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Abstract
Entrepreneurial marketing is a marketing approach that is more appropriate in terms of resource constraints and
problems that exist in small and medium enterprises (SMEs). Although the footwear industry is one of the
government-supported SMEs sector in Indonesia, the development of the industry is still relatively slow. Various
government policies have been implemented related to export and import settings, but it does not seem to
provide significant benefits to the national development of the footwear industry. The main purpose of this study
is to formulate a model of entrepreneurial marketing for business development and sustainability of small and
household footwear industries based on the analysis of structural equation modeling (SEM) with partial least
squares (PLS), entrepreneurial marketing shows positive influence on the development of the value of path
coefficient of 0.511 (alpha = 5%). In addition, the ability of entrepreneurial marketing also has a positive
influence on the value of business sustainability path coefficient of 0.430 (alpha = 5%). This positive influence
means that businesses with a higher ability of entrepreneurial marketing will have higher levels of business
development and sustainability. It can be concluded that entrepreneurial marketing plays an important role in
shaping business development and sustainability of small and household footwear industries.
Keywords: entrepreneurial marketing, business development, business sustainability, footwear industry,
household and small industries
1. Introduction
1.1 Background
The owners of SMEs implement marketing concepts in a different way than traditional marketing concept (Kraus
et al., 2007). Although the marketing concept has been widely described in various textbooks, the marketing
concept that was originally developed for large companies cannot be directly transferred to small businesses
without adaptation. It illustrates that much of this marketing concept approach needs to be adjusted to be in line
with the characteristics of SMEs that face special problems, as opposed to big companies.
Entrepreneurial marketing is a concept that is a more appropriate approach in terms of resource constraints and
problems that exist in SMEs (Stokes, 2000). The concept of entrepreneurial marketing explores the values, skills,
and behaviors of an entrepreneur in addressing their problems and finding business opportunities (Hadiyati,
2009). In practice, these concepts tend to be oriented to innovation and tailoring products to consumer demand.
This is particularly relevant to the characteristics to the SMEs of the footwear industry, which are sensitive to
changes in the model variant, thus requiring appropriate innovation strategy.
The footwear industry is a promising industry in the future for the growth of the Indonesian economy. Its
existence as one of the government’s non-oil backed small and medium industries (SMIs) in the National
Medium Term Development Plan (Presidential Decree Number 7/2005) makes this industry especially important
to develop. The development of the industry can be achieved through the implementation of an innovation
strategy that is a form of creativity generated by the business manager (Rofiaty, 2010), which is also a reflection
of the application of the concept of entrepreneurial marketing.
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1.2 Urgency of the Research
Although the presence of the footwear industry, especially small and household footwear industries, is very
promising for the Indonesian economy, the industry is still experiencing development problems. Some
government policies such as the imposition of the export tax of raw and semi-finished leather in order to secure
the supply of raw materials (leather), as well as raising tariffs by Special Importer Identification Number in order
to increase security and market development in the country, does not seem to provide significant benefits for
national development of the footwear industry. Developing the industry should be integrated and balanced
between each stakeholder. This is consistent with research by Utami (2007) whereas this research states that an
effective empowerment model for craftsmen is to improve the quality of entrepreneurial behavior and
independent efforts, supported by elements of the local government, non-government organizations and
universities.
The development of entrepreneurial skills in marketing businesses is crucial for entrepreneurial efforts toward
independence. This refers to the statement of Stokes (2000) that the concept of entrepreneurial marketing
focused on elements of innovation and development of ideas in accordance with market development is the key
to the survival, development and success of small businesses. On the basis of these conditions, a model of
entrepreneurial marketing for the development and sustainability of small businesses in the footwear industry
needs to be formulated.
1.3 Objective of the Research
The purpose of this study is to obtain the following information:
1)

Understand the characteristics of small craftsmen, industry profiles and household footwear.

2) Create a model for the development of entrepreneurial marketing for business development and sustainability
of small and household footwear industries.
3) Understand the extent of achievement of the capabilities of each of the key indicators of entrepreneurial
marketing, business development and sustainability of small and household footwear industries.
2. Theoretical Background and Conceptual Framework
2.1 Entrepreneurial Marketing
Entrepreneurial marketing is a concept that originally appeared in small scale businesses or new start up business.
This is consistent with the view of Kotler in Bjerke and Hultman (2002), which categorizes entrepreneurial
marketing as marketing in the early development stages of a business. The concept of entrepreneurial marketing
as a retailer marketing concept growing through entrepreneurship (Bjerke and Hultman, 2002) that is
considered more appropriate to the problem and the limited resources available to the SMEs (Stokes, 2000).
Through an entrepreneurial marketing approach, small businesses can create more focused business conditions
related to the achievement of targeted objectives.
Based on general marketing perspectives, entrepreneurial marketing is positioned as a complement of the
existing marketing theory (Bjerke and Hutlman, 2002). In addition, these two concepts are similar in terms of
value creation for the sustainability of the business, but there are some differences in the characteristics of each
concept. Stokes (2000) summarizes the differences between traditional marketing and entrepreneurial marketing
in the following Table 1.
Table 1. Comparison of traditional marketing and entrepreneurial marketing

