Total 33

The next stage, the identified data will be

confirmed with a field study approach.
Confirmation on SMEs will involve 2 observational
variables, namely innovation and tourist

destinations. Data on 33 SMEs was collected using
a survey method with closed questionnaires. A
closed questionnaire was developed to get an
insight of the observed variables. The structure of
the questionnaire consists of 2 questions, namely
the general identity of SMEs and the observed
variables. Based on its objectives, the distribution
of questionnaires to SMEs is used to descriptive
analysis. To gain a valid data, questionnaires were
distributed to SMEs owners. Institutionally, SMEs
do not have a formal structure [50] so that the
owner has the authority and power in making
decisions [14], [39]. Included in the authority and
power possessed by the owner regarding innovative
behavior that can create change in SMEs.

2.2 Variable and Measurement

In general, there are several operationalization
techniques that can be used for exploration,
including the concept of innovation and tourism
destinations. In summary, the variables and
measurements are presented in Table 2. In this
study, SMEs innovation defined by the ability to
produce an innovative products and services, use
technology, create new markets and products,
establish relationships with suppliers, distributors
and customers and allocate financial resources to
innovative activities. From the 5 innovation
indicators, we compiled 7 questions that will be
operationalized. In measuring the innovative
behavior of SMEs, we collaborate on the results of
previous research, such as products and services,
information  technology, relational networks,
expansion of market access and financial
administration [8], [31], [38]-[42].

Table 2. Variable and Measurement

Variable Definition

Indicators

Reference

Innovation

create new markets and

relationships with suppliers,
distributors and customers and
allocate financial resources to

The ability of SMEs to 1.
produce innovative products 2.
and services, use technology, 3.

products, establish 4.

Product and service

The used of technology
Create a new market and
product

Relationship network
between SMEs with
suppliers, distributors,
customers.

Ahokangas et al. (2021);
Divisekera & Nguyen
(2018); Goerzen (2018);
Hisrich & Drnovsek (2002);
Prajogo & Mcdermott
(2014); Vaaland & Heide
(2007); Verreynne et al.
(2019).
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innovative activities.

5. Allocation of financial
resources to innovative
activities

Tourism
Destination

Tourist destinations according
to the Law of the Republic of
Indonesia no. 10 of 2009 is
described as a geographical
area located in one or more

there are tourist attractions,
such as public facilities,
tourism facilities, accessibility
and communities that are
interrelated and complement
the realization of tourism.

el NS>

administrative areas in which 5.

The existence of SMEs
SMEs product variation
Product quality

The offering a SMEs
product price

Location Access to
SMEs

Kallmuenzer et al. (2019);
Koh & Hatten (2002);
Omerzel (2015); Stojanovié¢
(2018); Verreynne et al.
(2019)

Ritchie & Crouch (2010) explained that
tourism competitiveness can be viewed from the
micro level, such as basic resources, attractiveness
and  supporting  resources. High  tourism
competitiveness will be encourage an increase in
tourist destinations. Tourist destinations are
described as geographical areas located within one
or more administrative areas in which there are
tourist attractions, such as public facilities, tourism
facilities, accessibility and communities that are
interrelated and complement the realization of
tourism. In this study, tourist destinations measured
with the presence of SMEs, the product variety,
product quality, prices and SMEs location
accessability [19], [24], [29], [31], [51]. Each of
these indicators will be operationalized into 6
guestions.

2.3 Data Analysis

All data that has been collected is measured using a
Likert scale, ranging from strongly disagree to
strongly agree. Data were analyzed using
descriptive statistical analysis. Decsriptive statistics
were performed for comparisons of the means,
standard deviation, skewness and kurtosis. Through
descriptive analysis, it will provide an overview of
the ideal profile of SMEs that show innovative
behavior and can support the creation of tourist
destinations. Description of the data related to the
observed variable information.

3 Result

In this study, the amount of 33 questionnaires were
given to the respondents. Overall, the questionnaire
given to the respondents can be accepted.
Furthermore, the results of the analysis in this study
will be based on the data that has been collected.
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3.1 Innovation

The results of the descriptive statistics analysis
which include the mean, standard deviation,
minimum and maximum, for the innovation
variable are presented in Table 3. Overall, the mean
value for each innovation variable ranges between
the maximum and minimum values. This illustrates
that the SME innovation is good. However, based
on several confirmed questions, SMEs need to pay
more attention to the importance of technology
facilities and membership to customers. Even
though both questions were included in the good
category, the scores tended to be low.

