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INTRODUCTION

Small and medium-sized enterprises (SMEs) play a vital role in economic development
by creating employment, stimulating entrepreneurship, and strengthening local
economic resilience. In Indonesia, SMEs also contribute to preserving local knowledge,
cultural heritage, and traditional production systems, particularly in the traditional food
sector (Safitri et al., 2025; Wahyudi et al., 2024). Traditional food SMEs are increasingly
recognized as strategic economic actors because they combine commercial activities
with the preservation of regional identity and cultural values while responding to the
growing demand for authentic culinary experiences (Pugra et al., 2025).

The competitiveness of traditional food SMEs depends not only on product uniqueness
but also on entrepreneurial business management, including innovation, financial
management, branding, digital marketing, and product certification. These capabilities
enable SMEs to improve operational performance, expand market access, and achieve
sustainable competitiveness. However, many traditional food SMEs continue to face
challenges related to limited managerial capability, inadequate digital literacy, and weak
market integration, restricting their business growth (Diaz-Arancibia et al., 2025; Junaidi
et al., 2025). At the same time, culinary tourism offers opportunities to strengthen SME
competitiveness by connecting local food products with destination branding and tourism
experiences, thereby creating additional economic value for local communities (Coelho,
2025; Nurwitasari et al., 2021).

Majalengka Regency possesses considerable potential for developing traditional food
SMEs because of its rich agricultural resources, distinctive culinary heritage, and
expanding tourism sector. Local products such as jalakotek and gula cakar represent
important cultural assets and have the potential to become regional culinary icons.
Nevertheless, field observations reveal that many producers continue to rely on
conventional production and marketing practices. At the same time, limited packaging
innovation, certification, digital capability, and integration with tourism activities constrain
their competitiveness. Despite the growth of tourism and SMEs in Majalengka, empirical
evidence explaining how entrepreneurship business management and culinary tourism
jointly strengthen the competitiveness of traditional food SMEs remains limited.

Against this background, this study aims to examine how entrepreneurship business
management and culinary tourism development enhance the competitiveness of
traditional food SMEs in Majalengka Regency, Indonesia. The study is significant
because it provides insights for strengthening traditional food enterprises while
supporting sustainable regional development. Its novelty lies in proposing an integrated
framework that combines entrepreneurship business management and culinary tourism
development to explain traditional food SME competitiveness, extending previous
studies that have generally examined these dimensions separately. The findings
contribute to both the literature and practice by offering strategic recommendations for
policymakers, tourism stakeholders, and SME practitioners to improve the
competitiveness and sustainability of traditional food SMEs.

LITERATURE REVIEW

Entrepreneurship Business Management in Traditional Food SMEs

Entrepreneurship business management is increasingly recognized as a strategic
capability that enables SMEs to improve innovation, operational performance, and long-
term competitiveness in dynamic business environments. Entrepreneurship extends
beyond business creation to include the ability to identify opportunities, mobilize
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resources, and adapt to changing market conditions through effective managerial
practices (Otache & Usman, 2024; Terchila, 2025). For traditional food SMEs,
entrepreneurship business management encompasses product innovation, financial
management, digital marketing, business legality and certification, as well as branding
and packaging, which collectively influence business sustainability and market
expansion.

Traditional food SMEs differ from other SMEs because they operate at the intersection
of commercial objectives and cultural preservation. Their products often rely on inherited
knowledge, traditional production methods, and local cultural values, creating both
opportunities and managerial challenges. While cultural authenticity represents a
competitive advantage, limited managerial capability frequently restricts innovation,
market access, and business growth. Previous studies consistently identify inadequate
financial management, limited digital capability, weak branding, and insufficient
certification as major barriers preventing traditional food SMEs from expanding into
broader markets (Agyapong et al., 2022; Hidayati et al., 2025).

