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Abstract. The aim of this studi is to development e-marketing strategies of Betawi Traditional Culinary
Entrepreneurs by maximizing the use of social media to optimize the market opportunities. Research is
qualitative; based on observations, literature studies and interviews with related parties. The study uses three
stages, namely; Input method (useing IFAS / EFAS matrix dan weighting refers to the process of comparing
systems that adopt the Process Hierarchy Analysis concept), adjustment method (using the Grand Strategy ) and
Matrix of Quantitative Strategic Planning Matrix (QSPM) matrix is used as a tool to determine alternative
strategies that are relevant to be applied. The three alternative strategies that can be implemented (based on
implementation priorities referring to the QSPM matrix output); Joint venture, maintain tea exixting market and
product development.
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Introduction

Culinary is a reflection of culture and relationships that occur between humans and their
environmental ecology (Marten; 2001, Craith et al; 2008), thus a discussion of traditional Indonesian
culinary has a very strategic position. But in its development, foreign culinary and culinary fission has
made it increasingly difficult to find a niche market for the development of traditional Indonesian
cuisine. Therefore, it needs intensive and continuous treatment in handling and developing culinary in
Indonesia, so that the culinary potential in Indonesia can be managed optimally.

Food as a culinary product is one indication of the success of sustainable development in a
country, where the emphasis on meeting people's food needs is one of the indicators (Ali et al, 2019).
Population as one of the objects of development on average experienced an upward trend especially in
Asian countries (Indonesia reached 252,812,245 people; India reached 1,267,401,849 people;
Myanmar reached 53,718,958 people; Thailand reached 67,222,972 people; Singapore reached
5,469,700; Malaysia reached 30,187,896 and; China reached 1,364,270,000. (World Bank; 2015)
Based on facts and data about the magnitude of the potential development of culinary products both on
an international and national scale, the culinary business by providing food needs has enormous
opportunities, both in the present and in the future (Darmanto et al, 2019).

The local values reflected in the culinary variations consumed by a society philosophically
can be interpreted as a system of knowledge of the local/indigenous people who are empirical and
pragmatic (Untari et al, 2020). Empirical because the processed products of the community locally
depart from the facts that occur around their lives. And it is pragmatic because the whole concept that
is built from the results of the thought of knowledge aims to solve problems in everyday life. Culinary
from each community represents how the community interacts with its environment.

Among the many types of traditional culinary, Betawi Traditional Culinary is one of the very
interesting culinary things to look at more deeply, considering that Betawi culture has a high historical
value and social value both in the development of cultural sociology and in the great history of
Indonesia's development (Untari and Satria, 2019). Betawi is a native of Jakarta who lives and
develops in the DKI Jakarta area, formed around the 17th century which is a result of a mixture of
several ethnic groups such as Bali, Sumatra, China, Arabia, and Portugal. The mixing of cultures from
several tribes makes the Betawi Culture very unique and rich. This can be seen from the Betawi
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culinary variations, Untari (2017) in his research found that there are approximately 150 typical
Betawi foods, only it is unfortunate that the existence of Betawi Culinary as a reflection of the current
Betawi Culture is being marginalized. The concept of modernization brought Betawi culinary on the
verge of extinction, besides that the xenocentrism view made the Betawi community itself less proud
of Betawi cuisine. In addition, the shifting of land functions is also one of the causes of the loss of
Betawi culinary variations in DKI Jakarta. An ecological carrying capacity that is increasingly
minimal has made it difficult for people to find sources of culinary ingredients to meet their needs
(Untari 2017).

The problem in developing Betawi Traditional Culinary in DKI Jakarta is a very complex
matter. The synergy between multi-disciplines is needed. In the preparation and implementation of
research, the Development of the Betawi Culinary Center Cluster in DKI Jakarta is supported by
several sciences, namely food science, social humanity science, and ecology. Research on culinary and
development has been done before, but previous studies have only been partial. Researchers only
focus on several aspects such as social aspects related to people's preferences, motivation and
perceptions of culinary products (Williams, and Karim, 2003; Parma, 2012; Budiasa, 2011; Rina,
2012). Another aspect that is often a research topic is the marketing aspect related to product
development (Hashimoto and David, 2003); promotion (Frochot, 2003; Du Rand, Emie and Nic, 2003;
Novalina, 2008) and tourists' perceptions and interests in traditional culinary (Colen and Avieli, 2004;
Sulaiman and [lham, 2010); and culinary business aspects (Sutami, 2012; Mestika and Putu, 2013);
even some studies only inventory and identify tourism potential in an area (Avianti, 2007; Octaria,
2007).

