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INTRODUCTION 
Women entrepreneurs have emerged as a promising roadmap for reducing poverty and boosting the 
national economy in recent years (Sari et al., 2022). In Indonesia, the phenomenon has shown that many 
women have started small-scale businesses, and some have already achieved success in their ventures. 
One of the most dominant sectors in women’s entrepreneurship is the food and beverage sector. This is 
rooted in the common perception among women that culinary business is the fastest way to become an 
entrepreneur. It requires relatively low startup capital, involves minimal risk, and often uses equipment 
already available at home, making it an attractive choice for women (Nasution & Lesmana, 2018). 
 
Enhancing women's competence in management and entrepreneurship is crucial for business 
sustainability (Tajeddini et al., 2017a). Marketing strategy plays an essential role in sustaining businesses 
and maintaining long-term relationships with customers (Crane, 2010). The marketing mix is considered a 
vital aspect in the formulation and implementation of marketing strategies, emphasizing the combination 
of several factors to maximize organizational and consumer goals. Its components are commonly known 
as the 'Four Ps': price, place, product, and promotion. 
 
Previous studies on the practice of the marketing mix in MSMEs have been conducted by Mutsikiwa et 
al. (2007) and Wahyudi et al. (2021). However, research specifically investigating how the marketing mix 
is practiced by women culinary entrepreneurs has not yet been conducted. This study also takes into 
account the suggestion by Roomi & Parrott (2008) to analyze the underlying factors that prevent women 
entrepreneurs from sustaining businesses in the food and beverage sector. This research has the potential 
to pave the way for improving the sustainability of women-owned businesses, especially considering their 
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Abstract:  
This study attempts to investigate how the marketing mix is practiced among women 
culinary entrepreneurs. A descriptive approach was used, with data collected through 
closed-ended questionnaires from 75 women culinary entrepreneurs. The results show 
that women culinary entrepreneurs in Bogor City do not implement several elements of 
the marketing mix, and their source of knowledge about the marketing mix is derived 
solely from business experience. The limited use of marketing mix elements is attributed 
to constraints faced by women culinary entrepreneurs, particularly limited working 
capital. A limitation of this study is its static nature, as it provides a descriptive 
overview of marketing mix practices without in-depth insight into the effects of these 
practices. Future research is suggested to empirically investigate the influence of 
marketing mix practices among women culinary entrepreneurs using a mixed-method 
approach. 
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significant role in enhancing family welfare and creating job opportunities for other women in their 
communities. Therefore, a detailed investigation into their marketing mix activities is crucial. The 
primary objective of this study is to explore the perceptions of women culinary entrepreneurs regarding 
the practice of the marketing mix in their businesses. 
 
RESEARCH METHOD 
This study is based on the importance of marketing mix practices (product, price, place, and promotion) 
in achieving business sustainability for women culinary entrepreneurs in the small and medium culinary 
sector. The research was conducted in the Suryakencana culinary tourism area in Bogor, Indonesia. This 
location was chosen because Bogor's culinary spots are a favorite destination for both domestic and 
international tourists, especially on weekends. The city of Bogor has a strategic location and is renowned 
for its rich culinary appeal, creating a dynamic environment with a high level of competition. 
 
A descriptive quantitative methodology was used in this study, as it aligns with the research objective of 
providing an objective overview of a situation using numerical data, starting from data collection to 
interpretation (Arikunto, 2015). Primary data were collected through a questionnaire. The questionnaire 
included questions related to the perceptions of women culinary entrepreneurs in the Bogor area 
regarding their marketing mix practices. 
 
The questionnaire consisted of three main sections. The first section included questions related to the 
demographic characteristics of the respondents. The second section comprised questions about the 
marketing mix practices implemented by the respondents. The third section addressed the sources of 
knowledge regarding the application of the marketing mix among the respondents. A total of 75 women 
culinary entrepreneurs agreed to participate in the survey. Table 1 presents the characteristics of small and 
medium-scale women culinary entrepreneurs. 
 
Tabel 1. Characteristics of Women Culinary Entrepreneurs in the Small and Medium Enterprises (SMEs) 

Respondent Characteristics Frequency Percentage (%) 
Age Distribution     

Under 30 9 12% 

31–40 24 32% 

41–50 27 36% 

51–60 8 11% 

Over 60 7 9% 

Education Level     

High School 68 91% 

Bachelor’s Degree 7 9% 

Reason for Starting Business     

Personal Interest 27 36% 

Family Business 48 64% 

 
Out of a total of 75 respondents, 36% were aged between 41–50 years, 32% between 31–40 years, 12% were under 
30 years old, 9% were over 60, and only 11% were aged between 51–60 years. Among the respondents, 68% had 
completed high school, 7% held a bachelor's degree, and 13.3% (uncategorized). The majority of respondents, or 
48%, started their business as a continuation of a family business, while only 27% became entrepreneurs due to 
personal interest. 

 
RESULT AND DISCUSSION 
Based on the descriptive analysis, the marketing mix practices among women culinary entrepreneurs have 
covered the four components of the marketing mix, although they are still implemented in a relatively 
simple manner and some components have not been fully optimized. Table 2 summarizes the overview of 
the respondents’ marketing mix practices. 
 