Recent literature further emphasizes that entrepreneurship management should be
understood as an integrated capability rather than isolated business functions. Product
innovation enhances customer value without diminishing authenticity; digital marketing
expands market reach beyond local communities; certification increases consumer
confidence and facilitates access to formal markets, while effective branding and
packaging strengthen product differentiation and destination identity. Collectively, these
capabilities improve business resilience and create a sustainable competitive advantage.
Nevertheless, previous studies primarily examine these managerial dimensions
separately, providing limited understanding of how they collectively strengthen the
competitiveness of traditional food SMEs, particularly within tourism destinations. This
gap justifies examining entrepreneurship business management as a multidimensional
framework for improving SME competitiveness.

Culinary Tourism Development

Culinary tourism has emerged as an important strategy for destination development
because food provides authentic cultural experiences while generating economic
opportunities for local communities. Unlike conventional tourism products, culinary
tourism enables visitors to experience local history, traditions, and community identity
through food consumption and interaction with local producers (Coelho, 2025; Recuero-
Virto & Arréspide, 2024). Consequently, local culinary products have become strategic
resources for destination differentiation, regional branding, and sustainable tourism
development.

The literature identifies several interrelated dimensions of culinary tourism development.
Destination branding uses local foods to create distinctive regional identities that
differentiate destinations from competitors. Traditional foods also function as tourist
attractions by offering authentic sensory and cultural experiences that increase visitor
satisfaction and destination attractiveness. Furthermore, culinary tourism contributes to
preserving intangible cultural heritage by encouraging communities to maintain
traditional recipes, local ingredients, and culinary knowledge across generations.

Beyond cultural preservation, culinary tourism creates economic value through tourism
experiences, culinary souvenirs, and stronger integration between SMEs and tourism
value chains. Traditional food products marketed as souvenirs extend tourists'
experiences beyond the destination while creating additional income opportunities for
local enterprises. Likewise, collaboration between SMEs, tourism businesses, and local
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governments enables broader market access and encourages inclusive regional
development.

Despite these opportunities, existing studies indicate that many traditional food SMEs
remain weakly connected to tourism ecosystems because of limited promotion,
inadequate stakeholder collaboration, and insufficient managerial capability. As a result,
tourism growth does not automatically improve SME competitiveness. Therefore,
culinary tourism development should be viewed as a collaborative strategy integrating
destination branding, cultural preservation, tourism experiences, and SME participation
to maximize economic and social benefits. Existing research has largely examined these
dimensions independently, leaving limited empirical evidence regarding their collective
contribution to strengthening traditional food SMEs in emerging tourism destinations
such as Majalengka.

Competitiveness of Traditional Food SMEs

Competitiveness refers to the ability of SMEs to achieve superior performance through
innovation, efficiency, market responsiveness, and value creation. For traditional food
SMEs, competitiveness extends beyond financial performance to include the
preservation of cultural authenticity while responding to changing consumer preferences
and market dynamics (Otache & Usman, 2024).

The literature suggests that competitiveness is reflected through six interconnected
dimensions: product quality, market access, business sustainability, customer
recognition, value creation, and competitive advantage. High product quality strengthens
consumer trust and repeat purchases, while broader market access enables SMEs to
expand beyond local consumers through retail, digital platforms, and tourism networks.
Sustainable businesses demonstrate resilience by balancing economic performance
with cultural and social responsibilities. Customer recognition enhances brand
awareness and loyalty, whereas value creation differentiates traditional foods through
authenticity, heritage, and local identity. Together, these dimensions contribute to
sustainable competitive advantage.

Previous studies acknowledge that both internal capabilities and external environmental
factors influence competitiveness. Entrepreneurship management provides the internal
capability to innovate, manage resources, and improve market responsiveness, whereas
culinary tourism creates external opportunities by expanding markets and strengthening
destination identity. However, existing research generally investigates these factors
separately. Limited attention has been given to how entrepreneurship business
management and culinary tourism development interact to enhance the competitiveness
of traditional food SMEs. This gap forms the theoretical foundation of the present study.