To assess the innovation behavior of batik
SMEs in Madura Island, it will be seen from the
mean score and standard deviation. The result of
statistical calculation shows that the mean value
ranges from 1.58 to 3.52. The value of 1.58
indicates the question item about "To create a new
market, technological means are needed". While
the value of 3.52 relates to questions about
“Product variety needs to be added”. The biggest
variation is in the question about "Product variety
needs to be added" with a standard deviation value
of 1.176. Meanwhile, the lowest standard deviation
value was in the question item about “Customers
need to be given special services, such as purchase
discounts” with a value of 0.951. Overall, the data
distribution can be concluded to be good because
the standard deviation value is smaller than the
mean value. This illustrates that the focus of
innovative behavior in batik SMEs in Madura
Island lies in the ability to produce a variety of
products. On the one hand, batik SMEs in Madura
Island still consider giving special discounts to
customers, for example in the form of purchase
discounts, not too important. This result does not
illustrate that batik SMEs in Madura Island did not
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Madura Island are still in uncertain environmental
conditions.

Table 3. Descriptive Analysis Results for Innovation

. . Cutoff | standard .

Variable Question Mean point Deviation Min | Max
Brands have a role in developing a business 3.45 3 1.325 1 5
Product variety needs to be added 3.52 3 1.176 1 5
To create a new market, technological means 158 25 1,091 1 4
are needed

Innovation Customers need to_be given special services, 597 35 0.951 2 5
such as purchase discounts
Customer has a membership 1.85 3 1.034 1 5
SMESs make a survey to customers 2.18 3 1.158 1 5
_SMEs a_IIocate gflnanmal to produce an 5 42 3 1173 1 5
innovative services and products

From the 7 questions asked on the innovation
variable, there are 2 questions with a mean value
above the cut off value. The two questions are
"Brands have a role in developing a business™ with
a mean value is 3.45 and a cut off value is 3. In
addition, the question of "Product variety needs to
be added” has a mean value is 3.52 with a cut off
value is 3. This indicates that the two question
items are able to contribute in creating an
innovative behavior in batik SMEs in Madura
island. Empirically, this results supported the
arguments from previous researchers [48], [53],
that public awareness of product brands can be
used as an alternative strategy for batik SMEs in
Madura Island. In addition, to maintain public
awareness, batik SMEs in Madura Island can
protect their brands. A further explanation that the
brands protection can be done through increasing
the degree of differentiation or associated with
other functions [54].

Another finding that resulted from this study is
there are 5 questions with a mean value below the
cut off value. This indicates that the 5 items asked
do not contribute to the behavior of batik SMEs in
Madura Island. Logically, this illustrates the
limitations of all the SMEs, including batik SMEs
in Madura island. Carrying a business activities,
batik SMEs in Madura Island have not optimized
the technological factor in developing the market,
do not provide special services, have not collected
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data on customers in the form of membership, have
not conducted surveys to customers and there is no
budget allocation in developing services and
products. However, some of these findings do not
mean that they have not been carried out at all. The
point is, batik SMEs in Madura island have carried
out some of these activities, although the frequency
is not often.

3.2 Tourist Destination

In the tourist destination variable, the results of
statistical calculations show that the mean value for
each variable observed ranges between the
minimum and maximum values. The results of the
descriptive analysis on the tourist destination
variables are presented in Table 4. This illustrates
that the level of tourist destinations is good. From
the 6 questions asked, the results of statistical
calculations show that the mean value is between
3.09 and 4.55. The lowest mean value is found in
the question "The location of the business can
attract visitors", while the highest is in the question
"The support a society to the business". The biggest
variation is in the question about "Access to
business locations is easy" with a standard
deviation of 1.55. Meanwhile, the lowest standard
deviation value is in the question item about "Batik
entrepreneurs have socialized to the tourists about
tourism objects in Madura" with a score of 0.712.
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Table 4. Descriptive Analysis Results for Tourism Destination

. . Cutoff | standard :
Variable Question Mean point Deviation Min | Max

The Ioca}tl_on of the business can 3.09 3 1598 1 5
attract visitors
Access to business locations is easy 3.82 3 1.55 1 5
The government provides coaching 3.7 3 1.159 1 5

Tourist . .