Principles of
Marketing
Concept
Strategy
Method

Traditional Marketing

Entrepreneurial Marketing

Consumer-oriented (market forces),
product development through formal
assessment
Top-down approaches of segmentation,
targeting, and positioning
Marketing mix, 4Ps/7Ps

Oriented innovation (encouragement of ideas),
assessment of market needs intuitively

Market
Formal research market and intelligence
Intelligence
system
Source: Stokes (2000).
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Bottom-up approaches from consumer and
other influenced group
Interactive marketing method, word-of-mouth
marketing, and direct selling
Informal networks and information gathering
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In accordance with the four principles of marketing, which is used in the comparison of traditional marketing
and entrepreneurial marketing, a more in-depth exposure is presented as follows (Stokes, 2000):
1) On the principle of "concept" that discussed the business orientation, note that unlike traditional marketing
which is defined by the customer orientation, entrepreneurial marketing defined by entrepreneurship and
innovation. Small business owners tend to be innovation-oriented, driven by new ideas and intuitive of the
market, or driven by a rigorous assessment of the needs of the market.
2) At the strategic level, traditional marketing requires a top-down approach and a clear sequence of events
such as segmentation, targeting and positioning to make the target market. On the other hand, a successful SME
entrepreneur practices the opposite of traditional marketing, the bottom-up approach: (1) identifying market
opportunities, and then testing them through trial and error, (2) thereafter, serving the needs of multiple clients,
and then expanding by making direct contact with the clients, and knowing their preferences and needs, and (3)
then, adding new customers with similar profiles to their old clients. This process often takes place accidentally,
such as new customers that come as a result of early customer recommendation. Therefore, the target market is
formed by the process of elimination and selection independently.
3) On the principle of "method" or the tactical level, the small businesses prefer interactive marketing methods
rather than the model 4Ps or 7Ps. Through interactive marketing, they are trying to make direct and personal
contact with customers. This interaction happens when employers do personal selling and relationship marketing
activities. Furthermore, the results of the enhanced interaction improve word-of-mouth marketing.
4) In terms of "market intelligence" related to environmental monitoring marketing, small-scale entrepreneurs
prefer to use informal methods such as observation or the collection of personal information through their
network of contacts, rather than formal market research. Rejection of formal research methods is a logical
consequence of the fact that the majority of them do not believe in the ability to predict the future.
2.2 Business Development
Based on her results, Utami (2007) recommends two methods in craftsmen business development strategies,
namely: (1) improving the quality of business conduct and independence of business, and (2) the institutional
effort with support from local governments, NGOs, and universities. The balance between institutional quality and
business conduct of business creation is the key to good business development, including the small business
footwear industry.
Parallel to the above statement, Hubeis (1997) states that several small industrial empowerment strategies are: (1)
improved understanding (a way of thinking) about the decision-making process to formulate and find alternative
solutions at hand, (2) an increase in the ability to recognize the environment to find and create comprehensive and
integrated business opportunities through effective and prospective business planning, (3) creating a competitive
advantage by reducing production cost, increasing product differentiation, finding market opportunities that are
underutilized by the competitors, and mastery of market information (market intelligence), (4) selecting and
implementing business cooperation through various channels, either temporary or permanent, in the form of
backward (suppliers) or forward linkages (seller) simultaneously, and (5) improving the quality of human
resources through professionalism empowerment (skills, knowledge and business ethics), learning organization,
mutual communication and reactive-proactive thinking, and institutional development (training, internships, and
business incubation).
2.3 Business Sustainability
The business entity that is engaged in agribusiness and industrial processing and serves as a driving force for
agricultural development, requires systems and business competitiveness, and people oriented, sustainable,
equitable and decentralized approaches (Slamet, 2003). Similarly, the domestic industries/small footwear
increasingly faces stiff competition. Empowering businesses requires understanding how businesses can
innovate, collaborate, integrate and excel in order to compete technically, economically, and socially, which in
turn can maintain business continuity (Nurlina, 2009).
Business independence is reflected in the form of ability to do a job properly and correctly in accordance with
the capacity that exists within him/her self. Entrepreneurial skills are intended acquisition capabilities including
knowledge, skills, and attitudes reflected with an added value of the previous state. According to Jauch and
Glueck (1992) a company or an industrial activity will continue to exist throughout the sustained operation of
projects, agreements and ongoing activities. To maintain business continuity after the earthquake, Kuncoro
(2001) suggested a strategy of Local Economic Development (LED) that focuses on endogenous development,
the potential use of human resources, institutional, and physical/local consideration.
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2.4 Structural Equation Modeling (SEM)
Ghozali et al (2005) states that Structural Equation Modeling (SEM) is a multivariate statistical analysis
technique, which can examine the complex relationship between recursive and non-recursive variables to obtain
an overall picture of a model. SEM is technically divided into two groups, namely covariance-based SEM that is
represented by LISREL and SEM software-based variance that is often called Component-Based SEM, which
uses SmartPLS or PLS (Partial Least Squares) Graph software. Covariance-Based SEM aims at providing a
statement about causality or a description of the mechanism of causality (cause and effect). While
Component-Based SEM with PLS aims to find the predictive linear relationships between variables (Ghozali,
2008).
Covariance-Based SEM or SEM through an approach known as PLS analysis is a powerful method because it
can be applied to any type of data scale (distribution free), which does not assume a particular distribution of
data so that the data could be nominal, category, ordinal, interval and ratio. It can be used as a confirmation of
the theory; SEM with PLS approach can also be used to build a relationship for testing theories or propositions
(Ghozali, 2008).
2.5 Transformation of Index
Transformation of index is one quantitative technique that can identify the value of diversity that occurs in each
of the study variables that are ordinal scale (Sumardjo, 1999). Measurement parameters or indicators of each
variable are done to obtain information about the level of achievement in a continuum of the lowest total value
(equal to the number of indicators) and the highest (equal to the maximum score), whereas each indicator scale is
the ordinary scale score it. Achievement of each parameter through this analysis can be used as basis in the
formulation of the next managerial decisions.
2.6 Conceptual Framework
Considering the importance of entrepreneurial marketing efforts on small scale enterprises, the study will
establish a model of the development of entrepreneurial marketing for small and household footwear industries’
business development and sustainability. The conceptual framework is presented in Figure 1.