Conceptual Framework

Drawing upon the Resource-Based View and contemporary literature on
entrepreneurship and tourism, this study proposes that the interaction between
entrepreneurship business management and culinary tourism development influences
the competitiveness of traditional food SMEs. Entrepreneurship business management
represents the internal capability of SMEs, reflected through product innovation, digital
marketing, business legality and certification, financial management, and branding and
packaging. Culinary tourism development represents the external environment that
creates opportunities through destination branding, tourist attractions, cultural heritage
preservation, tourism experiences, souvenir development, and tourism—SME integration.
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Unlike previous studies that have primarily examined entrepreneurship management or
culinary tourism independently, this study integrates both constructs into a single
analytical framework. The framework assumes that entrepreneurship capability alone is
insufficient to strengthen SME competitiveness unless supported by tourism
development that expands market opportunities and increases the visibility of traditional
food products. Conversely, tourism development cannot generate sustainable economic
benefits without competitive local SMEs capable of delivering high-quality products and
authentic experiences.

Accordingly, this study positions Traditional Food SME Competitiveness as the outcome
of the interaction between Entrepreneurship Business Management and Culinary
Tourism Development. This integrated framework provides the theoretical basis for
examining how managerial capability and tourism development collectively strengthen
the competitiveness and sustainability of traditional food SMEs in Majalengka Regency.
The research framework is presented in Figure 1.

Figure 1. Research Framework
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RESEARCH METHOD

Research Approach

This study employed a qualitative research approach to explore how entrepreneurship
business management and culinary tourism development enhance the competitiveness
of traditional food SMEs in Majalengka Regency, Indonesia. A qualitative approach was
considered appropriate because it enables an in-depth understanding of business
practices, cultural values, and stakeholder perspectives within their natural context.

Research Design

A case study design was adopted to examine traditional food SMEs producing jalakotek
and gula cakar in Maja District, Majalengka Regency, West Java, Indonesia. The study
area was selected because of its rich culinary heritage, strong agricultural resources,
and growing tourism potential, supported by the development of Kertajati International
Airport. This context provides an appropriate setting for examining the relationship
between entrepreneurship business management, culinary tourism development, and
SME competitiveness.
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Sampling Method

Purposive sampling was used to select informants with relevant knowledge and
experience related to traditional food SMEs and culinary tourism. The units of analysis
were traditional food SMEs, particularly enterprises producing jalakotek and gula cakar,
together with stakeholders involved in tourism and SME development. Informants were
selected based on four criteria: ownership or management of traditional food SMEs,
involvement in tourism or local economic development, familiarity with local culinary
products, and willingness to participate in the research. Data collection continued until
information saturation was achieved. The informant profile is presented in Table 1.

Table 1. Informant Profile

Informant Category Role Number
SME owners Producers of jalakotek and gula cakar 2
Government representatives SME and tourism agencies 1
Tourism stakeholders Tourism practitioners/associations 1
Community representatives Community leaders and consumers 3
Total 7

Data Collection Method

Data were collected through semi-structured interviews, direct observations, and
document analysis. Semi-structured interviews explored entrepreneurship practices,
business challenges, tourism opportunities, and competitiveness strategies from the
perspectives of SME owners and relevant stakeholders. Direct observations were
conducted at production sites, marketplaces, and tourism-related locations to examine
production processes, business operations, packaging practices, and interactions
between producers and consumers. Document analysis included government reports,
tourism statistics, SME development documents, and other secondary sources related
to entrepreneurship and culinary tourism in Majalengka Regency. The combination of
these methods enabled data triangulation and provided a comprehensive understanding
of the research phenomenon.

Data Analysis Method

The collected data were analyzed using thematic analysis following the interactive model
of Miles et al. (2014). The analysis involved data condensation, data display, and
conclusion drawing. Interview transcripts, observation notes, and documentary evidence
were systematically coded and categorized into themes corresponding to the study's
conceptual framework, namely entrepreneurship business management, culinary
tourism development, and traditional food SME competitiveness.