Current world developments require marketers to change the conventional marketing model
towards an interactive marketing pattern by using social media as a promotional tool and marketing
their products. eMarketer in 2014 noted that Indonesia is the world's largest internet user number 6
after China, the uUs, India, Brazil, and Japan. (HTTP: Tekno,
kompas.com/read/2016/11/24/Users.Internet.Indonesia. Nomer.Enam.World). Research published by
Crowdtap, Ipsos MediaCT and The Wall Street Journal in 2014 noted that the time spent accessing the
internet is 6 hours 46 minutes per day (Mulawarman and Nurfitria, 2017). With the large market
opportunity for Traditional Culinary business development and the demand for a shift in the marketing
model, the main objective of this research is to develop internet-based marketing strategies and social
media in an effort to optimize the opportunities for Betawi Traditional Culinary development.

Research Methods

The method used in the preparation of alternative strategies is a qualitative method where there are
three methods used, namely input methods, matching and strategy formulation (David, 2005). Input
method, researchers will use IFAS / EFAS matrix by compiling key factors as factors that influence
culinary development internally and externally; Adjustment method using the Grand Strategy and
Matrix of Quantitative Strategic Planning Matrix (QSPM) matrix is used as a tool to determine
alternative strategies that are relevant to be applied. At the model development stage, validation and
testing of Betawi culinary development strategy models will be carried out with steps: 1) improvement
of the draft strategy; 2) expert test involving marketing experts; 3) model improvement based on
expert input; 4) validation and field testing through focus group discussion (FGD); and 5) finalizing
the e-marketing strategy model.

Result And Discussion

The strategies and policies that will be proclaimed as guides for direction, as well as guidelines for
achieving targets as stated above, are carried out by conducting strategic management analysis. In
accordance with the understanding where a strategy is an approach carried out as a whole, related to
the implementation of ideas, planning, and execution of an activity, the research is divided into three
processes, namely, input, matching, and output. In the input process, researchers use the EFAS / [FAS
matrix, then proceed with the Grand Matrix and QSPM Matrix.

Archives Available @ www.solidstatetechnology.us

r9SL




Solid State Technology
Volume: 63 Issue: 2s
Publication Year: 2020

Table 1. EFAS IFAS Matrix of Betawi Traditional Culinai Develoimem e—Marketini

Strength
1. In general, Betawi Culinaryiswellknownbythepeople 0,1 03
2. The varietyoftraditionalculinary Betawi isquite a lot, 024 0,72
sothecommunity has a fairlyvariedoptions
3. Mostof Betawi traditionalculinarycanbeservedregularly 027 0,54
4. Rawmaterialsfor Betawi TraditionalCulinary are easytoobtain 0,15 045
5. Betawi TraditionalCulinaryProcessingisrelativelyeasy 024 024
Sub-Total 1,0 225
Weakness
1. The managementofthe Betawi 0,16 0.64
TraditionalCulinarybusinessisstillverysimple
2. Sofar, 0,19 0,76
theinformationobtainedbythecommunityabouttheexistenceof
Betawi traditionalculinar yonlywordofmouth
3. The traditional Betawi culinarymarketing Model 0,12 048
isstillverytraditional
4. Productionmanagementof Betawi traditionalculinary has not 0,16 048
beenstandardized
5. Packagingisstilllessattractive 0,14 042
6. Limitedknowledgeofmarketing model  developmentusing 0,11 022
Internet andsocial media
7. The useoftechnology in productionengineering has not 0,12 0,12
beenmaximized
Sub-Total 1,0 3,12
External Factors
Opportunities
1. Huge Betawi traditionalculinarypotentialmarket 0,11 0.44
2. Someof Betawi traditionalculinaryis a staplefoodforthepeopleof 021 042
Jakarta
3. Internet andsocial Media USers in Indonesia 0,15 0,60
especiallythebigcityisquitehigh
4. Traditionalculinarytrends are beingliftedbythe media 0,12 024
5. Availabilityof legal basis as anoperational basis both in 0,14 028
theformoflegislationandlocalregulations
6. The increasingnumberofgourmands 0,12 0,36
(foodloverswithdistinctiveflavors)
thatmakeexplorationoffoodtastethe  main  motivation  in
consumingfood
7. The factthattraditionalcuisine has a 0,15 0,60
memorablevaluethatisdifficulttoreplacebyfusionfoodorother
modern foods
Sub-Total 1,0 294
Threat
1. The 021 0,84
absenceofassistancefromtheGovernmentrelatedtothedevelopme
ntofan Internet-basedandSocial Media Betawi
TraditionalCulinarymarketing model
2. The low level ofdisseminationofInformation Technology 029 1.16
tocraftsmenandmarketersof Betawi
TraditionalCuisinebyacademics
3. Competitors (foreignculinaryentrepreneursandfusion) 0,18 0,54 ~N
withlargecapitalandgoodknowledgeof e-marketing, U
havepreviouslytakenthemarketshareof Betawi \l
TraditionalCulinary —
4. Thereis a weakness in cross-sectoralcoordination 020 040
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5. Regulationsupportingtheoperationofcraftsmenandmarketerstradi 0,12 3 0,36
tionalculinary Betawi isstillverydifficult
Sub Total 1,0 3,30