Destiation The support a society to the business 4.55 4 0.794 3 5
Public facilities can attract tourists to
visit SMEs 3.7 3 1.237 1 5
Batik entrepreneurs have socialized to
the tourists about tourism objects in 4,52 4 0.712 3 5
Madura

For all the questions asked, it can be
concluded that the data distribution is very good
because the mean value is greater than the standard
deviation value. The results of statistical
calculations indicate that community support for
the existence of batik SMEs is able to encourage
tourist destinations on Madura Island. The
community support with the existence of SMEs
will have an impact to the environment, whereby it
make more secure and comfortable. In addition, the
socialization carried out by batik SMEs also
became a factor that supports the tourist visits.
Batik SME owners realize that the business cannot
operateing alone, because there are other factors
that also determine the business sustainability.

Overall, the mean value for all questions
asked on the tourist destination variable is above
the cut off value. Normally it can be concluded that
all indicators used are able to contribute to tourist
destinations. Empirically, the results of this study
support the explanation of previous researchers,
that the factors in which determine business
sustainability are the presence of the community
and the facility attractiveness [10], [55], also
location and the role of government [17]. When
tourism has formed an industry, the role of the
government becomes important [3]. Through
policies that made by the government, batik SMEs
and tourism in Madura Island can be carry out a
business activities more regularly. In principle,
some of these indicators do not apply to one
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particular entity, so they include batik SMEs and
tourism in Madura Island.

4 Discussion
This study focuses on how SMEs innovation helps
to increases a tourism destination. To achieve the
objective, this study uses 33 SMEs owners in
Madura Island as a sample. By using a descriptive
statistical approach, this study provides an insight
of how the innovation behavior of SMEs. In
general, SMEs in Madura Island have had an
innovative behavior. They realize that the brand,
good service to customers, variety of products and
the use of technology are key factors in business
development. This result seems a general and is not
something new, both empirically and practically.
Nevertheless, there are interesting things that
can be informed. With a limitations, as explained
by Ahokangas et al. (2021; Divisekera & Nguyen
(2018); Goerzen (2018); Hisrich & Drnovsek
(2002); Prajogo & Mcdermott (2014); Vaaland &
Heide (2007); Verreynne et al. (2019), some SMEs
have allocated budgets to produce innovative
products and services. When SMEs allocate a
budget for a particular activity, then they have
carried out investment activities. Theoretically,
investment activities carried out by firm must go
through the fundamental analysis stage and are not
based on rumors or irrational information [56]. In
addition, in investment there are funds that are not
liquid, both in the short and long term [57], so that
SMEs owners must be able to allocate the budget to
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other activities [58]. In our opinion, this requires an
innovative thinking.

Furthermore, this paper also findings that there
is a positive response from SME owners on Madura
Island to improve tourist destinations through their
existence. They realize that tourism cannot be
separated from SMEs, and vice versa [59]. This
finding further illustrates that SMEs are included in
the structure and become a special feature of the
tourism industry [22], [51], [60]. One of the efforts
made by SME owners to improve tourist
destinations is to inform customers about tourism
objects on Madura Island. In fact, the SMEs efforts
in informing tourism objects on Madura Island
have received support from several elements, such
as the community and the government. In line with
this fact, [61] explained that SMEs can improve

performance if supported by the government
through political policies.
In addition, it's interesting to find the

entrepreneurial  response  related to  the
attractiveness of customers to the firm location.
Statistically shows that the location becomes an
attraction for customers to make a visit. However,
among several questions asked showed that the
score on this item was the smallest. On the one
hand, several SMEs locations on Madura Island are
already in cluster areas. This means that
geographically, SMEs have actually formed a
community. In business activities, some SMEs
owners may think that others are not competitors,
but as a partners. Empirically, the concept of
community in SMEs has been explained by several
researchers, such as [22], [59], [62]-[64].
Furthermore, it's explained that the community will
play an important role in shaping the socio-
economic and socio-cultural aspects. Several
studies also explain that the presence of local
communities in SMEs will increase sustainability
[65]. In this regard, perhaps the community that has
been formed can be made more formal. With the
legality of the community, the SMEs who are
members will have stronger bargaining with
stakeholders, such as the government and the
private sector. The government can play its role as
a regulator, while the private sector will collaborate
in other forms, such as funding or mentoring [22],
[58], [66].

5 Conclusion

In the end, the objectives of this study can be
achieved. We provide a lessons on how the
innovative behavior of SMEs in Madura Island and
the perception of tourist destinations from an
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entrepreneurial perspective. SMEs innovation will
be an input in the tourism industry model and will
trigger tourist destinations. In other words, when
SMEs have innovative behavior it will increase
tourist destinations. This finding is also an
alternative  for related parties in tourism
development, especially on Madura Island. Given
that the role of SMEs is considered very important,
it needs support from several parties, such as the
government, the community and the private sector.
Business induction played by the private sector is
expected to increase SMEs innovation. This of
course must be encouraged by the government
through political policies. Thus, the concept of the
hospitality industry will be attached to the tourism
industry.