Trustworthiness

The trustworthiness of the findings was ensured through credibility, transferability,
dependability, and confirmability. Credibility was strengthened through triangulation of
interviews, observations, and documentary evidence, as well as member checking with
selected participants. Transferability was supported by providing detailed descriptions of
the research context and participants. Dependability and confirmability were enhanced
through systematic documentation of data collection, coding procedures, and analytical
decisions, thereby ensuring transparency and consistency throughout the research
process.
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RESULTS

Entrepreneurship Business Management of Traditional Food SMEs

Business Orientation and Entrepreneurial Practices

The findings indicate that entrepreneurship among traditional food SMEs in Maja District
has developed through different business orientations despite operating within the same
geographical and cultural context. Triangulation of interview data, field observations, and
document analysis demonstrates that jalakotek and gula cakar represent distinct
entrepreneurial models that influence their competitiveness and business development.

Interview Findings

Interviews with SME owners revealed that both enterprises originated from household
activities inherited across generations. However, jalakotek producers described
entrepreneurship primarily as an economic activity responding to increasing consumer
demand, whereas gula cakar producers emphasized preserving family traditions and
cultural practices.

One jalakotek producer explained:

“Since 2003. It started only for family consumption, but many people liked it,
so it gradually became a business.” (Jalakotek SME Owner)

Observation Findings

Field observations confirmed clear differences between the two enterprises. Jalakotek
production was carried out almost daily using relatively simple but continuous production
processes. Products were distributed through schools, neighborhood retailers, traditional
markets, and informal resellers, indicating a stronger commercial orientation.

Conversely, observations at gula cakar production sites showed that production was
largely seasonal and depended on orders related to religious celebrations and traditional
ceremonies. Production techniques remained highly manual and were preserved
primarily to maintain product authenticity rather than to increase production capacity.

Document Analysis

Document analysis of local government reports identified both jalakotek and gula cakar
as priority traditional culinary products in Majalengka Regency. However, development
documents distinguish their strategic roles. Jalakotek is promoted as a product with
commercial potential capable of supporting SME development. In contrast, gula cakar is
primarily recognized as an element of local culinary heritage requiring preservation
alongside economic utilization.

Integrated Findings

The triangulation of interviews, observations, and documentary evidence demonstrates
that different business orientations shape entrepreneurship among traditional food
SMEs. Jalakotek reflects a market-oriented entrepreneurial model characterized by
continuous production and gradual business expansion. In contrast, gula cakar
represents a heritage-oriented model in which cultural preservation remains central to
business decisions. These contrasting orientations subsequently influence innovation,
market access, and long-term competitiveness.
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Innovation, Digital Marketing, and Business Legality

Interview Findings

Interviews revealed considerable differences in innovation practices between jalakotek
and gula cakar producers. Several jalakotek entrepreneurs reported introducing frozen
products and vacuum packaging to increase shelf life and facilitate wider distribution.

“We have tried producing frozen jalakotek so customers can take it outside
Majalengka.” (Jalakotek SME Owner)

In contrast, gula cakar producers expressed greater reluctance to modify production
methods because maintaining traditional characteristics was considered essential for
preserving product identity.

Interviews also showed that digital marketing adoption remained limited among both
enterprises.

“There was training from university students about online selling, but | still
find it difficult to use. My phone is limited, and | do not really understand
social media.” (Jalakotek SME Owner)

Regarding business legality, most producers acknowledged that they had not obtained
PIRT or halal certification.

“No, we do not have cetrtification yet. We still sell products in a simple way.”
(Jalakotek SME Owner)

Observation Findings

Observations supported these interview findings. Several jalakotek products had
adopted improved packaging and frozen-product formats, although implementation
remained limited to a few producers. In contrast, gula cakar products continued to be
packaged in transparent plastic without branding, nutritional labels, or product
information.

Researchers also observed that most marketing activities relied on direct sales through
traditional markets, neighborhood stores, and personal networks. Digital promotion
through websites, marketplaces, or social media was rarely found at either enterprise.

Document Analysis

Government documents relating to SME development indicate that entrepreneurship
training has emphasized product innovation, digital marketing, and certification.
However, program implementation remains uneven because many traditional food SMEs
experience limited financial resources, technological capability, and access to mentoring.