Source: Primary data processing 2017, weighting refers to the process of comparing systems that adopt the AHP concept (Process Hierarchy
Analysis)

EFAS / IFAS matrix on Betawi Traditional Culinary related to internet users and social
media in marketing shows that internal factors are much lower (strength 2.25 and weakness 3.12) than
variables on external factors (odds 2.94 and barriers 3.30). Positioning can be said to be very weak
where score weakness dominates internal factors and barriers dominate external factors. As strategic
operational guidance, Figure 1 is a grand matrix of Betawi Past known culinary as an effort to map
strategic positioning and strategic operationalization.

Strength
Theat Opportunity
Need a defensive style strategy —
Weakness

Figure 1. Grand Matrix Strategy of Betawi Traditional Culinary
Source: Processed data, 2018

Based on the output of the Grand Matrix in figure 1, internet-based and social media Betawi
Traditional Culinary development requires a defensive strategy. A rational enough defensive strategy
to do is a). by maintaining existing market niches (Subiakto and Kahid, 2016; Wanti et al, 2014), b).
product development (Yannopoulos, 2015) and c¢) conducting joint ventures (Karakaya and
Yannapoulos, 2010). The three alternative strategies are not possible to be carried out at the same
time, so it is necessary to further analyze the altermative strategy priority scale, thus in its
implementation it can be more efficient to use the QSPM Matrix

In the QSPM matrix, it can be seen that the first alternative strategy that can be used is
conducting a joint venture. Betawi Traditional Culinary Entrepreneurs can collaborate with other
companies that have the same vision, not only aiming for capital collection, but more than that. By
conducting a joint venture, Betawi Traditional Culinary entrepreneurs can absorb related knowledge
about food technology and most importantly, information technology. In addition, Betawi Traditional
Culinary Entrepreneurs can collaborate with social networking service providers that can help promote
their products. To realize this strategy, coordination between employers, the Government and
Academics is needed as a media to disseminate knowledge (Academics) and policies (Government).
The second alternative that is realistic to implement is to maintain the existing market. Research by
Untari (2018), the main consumers of Betawi Traditional Culinary are those between the ages of 25 -
45 years. This is the existing market that has been created now, so that in the development of e-
marketing based on social media, promotion through Facebook is very realistic considering the
majority of Facebook users aged 25-34 years (Nugraheni and Yuni A, 2017). Next, another social
media that is quite realistic is through the WhatsApp group, considering that at present every
community always has a WhatsApp group, ultimately making it easy to disseminate information to
potential consumers.

The third alternative is to develop products. This is considered to be less realistic,
considering developing products needs innovation which certainly requires substantial costs. While the
capital owned by the Betawi Traditional Culinary businessman is currently still very small (Avenzora,
2014), and it will be a burden to have to spend funds to innovate products. Besides that innovation
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which then modifies culinary shapes and ingredients will have an impact on the authenticity and
uniqueness of Betawi Traditional culinary

Conclusion

The empirical facts have shown that Culinary Business has a great opportunity to be developed and the
data shows that the value of neglect of a community needs to be maintained. However, this is not in
line with the fact that the management (especially the marketing system) of the business of Betawi
Traditionoanal is still very simple.

The development of information technology should be utilized by Betawi Traditional
Culinary entrepreneurs to build e-marketing through social media; to communicate the product and its
product distribution patterns. Based on the results of the study, there are three alternative strategies
that can be implemented (based on implementation priorities referring to the QSPM matrix output);
Joint venture, maintain tea exixting market and product development. It become a recommendation for
the development e-marketing of Betawi Traditional Culinary Entrepreneurs by maximizing the use of
social media to optimize the market opportunities, so that they can improve the economy of
entrepreneurs and on the other hand can improve awareness and knowledge of the Betawi Traditional
Culinary variations that are currently distorted.