This study makes a slightly different
contribution to the theory of innovation and tourist
destinations. Generally, perceptions about tourist
destinations will be confirmed from users or
tourists. On the one hand, SMEs innovation will
focus on activity units that have been carried out by
entrepreneurs. We offer an alternative, where the
two variables observed are focused on one source,
namely SMEs. Several confirmations such as
support from the government and the community,
efforts made by entrepreneurs to improve tourist
destinations and facilities that can be used as
attractions for tourists, are the focus of this
research.

This study has several limitations. The scope of
this research is on SMEs in Madura Island.
However, as a pilot project, this research only
focuses on SMEs in Bangkalan Regency as many
as 33 units. Based on the amount, the 33 confirmed
SMEs may be too few to generalize. However, we
have anticipated this condition, where the problems
faced by SMEs are related to innovation. In
addition, there are almost similarities in the
characteristics of SMEs throughout Madura Island,
such as culture, skills and knowledge. Therefore, at
the beginning, we emphasized that this research is a
pilot project that can be continued in the future.

Second, this study only uses a descriptive
statistical approach. Through this approach, we
only confirm about how innovative behavior and
entrepreneurial preferences in improving tourist
destinations. We did not explore the causal
relationship between the two observed variables.
However, at least these findings can be used as a
basis for future researchers to test the relationship.
Finally, in this study, the concept of the hospitality
industry is explained partially and not holistically.
How the role of the government, the private sector,
community, society and so on, is not explained in
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depth to improve tourist destinations. This research
focuses on only one element that determines the
attractiveness of a tourist destination, such as
SMEs, may be considered too premature.
Nevertheless, we refer to some preliminary studies
that SMEs are one of the factors that can stimulate
the tourism industry.

Based on these limitations, we can provide
recommendations both practically and empirically.
Practically, the findings of this study are expected
to be used as a basis for decisions for related
parties, such as the government, private parties and
the community, in increasing innovation for SMEs
to improve tourist destinations. Empirically, further
researchers can further develop the concept of the
hospitality industry by incorporating several
elements that determine tourism attractiveness.
Furthermore, the development of indicators and
variables can be carried out to produce more in-
depth findings. This includes the perspectives used
to explain innovation theory.

References:

[1] J. Kumar and K. Hussain, “Evaluating
Tourism’s Economic Effects: Comparison
of Different Approaches,” Procedia - Soc.
Behav. Sci., vol. 144, pp. 360-365, 2014,
doi: 10.1016/j.sbspro.2014.07.305.

S. F. Adeyinka-ojo, C. Khoo-lattimore, and
V. Nair, “A framework for rural tourism
destination management and marketing
organisations,” Procedia - Soc. Behav. Sci.,
vol. 144, pp. 151-163, 2014, doi:
10.1016/j.sbspro.2014.07.284.

M. Kubickova and D. Martin, “Exploring
the relationship between government and
destination competitiveness: The TALC
model perspective,” Tour. Manag., vol. 78,
no. November 2019, p. 104040, 2020, doi:
10.1016/j.tourman.2019.104040.

D. C. Frechtling and E. Horvath,
“Estimating the multiplier effects of tourism
expenditures on a local economy through a
regional input-output model,” J. Travel
Res., vol. 37, no. 4, pp. 324-332, 1999, doi:
10.1177/004728759903700402.

S. Kim and K. Kim, “Impact of tourism on
local economies: An income multiplier
analysis,” Asia Pacific J. Tour. Res., vol. 2,
no. 2, pp. 49-56, 1998, doi:
10.1080/10941669808721996.

G. A. Seilov, “Does the adoption of
customer and competitor orientations make
small ~ hospitality ~ businesses  more

(2]

3]

[4]

[5]

[6]

E-ISSN: 2224-2899

1015

[7]

[8]

9]

[10]

[11]

[12]

[13]

[14]

[15]

[16]

Mohammad Arief,
Rita Indah Mustikowati,
Fathor A. S, Muh. Syarif

entrepreneurial? Evidence from
Kazakhstan,” Int. J. Contemp. Hosp.
Manag., vol. 27, no. 1, pp. 71-86, 2015,
doi: 10.1108/1JCHM-12-2013-0547.

G. C. Pascariu and B. C. Ibanescu,
“Determinants and implications of the
tourism multiplier effect in EU economies.
Towards a core-periphery  pattern?,”
Amfiteatru Econ., vol. 20, no. Special Issue
12, pp. 746762, 2018, doi:
10.24818/EA/2018/512/982.