Integrated Findings

Triangulation indicates that innovation alone is insufficient to strengthen
competitiveness. Although jalakotek demonstrates greater product innovation than gula
cakar, both enterprises continue to experience similar structural barriers related to digital
capability, certification, and managerial capacity. The findings suggest that
entrepreneurship development requires integrated support combining innovation,
branding, certification, and digital transformation rather than isolated business training
programs.
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Culinary Tourism Development

Interview Findings

Interviews with SME owners and tourism stakeholders revealed that both traditional
foods possess considerable tourism potential but fulfil different tourism functions.
Jalakotek was widely perceived as an authentic local snack that could enrich visitors'
culinary experiences. In contrast, gula cakar was regarded as a culturally symbolic
product suitable for souvenirs and traditional ceremonies.

Observation Findings

Field observations showed that jalakotek was predominantly sold in food stalls,
traditional markets, and roadside vendors, enabling direct interaction between producers
and consumers. Conversely, gula cakar was more commonly displayed as a packaged
traditional product with a longer shelf life, making it more suitable for visitors seeking
regional souvenirs. Nevertheless, researchers observed limited integration of both
products into tourism activities. Neither enterprise was systematically incorporated into
culinary tours, tourism packages, or destination branding initiatives.

Document Analysis

Regional tourism planning documents identify culinary products as part of Majalengka's
tourism potential. However, document analysis also indicates that traditional foods are
generally discussed as complementary tourism products rather than as core attractions
integrated into destination development strategies.

Integrated Findings

The triangulated findings indicate that tourism development has created opportunities for
expanding traditional food markets, but stronger collaboration between SMEs, tourism
stakeholders, and local government remains necessary. Jalakotek demonstrates greater
potential as a culinary attraction because of its experiential value. In comparison, gula
cakar possesses stronger potential as a destination souvenir because of its cultural
symbolism and longer product durability.

Competitiveness of Traditional Food SMEs

The triangulation of interviews, observations, and documentary evidence indicates that
the competitiveness of traditional food SMEs is determined by the interaction between
entrepreneurship business management and culinary tourism development. The
comparison between the two products demonstrates distinct competitive characteristics.
Jalakotek benefits from continuous local demand, stronger innovation, and greater
opportunities for experiential tourism. Conversely, gula cakar derives its competitive
advantage primarily from cultural authenticity and symbolic value but remains
constrained by limited branding, packaging innovation, and commercialization.

Despite these differences, both enterprises share common structural constraints,
including inadequate digital capability, limited access to certification, insufficient
managerial capacity, and weak integration into tourism value chains. These constraints
restrict market expansion beyond local communities and reduce the potential
contribution of traditional food SMEs to regional tourism development.

Overall, the findings demonstrate that improving the competitiveness of traditional food
SMEs requires simultaneous strengthening of entrepreneurship, business management,
and tourism integration. The convergence of cultural heritage, entrepreneurial capability,
and tourism development provides important opportunities for transforming jalakotek and
gula cakar from locally consumed traditional foods into competitive regional culinary
products capable of supporting sustainable economic development.
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DISCUSSION

Entrepreneurship Business Management as an Internal Driver of Traditional Food
SME Competitiveness

The findings demonstrate that entrepreneurship business management constitutes the
primary internal capability influencing the competitiveness of traditional food SMEs in
Majalengka Regency. Competitiveness is not determined solely by the uniqueness of
traditional food products but also by entrepreneurs' ability to innovate, manage financial
resources, strengthen branding, improve packaging, obtain business certification, and
adopt digital marketing practices. These managerial capabilities determine whether
traditional food SMEs can adapt to changing consumer preferences while maintaining
product authenticity, consistent with the view that entrepreneurial capabilities are
strategic resources for achieving sustainable competitive advantage (Barney, 2001;
Tambunan, 2021).

The comparison between jalakotek and gula cakar demonstrates that entrepreneurial
orientation differs according to product characteristics and cultural functions. Jalakotek
producers exhibit a stronger market-oriented approach by gradually introducing product
innovation and expanding distribution channels, whereas gula cakar producers prioritize
preserving traditional production methods and cultural authenticity. This finding suggests
that entrepreneurial decision-making in traditional food enterprises is influenced not only
by commercial objectives but also by cultural values embedded in local food traditions.
Such findings extend previous research that has primarily associated entrepreneurship
with innovation and business growth by demonstrating that cultural preservation also
shapes entrepreneurial behavior in heritage-based SMEs (Busyra et al., 2023; Priya,
2024).