Table 2. Descriptive Statistics of Marketing Mix Practices by Women Culinary Entrepreneurs 
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Marketing Mix Practice Indicators Mean % 
Offering a variety of menu options for culinary products 3.68 0.860 
Regularly updating or developing new products for the business 3.52 0.901 
Product prices are adjusted to match the purchasing power of the target market 3.64 0.832 
Offering discounts or special promotions during certain occasions 3.84 0.831 
Business location is strategic and easily accessible to customers 3.67 0.862 
Utilizing online platforms to sell products 3.82 0.834 
Using social media to promote culinary products 3.78 0.890 
Conducting collaborations or joint promotions with other businesses 3.69 0.862 

 
The majority of respondents stated that the marketing mix plays a variety of alternative roles. As shown 
in Table 2, this study reveals that offering discounts or special promotions is considered a key marketing 
tool (3.84). Additionally, 3.82 respondents reported utilizing online platforms to sell products as part of 
the marketing mix. Using social media for promotional purposes (3.78), collaborating with other 
businesses (3.69), offering menu variety (3.68), having a strategic and accessible business location (3.67), 
and adjusting product prices to match the target market (3.64) were also cited as important marketing mix 
functions by several women culinary entrepreneurs in the study area. Around 3.52 respondents indicated 
that updating or developing new products plays a marginal or less significant role in their business 
operations. 
 
Women culinary entrepreneurs tend to view marketing narrowly, as merely a tactic to boost sales, rather 
than embracing a broader business orientation. Marketing mix tools such as promotion were highly 
favored by the respondents, whereas product and pricing strategies were the least preferred. This implies 
that many women culinary entrepreneurs are mainly motivated to engage in promotional and location-
based strategies. However, marketing is about identifying, anticipating, and fulfilling customer needs. 
Women culinary entrepreneurs must ensure that their products and services consistently meet customer 
demands. One way to achieve this is through the product mix as a core marketing strategy. 
 
The findings of this study are consistent with Sari (2017), who showed that MSMEs have not yet fully 
implemented the elements of the marketing mix. In her research, it was found that aspects such as pricing, 
location, and promotion were not being practiced adequately. The obstacles to full implementation of the 
marketing mix include limited working capital, restricted access to financing, and legal limitations. These 
findings are also consistent with evidence from Zahrah & Mandey (2021), who found that MSMEs in 
Manado had applied marketing mix practices in their business operations and had naturally seen a 
positive impact on their sales volumes, even though they had not paid significant attention to, or had 
limited understanding of, the marketing mix itself. Nevertheless, MSMEs had organically taken all 
elements of the marketing mix into account. 
 
The third part of the questionnaire addressed respondents’ feedback on how women culinary 
entrepreneurs acquired knowledge about the marketing mix, which is interpreted and presented in Table 
3. 
 
Table 3. Sources of Marketing Knowledge among Women Culinary Entrepreneurs 

Source of Marketing Knowledge Frequency Percentage 
(%) 

From experience gained during the course of running the 
business 36 48% 

From reading specialized marketing books 9 12% 
From participating in marketing training and seminars 26 35% 
Owner has a background or qualification in marketing 4 5% 

 
The research findings indicate that women culinary entrepreneurs acquire their knowledge about 
marketing mix practices primarily through experience gained during the course of their business journey, 
accounting for 48%. Overall, 35% of respondents reported participating in marketing training and 
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seminars to support their business activities, while 12% gained knowledge from reading specialized 
marketing books. Lastly, 5% had colleagues with intermediate-level marketing qualifications. 
 
These findings are consistent with Anaba (2017), who studied marketing mix practices in Ghana. 
According to his research, several reasons explain why MSME actors do not seek to enhance their 
marketing knowledge, including high costs, lack of marketing expertise among managers or owners, and 
the belief that they already have a strong customer base. MSMEs that perceive themselves as having a 
loyal customer base tend not to see the need for formal marketing knowledge. 
 
CONCLUSION 
There are two valuable findings that can be drawn from this study. The first finding is that many women 
culinary entrepreneurs still adopt the marketing mix in a simplified form and possess an incomplete 
understanding of marketing concepts. This indicates that women culinary entrepreneurs in Bogor tend to 
equate the marketing mix with sales or advertising, placing greater emphasis on short-term goals such as 
increasing sales rather than focusing on long-term sustainability. The second finding relates to how 
women culinary entrepreneurs acquire knowledge of the marketing mix in their business activities. The 
majority of women culinary entrepreneurs in Bogor consider business experience as the primary source of 
their marketing knowledge. 
 
Further research is necessary using a mixed-methods approach to explore more deeply and 
comprehensively the types of marketing knowledge that could be accessible to them, especially if they 
lack formal marketing education. It is also important to examine how elements of the marketing mix, such 
as product and service personalization, can contribute to increased sales. A key limitation of this study is 
that it does not explore the causal relationships between marketing mix elements and business success. 
The research findings only provide static information without offering deeper insights into which factors 
influence marketing performance or what strategies could be implemented to address the identified issues. 
 