S. Divisekera and V. K. Nguyen,
“Determinants of innovation in tourism
evidence from Australia,” Tour. Manag.,

vol. 67, pp. 157-167, 2018, doi:
10.1016/j.tourman.2018.01.010.

E. G. Kiglkaltan and I  Pirnar,
“Competitiveness factors of a tourism

destination and impact on residents’ quality
of life: The case of Cittaslow-Seferihisar,”
J. Tour. Herit. Serv. Mark., vol. 2, no. 1, pp.
22-29, 2016, doi:
https://doi.org/10.5281/zenod0.376332.

N. Gooroochurn, “Competitiveness
indicators in the travel and tourism
industry,” Tour. Econ., vol. 11, no. 1, pp.
25-43, 2005.

M. R. Mira, A. Moura, and Z. Breda,
“Destination competitiveness and
competitiveness indicators: Illustration of
the Portuguese reality CLASSIFICATION,”
TEKHNE - Rev. Appl. Manag. Stud., 2016,
doi: 10.1016/j.tekhne.2016.06.002.

E. Sira and R. Pukata, “Competitiveness of
Travel and Tourism in Selected Countries,”
Czech J. Tour., vol. 8, no. 1, pp. 17-31,
2019, doi: 10.2478/cjot-2019-0002.

F. Kriechbaumer and N. Christodoulidou,
“SME website implementation factors in the
hospitality industry: Groundwork for a
digital marketing roadmap,” Worldw. Hosp.
Tour. Themes, vol. 6, no. 4, pp. 328-351,
2014, doi: 10.1108/WHATT-01-2014-0006.
S. Nachmias, B. Paddison, and C. Mortimer,
“Recession: A chance for hospitality
SMEs?,” Educ. Train., vol. 56, no. 5, pp.
414-429, 2014, doi: 10.1108/ET-04-2013-
0056.

S. Kumar and A. Dhir, “Associations
between travel and tourism competitiveness
and culture,” J. Destin. Mark. Manag., vol.
18, no. March, p. 100501, 2020, doi:
10.1016/j.jdmm.2020.100501.

V. Motta, “Are SMEs in the hospitality
industry less likely to experience credit

Volume 19, 2022



Mohammad Arief,
WSEAS TRANSACTIONS on BUSINESS and ECONOMICS Rita Indah Mustikowati,

DOI: 10.37394/23207.2022.19.88

constraint than other industries in the

Fathor A. S, Muh. Syarif

09-2017-0040.

service sector? Evidence from Latin [26] N. Rudhumbu, E. (Elize) du Plessis, and C.
America,” Tour. Econ., vol. 23, no. 7, pp. Maphosa, “Challenges and opportunities for
1398-1418, 2017, doi: women  entrepreneurs in  Botswana:
10.1177/1354816617692476. revisiting the role of entrepreneurship

[17] M. M. Hasan and M. R. Hossain, education,” J. Int. Educ. Bus., vol. 13, no. 2,
“Development of Tourism Industry through pp. 183-201, 2020, doi: 10.1108/JIEB-12-
SME: A Study on Comilla,” Int. J. SME 2019-0058.

Dev., vol. 1, no. 1, 2014. [27] M. O’Dwyer and A. Gilmore, “Value and

[18] D. Salman, Y. Tawfik, M. Samy, and A. alliance capability and the formation of
Artal-tur, “A new marketing mix model to strategic alliances in SMEs: The impact of
rescue the hospitality industry: Evidence customer  orientation and  resource
from Egypt after the Arab Spring,” Futur. optimisation,” J. Bus. Res., vol. 87, no.
Bus. J., vol. 3, pp. 47-69, 2017, doi: September 2017, pp. 58-68, 2018, doi:
10.1016/j.fbj.2017.01.004. 10.1016/j.jbusres.2018.02.020.

[19] K. Y. Koh and T. S. Hatten, “The Tourism [28] R. D. Ireland and J. W. Webb, “A Cross-
Entrepreneur. The Overlooked Player in Disciplinary Exploration of
Tourism Development Studies,” Int. J. Entrepreneurship Research,” J. Manage.,
Hosp. Tour. Adm., vol. 3, no. 1, pp. 21-48, vol. 33, 2007, doi:
2002, doi: 10.1300/J149v03n01. 10.1177/0149206307307643.