Another important finding concerns the limited adoption of digital marketing and business
certification among both SMEs. Although universities and government institutions have
introduced entrepreneurship training, many producers continue to rely on conventional
marketing practices because of limited digital capability and financial resources. Similar
challenges have been identified among rural SMEs, where digital transformation is
constrained by technological readiness, infrastructure, and managerial capability
(Almahameed et al.,, 2026; Anwar et al., 2022). Consequently, entrepreneurship
development should move beyond technical production skills by strengthening digital
capability, branding, certification, and strategic business management simultaneously
(Sumarlinah et al., 2022).

Culinary Tourism Development as an External Enabler of SME Competitiveness
The findings indicate that culinary tourism provides an important external ecosystem for
strengthening the competitiveness of traditional food SMEs. Tourism creates
opportunities not only for increasing product sales but also for reinforcing destination
identity, preserving local culture, and generating memorable visitor experiences
(Mohanty et al., 2020). This finding supports the growing recognition that local food has
become an essential component of destination competitiveness because it differentiates
destinations through authentic cultural experiences (Syahrial et al., 2020)

The comparison between jalakotek and gula cakar reveals different tourism functions.
Jalakotek possesses stronger experiential value because tourists can observe
production processes and consume the product directly as part of their travel experience.
Conversely, gula cakar demonstrates greater potential as a cultural souvenir because of
its symbolic meaning and longer shelf life. These differences suggest that destination
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development strategies should recognize the diversity of traditional food products rather
than apply standardized promotional approaches. Such differentiation aligns with studies
emphasizing that culinary destination branding should be based on the distinctive identity
and authenticity of local food products (Dirgahayu & Budhirianto, 2023; Pamukgu et al.,
2021).

Nevertheless, the findings also reveal that tourism potential has not yet been fully
translated into business competitiveness. Traditional food SMEs remain weakly
integrated into tourism value chains, and collaboration among SMEs, tourism
stakeholders, and local government remains limited. This observation is consistent with
previous studies suggesting that tourism contributes to local economic development only
when SMEs are effectively incorporated into destination planning and tourism supply
chains.

Integrating Entrepreneurship Business Management and Culinary Tourism
Development to Strengthen SME Competitiveness

The principal contribution of this study lies in demonstrating that traditional food SME
competitiveness emerges from the interaction between entrepreneurship business
management and culinary tourism development rather than from either factor
independently. Entrepreneurship provides the internal capability required to improve
product quality, branding, innovation, and operational performance, while culinary
tourism expands market exposure, destination recognition, and consumer appreciation
of local culinary heritage (Noor et al., 2021; Otache & Usman, 2024).

The findings further indicate that the relationship between entrepreneurship and tourism
differs across the two case products. Jalakotek demonstrates relatively stronger
entrepreneurial capability but has not fully utilized tourism opportunities to expand its
market beyond routine consumption. In contrast, gula cakar possesses considerable
tourism value because of its cultural symbolism but lacks sufficient managerial capability
to transform this cultural value into broader commercial competitiveness. These
contrasting patterns illustrate that entrepreneurship and tourism are mutually reinforcing
rather than independent drivers of SME development.

This integrated perspective extends previous studies, which generally examine
entrepreneurship and culinary tourism as separate research domains (Hasan et al.,
2021; Priya, 2024). By integrating both perspectives within a single analytical framework,
this study demonstrates that competitiveness is strengthened when entrepreneurial
capability and tourism development operate synergistically. Traditional food products
therefore function simultaneously as economic commodities, cultural assets, and tourism
resources, enabling SMEs to contribute to sustainable regional development while
preserving local culinary heritage.