REFERENCES 
[1] Al Badi, K. S. (2018). The Impact of Marketing Mix on the Competitive Advantage of the SME 

Sector in the Al Buraimi Governorate in Oman. SAGE Open, 8(3). 
https://doi.org/10.1177/2158244018800838 

[2] Alqudah, O. M. A. A. (2023). The Influence of E-Marketing Mix Strategy on Organizational 
Performance: An Empirical Analysis of Jordanian Smes. International Journal of Professional 
Business Review, 8(6), e02243. https://doi.org/10.26668/businessreview/2023.v8i6.2243 

[3] Anaba, O. A. (2017). Marketing Mix Practices in the Development of Small and Medium Enterprises 
in the Bolgatanga Municipality, Ghana. http://www.ijmsbr.com 

[4] Arikunto. (2015). Prosedur Penelitian Suatu Pendekatan Praktik. Rineka Cipta. 
[5] Diana Sari, W., Nurani, R., Islam Riau, U., & Suska Riau, U. (2022). Positioning Women 

Entrepreneurs in Small And Medium Enterprises In Indonesia-Food & Beverage Sector 
Menempatkan Peran Wirausaha Wanita Dalam Usaha Kecil Dan Menengah Di Indonesia-Sektor 
Makanan & Minuman. In Management Studies and Entrepreneurship Journal (Vol. 3, Issue 2). 
http://journal.yrpipku.com/index.php/msej 

[6] Fahrani, S., Fuad, M., & Setianingsih, D. (2023). Pengaruh Lingkungan Keluarga, Resiliensi dan Self 
Efficacy Terhadap Minat Berwirausaha Perempuan Single Parent di Kota Langsa. Jurnal Ekonomi 
Utama, 2(2), 143–154. https://doi.org/10.55903/juria.v2i2.63 

[7] Hurriyati, R. (2015). Bauran Pemasaran dan Loyalitas Konsumen. Bandung: Alfabeta, Cv. 
[8] Mutsikiwa, M., Basera, C. H., Dhliwayo, K., & Muzangwa, J. (2007). The Effectiveness of 

Marketing Mix Strategies on Competitiveness: A Case of Food Micro and Small Enterprises in 
Masvingo, Zimbabwe. INTERNATIONAL JOURNAL OF MANAGEMENT & INFORMATION 
TECHNOLOGY, 2(1), 78–85. https://doi.org/10.24297/ijmit.v2i1.1415 

[9] Nasution, A. E., & Lesmana, M. T. (2018). Pengaruh Harga dan Kualitas Pelayanan Terhadap 
Keputusan Pembelian Konsumen(Studi Kasus pada Alfamart di Kota Medan). Prosiding Seminar 
Nasional Vokasi Indonesia, 1(November), 83–88. 



 
 
 

 
 
JURNAL JUKIM Vol 4 No. 3 Mei 2025 | P-ISSN: 2829-0488 E-ISSN: 2829-0518, Page. 101-105 

Ani Rakhmanita, Desy Tri Anggarini, Arief Fahruri      105 

[10] Roomi, M. A., & Parrott, G. (2008). Barriers to Development and Progression of Women 
Entrepreneurs in Pakistan. The Journal of Entrepreneurship, 17(1), 59–72. 
https://doi.org/10.1177/097135570701700105 

[11] Sari, R. P. (2017). Marketing Mix Implementation in Small Medium Enterprises: A Study of 
Galeristorey Online Business. ETIKONOMI, 16(1), 115–126. 
https://doi.org/10.15408/etk.v16i1.3950 

[12] Tahi, T., & Tambunan, H. (2017). Women Entrepreneurs in MSEs in Indonesia: Their Motivations 
and Main Constraints. 

[13] Tajeddini, K., Ratten, V., & Denisa, M. (2017a). Female tourism entrepreneurs in Bali, Indonesia. 
Journal of Hospitality and Tourism Management, 31, 52–58. 
https://doi.org/10.1016/j.jhtm.2016.10.004 

[14] Tajeddini, K., Ratten, V., & Denisa, M. (2017b). Female tourism entrepreneurs in Bali, Indonesia. 
Journal of Hospitality and Tourism Management, 31, 52–58. 
https://doi.org/10.1016/j.jhtm.2016.10.004 

[15] Wahyudi, R., Thoyib, M., & Amri, D. (2021). Analysis of Marketing Mix Strategy on Consumer 
Value in Small and Medium Enterprises in Palembang, South Sumatra (Case Study of Palembang’s 
Traditional Processed Food). 

[16] Zahrah, A., & Mandey, S. L. (2021). ANALISIS MARKETING MIX TERHADAP VOLUME 
PENJUALAN PADA UMKM RM. SOLIDEO KAWASAN BAHU MALL MANADO 
MARKETING MIX ANALYSIS TOWARD SALES VOLUME AT RM. SOLIDEO BAHU MALL 
MANADO MSME. Mangantar 216 Jurnal EMBA, 9(4), 216–226. 