[20] N. Algahtani and C. Uslay, “Entrepreneurial [29] S. Stojanovic, “Entrepreneurship
marketing and firm performance: Synthesis innovations in tourism,” Industrija, vol. 46,
and conceptual development,” Journal of no. 4. pp. 69-83, 2018, doi:
Business Research, no. October 2017, 10.5937/industrija46-18741.

Elsevier, pp. 1-10, 2018. [30] J. Ejdys, “Marketing orientation vs.

[21] A. Al Mamun, M. Mohiuddin, S. A. Fazal, innovativeness of SMEs of the Podlaskie
and G. Bin Ahmad, “Effect of Province,” Bus. Theory Pract., vol. 16, no.
entrepreneurial and market orientation on 4, pp. 353-361, 2015, doi:
consumer engagement and performance of 10.3846/btp.2015.563.
manufacturing SMEs,” Manag. Res. Rev., [31] M. L. Verreynne, A. M. Williams, B. W.
vol. 41, no. 1, pp. 133-147, 2018, doi: Ritchie, S. Gronum, and K. S. Betts,
10.1179/str.2006.53.4.005. “Innovation diversity and uncertainty in

[22] C. McCamley and A. Gilmore, “Aggravated small and medium sized tourism firms,”
fragmentation: A case study of SME Tour. Manag., vol. 72, no. April 2018, pp.
behaviour in two emerging heritage tourism 257-269, 2019, doi:
regions,” Tour. Manag., vol. 60, pp. 81-91, 10.1016/j.tourman.2018.11.019.

2017, doi: 10.1016/j.tourman.2016.11.016. [32] I. Rodriguez-Sanchez, A. M. Williams, and

[23] R. A. Peterson and V. L. Crittenden, M. Brotons, “The innovation journey of
“Exploring customer orientation as a new-to-tourism entrepreneurs,” Curr. Issues
marketing strategy of Mexican-American Tour., vol. 22, no. 8, pp. 877-904, 2019,
entrepreneurs,” J. Bus. Res., no. September doi: 10.1080/13683500.2017.1334763.
2017, pp. 0-1, 2018, doi: [33] M. Arief, “Development Strategy fo SMESs
10.1016/j.jbusres.2018.12.059. in Madura Island based on Environmental

[24] A. Kallmuenzer, S. Kraus, M. Peters, J. Analysis,” Int. Bus. Manag., vol. 11, no. 12,
Steiner, and C. F. Cheng, “Entrepreneurship pp. 2130-2137, 2017.
in tourism firms: A mixed-methods analysis [34] H. Urbancova, “Competitive Advantage
of performance driver configurations,” Achievement through Innovation and
Tour. Manag., vol. 74, no. August 2018, pp. Knowledge,” J. Compet., vol. 5, no. 1, pp.
319-330, 2019, doi: 82-96, 2013, doi: 10.7441/joc.2013.01.06.
10.1016/j.tourman.2019.04.002. [35] L. Witell, H. Snyder, A. Gustafsson, P.

[25] H. Montiel-Campos,  “Entrepreneurial Fombelle, and P. Kristensson, “Defining
orientation and  market  orientation: service innovation: A review and synthesis,”
Systematic literature review and future J. Bus. Res., vol. 69, no. 8, pp. 2863-2872,
research,” J. Res. Mark. Entrep., vol. 20, no. 2016, doi: 10.1016/j.jbusres.2015.12.055.

2, pp. 292-322, 2018, doi: 10.1108/JRME- [36] T. Morgan and S. A. Anokhin, “The joint

E-ISSN: 2224-2899

1016

Volume 19, 2022



Mohammad Arief,
WSEAS TRANSACTIONS on BUSINESS and ECONOMICS Rita Indah Mustikowati,

DOI: 10.37394/23207.2022.19.88

Fathor A. S, Muh. Syarif

impact of entrepreneurial orientation and International Conference on
market orientation in  new product Entrepreneurship and Business
development: Studying firm and Management (ICEBM 2016), 2016, pp.

environmental contingencies,” J. Bus. Res.,
pp. 1-10, 2019, doi:
10.1016/j.jbusres.2019.06.019.

389-400, [Online]. Available:
http://dx.doi.org/10.1016/j.jplph.2009.07.00
6%0ANhttp://dx.doi.org/10.1016/j.neps.2015.

[37] A. O. Ajani and A. Oluyemi, “Relationship 06.001%0Anhttps://www.abebooks.com/Trea
between entrepreneurial characteristics and se-Evans-Pharmacognosy-13th-Edition-
performance of Small and Medium Scale William/14174467122/bd.