Theoretical and Practical Implications

Theoretically, this study enriches the literature on SME competitiveness by proposing
that entrepreneurship business management and culinary tourism development should
be wunderstood as complementary rather than independent determinants of
competitiveness. While previous studies have emphasized managerial capability or
tourism development separately, the present findings demonstrate that competitiveness
is created through the interaction between internal entrepreneurial capability and
external tourism ecosystems. Furthermore, the study highlights cultural authenticity as a
strategic intangible resource that enhances competitiveness when supported by
innovation, branding, and destination integration, thereby extending the Resource-Based
View in the context of traditional food SMEs (Barney, 2001).
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Practically, the findings suggest that policies aimed at strengthening traditional food
SMEs should integrate entrepreneurship development with tourism planning. Business
development programs should emphasize digital marketing, certification, branding,
packaging improvement, and financial management. At the same time, tourism policies
should incorporate traditional food SMEs into destination branding, culinary festivals,
tourism packages, and regional souvenir development. Strengthening collaboration
among local governments, tourism organizations, universities, and SME associations is
essential to creating an integrated culinary tourism ecosystem capable of enhancing
SME competitiveness while preserving Majalengka's culinary heritage.

CONCLUSION

This study examined how entrepreneurship business management and culinary tourism
development jointly enhance the competitiveness of traditional food SMEs in Majalengka
Regency, Indonesia. The findings demonstrate that SME competitiveness is shaped not
only by internal managerial capabilities but also by the extent to which traditional food
products are integrated into the regional tourism ecosystem. The comparison between
jalakotek and gula cakar shows that the two products possess different competitive
characteristics. Jalakotek demonstrates stronger commercial orientation through
continuous production and product innovation, whereas gula cakar derives its
competitive advantage primarily from cultural authenticity and heritage value. Despite
these differences, both SMEs face common challenges related to limited digital
capability, business certification, branding, and tourism integration.

The study contributes to the literature by proposing an integrated perspective in which
entrepreneurship business management and culinary tourism development function as
complementary drivers of traditional food SME competitiveness. The findings suggest
that sustainable competitiveness can be achieved when managerial capability is
strengthened while simultaneously positioning traditional culinary products as tourism
assets that support regional identity and local economic development.

A practical implication of this study is that local governments should develop integrated
SME and tourism development programs that combine entrepreneurship capacity
building, digital transformation, certification support, and destination branding to
strengthen the competitiveness of traditional food enterprises.

Future research should examine this integrated framework across different regions and
traditional food products to validate its applicability in broader cultural and tourism
contexts.

LIMITATION

This study has several limitations that should be considered when interpreting its
findings. First, the research adopted a qualitative case study approach focusing
specifically on traditional food SMEs in Majalengka Regency, particularly jalakotek and
gula cakar producers in Maja District. While this approach enabled an in-depth
understanding of local contexts, business practices, and cultural dimensions, the findings
may not be fully generalizable to other regions or types of traditional food SMEs with
different socio-economic and cultural characteristics.

Second, the study relied primarily on purposive sampling and a limited number of key

informants, including SME owners, local government representatives, tourism
stakeholders, and community members. Although data saturation was achieved and
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triangulation techniques were employed to enhance credibility, the findings remain
dependent on participants’ experiences and perceptions, which may introduce subjective
interpretations and potential response bias.

Third, the study examined competitiveness from a qualitative perspective by exploring
themes such as product quality, market access, business sustainability, customer
recognition, value creation, and competitive advantage. As a result, the research did not
quantitatively measure the relative influence of entrepreneurship business management
and culinary tourism development on SME competitiveness. Future studies employing
mixed-method or quantitative approaches may provide stronger empirical evidence
regarding the relationships among these dimensions.

Fourth, data collection was conducted within a specific time frame and therefore may not
fully capture the dynamic nature of entrepreneurship practices, tourism development,
and market changes over time. External factors such as policy shifts, technological
advancements, and changes in consumer behavior could influence SME
competitiveness in ways not fully reflected in this study.

Finally, although the study integrated entrepreneurship business management and
culinary tourism development into a single analytical framework, other factors that may
influence SME competitiveness, such as institutional support, supply chain integration,
access to finance, and consumer preferences, were not examined in detail. Therefore,
future research is encouraged to incorporate these additional dimensions to develop a
more comprehensive understanding of the competitiveness of traditional food SMEs in
emerging tourism destinations.
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