References

1. Avenzora, R., D. Darusman,]. Prihatno, dan D. T. Untari. 2014.The Business Potentialsof
BetawiTraditional Culinary on Traditional Culinary Ecotourism Market in the DKI
Jakarta.Prosiding International Seminar of Tourism Bandung: 516-523.

2. Ali S, MaharaniL, Untari DT. Development of Religious Tourism in Bandar Lampung (2019).
African Journal of Hospitality, Tourism and Leisure, Volume 8 (5), p. 1-8 [5].

3. Boyd, W. H., O. C. Walker, dan J. C. Larreche. 2000. Manajemen Pemasaran: Suatu
Pendekatan Strategisdengan Orientasi Global. Erlangga.Jakarta.

4. David, F. 2005.Manajemen Strategik. Salemba Empat. Jakarta.

5. Dharmanto A, Komariah NS, Handayani M, Suminar R, Untari DT (2019) Analysis OfTourism
Preferences In Choosing OnlineBase Travel Agents In Indonesia. Intemational Joumal Of
Scientific & Technology Research 8(12): 3761-3763

6. Jones, M. B., J. Finnan, T. R. Hodkinson. 2015. Morphological and Physiological Traits for
Higher Biomass Production in Perennial Rhizomatous Grasses Grown on Marginal Land.
GCB Bioenergy 7(2): 375-385.

7. Kastaman, R. 2003. Kajian Teknis Budidaya dan Manajeman Produksi Pengolahan Minyak
Nilam di Beberapa Sentra Nilam Jawa Barat.Laporan Kegiatan Pengabdian Masyarakat
Universitas Padjadjaran. Bandung.

8. Krisnansari, D. 2010.Nutrisi dan Gizi Buruk.Mandala of Health 4(1): 9-21.

9. Maberly, C danD. Reid. 2014. Gastronomy: an Approach to Study Food. Nutrition and Food
Science 44(4): 272-278.

10. Mufidah, N. L. 2012. Pola Konsumsi Masyarakat Perkotaan (Studi Deskriptif Pemanfaatan
Foodcourt). BioKultur1(2): 157-178.

11. Ongkorahardjo, E. P. 2015. Formulasi Strategi Usaha Makanan Ringan Tradisional Ny. Gan
Di Surabaya. Jurnal Agora 3(2): 665- 675.

12. O’Callaghan, C.,C. D. Feliciantonio, danM. Byrne. 2017. Governing Urban Vacancy in Post-
Crash Dublin: Contested Property and Alternative Social Projects. Urban Geography39(6):
868-891.

13. Parys, N. 2013. Cooking up a Culinary Identity for Belgium. Gastrolinguistics in Two Belgian
Cookbooks (19th century). Appetite71: 218-231.

14. Pisman, A., G. Allaert,dan P. Lombaerde. 2011. Urban and Suburban Lifestyles and
Residential Preferences in a Highly Urbanized Society;Experiences from a Case Study in

Archives Available @ www.solidstatetechnology.us

rGSL




20.

21.

22,

23.

24.

25.

26.

27.

28.

29.

30.

3L

32.

Solid State Technology
Volume: 63 Issue: 2s
Publication Year: 2020

Ghent (Flanders, Belgium). Urban Studies in Belgium 1(2): 1-16.

. Parami, J.2006. Intercultural Jakarta, Ambience of Betawi Theatre to Indonesian Theatre.

Wacana Seni Journal (Arls Discourse)S(1): 43-69.

. Perry, M., C. Rosenzweig, A. Iglesias, M. Livermore,danG. Fischer. 2004. Effects of Climate

Changeon Global Food Production under SRES Emissionsand Socio-Economic Scenarios.
Elsevire GlobalEnvirinmental Change 14: 53-67.

. Rais, S. A. 2004. Eksplorasi Plasma Nutfah Tanaman Pangan di Provinsi Kalimantan

Barat.Buletin Plasma Nutfah10(1): 29-42.

. Sabudi, I. N. S. 2011. Klasifikasi Makanan Tradisional Bali di Perhotelan.Jurnal

Kepariwisataan Indonesial0(2): 33-57.

. Simelton, E., E. D. G. Fraser,Termansen,T.G.Benton, S. N. Gosling, A.South, dan P.Forster.

2012. The Socioeconomics of Food Crop Production and Climate Change Vulnerability: A
Global Scale Quantitative Analysis of How Grain Crops are Sensitive to Drought. Food
Security 4(2): 163-179.