Enterprise ( a study of SMEs in Yaba [46] E. S. Sumartono and K. Handayani, “The
LCDA ),” Int. J. Bus. Soc. Sci., vol. 7, no. 9, Effect of Performance & Conformance
p. pp.137-146, 2016. Innovation Towards Product Life Cycle

[38] A. Goerzen, “Small Firm Boundary- Through Customer Relationship
spanning via Bridging Ties: Achieving Management,” in International Conference
International Connectivity via Cross-border on Community Development (ICCD 2020),
Inter-cluster Alliances,” J. Int. Manag., vol. 2020, wvol. 477, pp. 239-243, doi:
24, no. 2, pp. 153-164, 2018, doi: 10.2991/assehr.k.201017.053.
10.1016/j.intman.2017.09.006. [47] A. A. Rumanti, I. Sunaryo, I. . Wiratmadja,

[39] D. Prajogo and C. M. Mcdermott, and D. Irianto, “Cleaner production through
“Antecedents of Service Innovation in open innovation in Indonesian batik small
SMEs: Comparing the Effects of External and medium enterprises (SME),” TQM J.,
and Internal Factors,” J. Small Bus. Manag., vol. 33, no. 6, pp. 1347-1372, 2021, doi:
vol. 52, no. 3, pp. 521-540, 2014, doi: 10.1108/TQM-04-2020-0086.
10.1111/jsbm.12047. [48] N. Dachlan, J. Dwiridotjahjono, and B.

[40] P. Ahokangas, L. Haapanen, I. Golgeci, A. Prabowo, “Adoption of E-Commerce for
Arslan, Z. Khan, and M. Kontkanen, Small and Medium Enterprises: Empirical
“Knowledge  sharing  dynamics  in Study in Indonesia,” Int. J. Bus. Manag.,
international subcontracting arrangements : vol. 4, no. 12, pp. 2321-8916, 2016,
The case of Finnish high-tech SMEs,” J. Int. [Online]. Available: www.theijbm.com.
Manag., no. March 2020, p. 100888, 2021, [49] S. Sayyida and A. Alwiyah, “Phenomenon
doi: 10.1016/j.intman.2021.100888. Of SMEs (Small and Medium Enterprises)

[41] T. I Vaaland and M. Heide, “Can the SME and Community Mindset,” Aptisi Trans.
survive the supply chain challenges?,” Manag., vol. 4, no. 2, pp. 101-106, 2020,
Supply Chain Manag. An Int. J., vol. 12, no. doi: 10.33050/atm.v4i2.1262.

1, pp. 20-31, 2007, doi: [50] C. M. Siddique, “Impediments to market
10.1108/13598540710724374. orientation: An exploratory study of retail

[42] R. D. Hisrich and M. Drnovsek, SMEs in the United Arab Emirates,” Educ.
“Entrepreneurship and small business Bus. Soc. Contemp. Middle East. Issues, vol.
research - a European perspective,” J. Small 7, no. 1, pp. 33-56, 2014, doi:
Bus. Enterp. Dev., vol. 9, no. 2, pp. 172— 10.1108/EBS-03-2013-0007.

222, 2002, doi: [51] D. G. Omerzel, “Innovativeness in Tourism:
10.1108/14626000210427348. Model Development,” Procedia Econ.

[43] N. B. Kanagal, “Innovation and product Financ., vol. 23, no. October 2014, pp. 750—
innovation in marketing strategy,” J. 756, 2015, doi: 10.1016/s2212-
Manag. Mark. Res., vol. 18, pp. 1-25, 2015. 5671(15)00550-x.

[44] Alwiyah, E. Steelyana, Sayyida, and |I. [52] J.R. B. Ritchie and G. I. Crouch, “A model
Tahir, “The survival of batik Madura in of destination competitiveness/
digital era: A case study of small medium sustainability: Brazilian perspectives,” Rev.
enterprises (SME) at batik Madura center,” Adm. Publica, vol. 44, no. 5, pp. 260-280,
Pertanika J. Soc. Sci. Humanit., vol. 28, pp. 2010, doi: 10.1590/S0034-
43-57, 2020. 76122010000500003.

[45] T. Melinda, D. A. Krisprimandoyo, J. [53] E. B. Bayargelik, F. Tasel, and S. Apak, “A

Sahertian, and F. R. Toreh, “Local wisdom
for greenpreneurship as a solution to batik
industry in Indonesia,” in The Fifth

E-ISSN: 2224-2899

1017

Research on Determining Innovation
Factors for SMEs,” Procedia - Soc. Behav.
Sci., vol. 150, pp. 202-211, 2014, doi:

Volume 19, 2022



Mohammad Arief,
WSEAS TRANSACTIONS on BUSINESS and ECONOMICS Rita Indah Mustikowati,

DOI: 10.37394/23207.2022.19.88

10.1016/j.sbspro.2014.09.032.

Fathor A. S, Muh. Syarif

vol. 10, no. December, pp. 1-18, 2019, doi:

[54] M. Fink, M. Koller, J. Gartner, A. Floh, and 10.3389/fpsyq.2019.02700.
R. Harms, “Effective entreprencurial [63] F. Juarez, “Community strategic
marketing on Facebook — A longitudinal relationship and marketing to foster the
study,” J. Bus. Res., no. October 2017, pp. development of communities and the
1-9, 2018, doi: sustainability of organizations,” Int. J.
10.1016/j.jbusres.2018.10.005. Psychol. Res., vol. 9, no. 1, pp. 113-125,
[55] K. Ngernyuang and P. Ying Wu, “Using 2016, doi: 10.21500/20112084.2106.
Social Media as A Tool for Promoting [64] T. Bates and A. Robb, “Small-business
Festival Tourism,” Int. J. Comput. Sci. Inf. viability in America’s urban minority
Technol., vol. 12, no. 3, pp. 17-32, 2020, communities,” Urban Stud., vol. 51, no. 13,
doi: 10.5121/ijcsit.2020.12302. pp. 2844-2862, 2014, doi:
[56] N. Toni and Y. R. Edward, “Effect of 10.1177/0042098013514462.
Investment Decision, Capital Structure, [65] S. Blaga, “Rethinking business
Dividend Policy on Financial Performance sustainability,” Rev. Econ. Stud. Res. Virgil
(Empirical Study of Go Public Companies Madgearu; Cluj-Napoca, vol. 6, no. 1, pp.
Listed on the IDX),” IOSR J. Bus. Manag., 5-21, 2013.
vol. 21, no. 11, pp. 19-26, 2019, doi: [66] T. Laukkanen, G. Nagy, S. Hirvonen, H.
10.9790/487X-2111041926. Reijonen, and M. Pasanen, “The effect of
[57] S. Thorgren and T. A. Williams, “Staying strategic ~ orientations  on  business
alive during an unfolding crisis: How SMEs performance in SMEs: A multigroup
ward off impending disaster,” J. Bus. analysis comparing Hungary and Finland,”
Ventur. Insights, vol. 14, no. May, p. Int. Mark. Rev., vol. 30, no. 6, pp. 510-535,
e00187, 2020, doi: 2013, doi: 10.1108/IMR-09-2011-0230.
10.1016/j.jbvi.2020.e00187.
[58] D. Garcia-Pérez-de-Lema, D. Ruiz-Palomo,
and J. Diéguez-Soto, “Analysing the roles of Creative Commons Attribution License 4.0
CEO’s financial literacy and financial (Attribution 4.0 International, CC BY 4.0)
constraints on Spanish SMEs technological This article is published under the terms of the
innovation,” Technol. Soc., vol. 64, no. July Creative Commons Attribution License 4.0
2020, 2021, doi: https://creativecommons.org/licenses/by/4.0/deed.e
10.1016/j.techsoc.2020.101519. n_US
[59] R. Hallak, G. Brown, and N. J. Lindsay,
“Examining tourism SME owners’ place
attachment, support for community and
business performance: the role of the
enlightened self-interest model,” J. Sustain.
Tour., vol. 21, no. 5, pp. 658-678, 2013,
doi: 10.1080/09669582.2012.709861.
[60] L.-J. J. Hwang and A. Lockwood,
“Understanding  the  challenges  of
implementing best practices in hospitality
and tourism SMEs,” Benchmarking An Int.
J., vol. 13, no. 3, pp. 337-354, 2006.
[61] M. A. Ribeiro et al, “Women
entrepreneurship orientation, networks and
firm performance in the tourism industry in
resource-scarce contexts,” Tour. Manag.,
vol. 86, no. April, 2021, doi:
10.1016/j.tourman.2021.104343.
[62] A. Ward, B. R. Hernandez-Sanchez, and J.

C. Sanchez-Garcia, “Entrepreneurial
Potential and Gender Effects: The Role of
Personality Traits in University Students’
Entrepreneurial Intentions,” Front. Psychol.,

E-ISSN: 2224-2899

1018

Volume 19, 2022


https://creativecommons.org/licenses/by/4.0/deed.en_US
https://creativecommons.org/licenses/by/4.0/deed.en_US