Sapufra, B., R.Linda, dan I. Loviadi. 2015. Jamur Mikoriza Vesikular Arbuskular (MVA)
pada Tiga Jenis Tanah Rhizosfer Tanaman Pisang Nipah (Musa ParadisiacalL.Var.Nipah) di
Kabupaten Pontianak. Jurnal Protobiont 4(1): 160-169.

Tjiptono.2008.Pemasaran Startegi. ANDI. Jokjakarta.

Untari, D. T.2016. The Potential Development of Betawi Culinary as an Ecotourism Product
in Jakarta. Binus Business Review 7(3): 277-282.

Untari, D.T., R.Avenzora, D. Darusman, danl. Prihatno. 2017a. Betawi Culinary; Sosio-
Cultures Frame Of Multi Communities In Jakarta. Advance Science Letters 23(9): 8519-8523.
Untari, D.T. (2019). The development strategyof Betawi Eco-Culinary Tourism as a
potentialbusiness in DKI Jakarta, Indonesia. AfricanJournal of Hospitality, Tourism and
Leisure,(online) Volume  Volume 8 (Special EditionCUT), 1-9. Available
at:https://www.ajhtl.com/uploads/7/1/6/3/7163688/article 13 special edition cut 2019 indo
nesia.pdf

Untari, D.T and Satria, B. (2019). Measuring website effectiveness in communicating tourism
destinations in Jakarta, Indonesia. African Journal of Hospitality, Tourism and Leisure
(online). 8(4), pp.1-16

Untari.D.T,Satria. B, Fikri. AW.N, Nursal. M.F, Winarso.W. (2020). Technology, Social
Media And Behaviour Of Young Generation In Indonesia; A Conseptual Paper. International
Journal of Scientific & Technology Research, vol 9, no.4, pp.1-4, 2020.

Mulawarman, Nurfitria, A.D. 2017. Prilaku Pengguna Media Sosial beserta Implikasinya
Ditinjau dari Persektif Psikologi Sosial Terapan. Buletin Psikologi, 25(1), p.36-44

Subiakto, A.B,. Kafid, N. 2016. Strategi Difensif dan Ofensif Parpol Berbasis Masa Islam
dalam Mencapai Parlemetary Threshold pada Pemilu 2014. Shahih, 1(2), p.137-149.

Wanti,S. Taufiqurirahman. Rahayu, D.D. 2014. Analisis Strategi Keunggulan Bersaing Dengan
Pendekatan SWOT pada Sparta Gym Pekanbaru. Jurnal Online Mahasiswa. 1(2). P.1-15.
Yannopoulos, P. 2015. Perceive Importance of Defensive Marketing Strategies: An
Exploratory Study. World Journal of Management. 6(1). P.24-33.

Karakaya,F and Yannapoulos, P. 2010. Defensive Stategy Framework in Global Market: A
Mental Models Approach. 44(7).P.1077-1100.

HTTP: Tekno, kompas.com/read/2016/1 1/24/Users.Internet.Indonesia.Nomer. Enam. World

Archives Available @ www.solidstatetechnology.us

r 09.




E-Marketing Development Strategies in Betawi Traditional
Culinary Entrepreneurs through Social

ORIGINALITY REPORT

1 2% { % O %%

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS
PRIMARY SOURCES
media.neliti.com 50
Internet Source A)
Submitted to Universitas Sebelas Maret
2 %
Student Paper 0
Submitted to Universiti Putra Malaysia 1
%
Student Paper Y
www.ajhtl.com 1 .
Internet Source /O

Submitted to iGroup 1 o
0

Student Paper

£l

www.ijstr.org <1 0,

Internet Source

B B

jedep.spiruharet.ro
J P.SP <1%

Internet Source

www.coursehero.com
<1%

Internet Source




Exclude quotes On Exclude matches Off

Exclude bibliography On



E-Marketing Development Strategies in Betawi Traditional
Culinary Entrepreneurs through Social

GRADEMARK REPORT

FINAL GRADE GENERAL COMMENTS

/ O Instructor

PAGE 1

PAGE 2

PAGE 3

PAGE 4

PAGE 5

PAGE 6




	E-Marketing Development Strategies in Betawi Traditional Culinary Entrepreneurs through Social
	by Draf Solusi Indonesia

	E-Marketing Development Strategies in Betawi Traditional Culinary Entrepreneurs through Social
	ORIGINALITY REPORT
	PRIMARY SOURCES

	E-Marketing Development Strategies in Betawi Traditional Culinary Entrepreneurs through Social
	GRADEMARK REPORT
	FINAL GRADE
	GENERAL COMMENTS
	Instructor