Figure 1. Conceptual framework
2.7 Hypotheses
Based on the conceptual framework and review of the literature prior to the research, the hypotheses for this
study are formulated as follows:
H1: Entrepreneurial marketing positively influences the development of household and small footwear industries
in Bogor region, Indonesia
H2: Business development positively influences the business sustainability of household and small footwear
industries in Bogor region.
H3: Entrepreneurial marketing positively influences the business sustainability of household and small footwear
industries in Bogor region.
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3. Methodology
3.1 Time and Location
This study is located in the Sub District of Ciomas to represent the District of Bogor and the Sub District of
South Bogor to represent the city of Bogor. Bogor region in this study means Bogor District and Bogor city, in
the Province of West Java. Bogor region is one of the central production areas of the footwear industry in
Indonesia. The study was conducted over a period of three months (June to August 2012).
3.2 Sample and Sample Procedure
The sample was selected by non-probability sampling, using purposive cluster sampling. The ratio of footwear
businesses in the district of Bogor and the city of Bogor is 1:3, so that sample used was 75 businesses from the
district of Bogor and 25 businesses from the city of Bogor for a total sample of 100 entrepreneurs.
3.3 Data Collection Method
The data collection methods used was: questionnaires, field observations, interviews (including in-depth
interviews), documentation study and assessment sheet. Primary data collection was generally obtained through
the quantitative information provided by the respondents from household and small footwear industries. Then the
data was classified based on the variables that were described with qualitative data, both derived from the
respondents from household and small footwear industries as well as from agencies or related parties.
3.4 Data Processing and Analyzing
From the results of structured interviews using questionnaires, research data are then processed by multiple
analysis techniques as follows: (1) descriptive statistical analysis is used to view the distribution or the
distribution of categories of the variables, (2) the analysis of SEM by PLS approach to look at the direct and
indirect effects between the variables as well as to formulate a model of the development of household and small
footwear industries, and (3) transformation analysis of index (Sumardjo, 1999) for measuring the achievement of
each of the key indicators of the outcome from SEM/PLS analysis.
4. Results and Discussion
4.1 Characteristics of the Household and Small Footwear Industries
The majority of footwear business owners (47 %) are elementary school graduates. Old craftsmen, 40 to 50 years
old (43 % of respondents) contributed largely to the low level of entrepreneurs’ education, whose average is just
graduated from elementary school. However, the percentage neither of entrepreneurs who are productive nor less
magnitude (42%) with age ranges between 30 years to 40 years. Age, education, socioeconomic status,
relationship patterns, and attitudes affect one’s innovation process (Slamet, 2003:16). Thus, with the mindset and
life conditions like this make the most of them (76%) were never out of the area to conduct business.
Most of the business owners in the footwear industry in Bogor region are male (92 %). This is because many
men (48%) worked in footwear workshops before setting up business independently. Seventy-three percent of
the business owners pioneered their own way without any previous family experience in the industry. Even in
running footwear business, the businesses often face difficulties; limited expertise in other fields make many of
the business owners (37%) rarely wish to relocate the business.
4.2 Profile of the Household and Small Footwear Industries
Most businesses in the footwear industry in the Bogor region are small industries (54%). On average,
worker-owned businesses have about 5 workers, with average turnover of 100-250 kodi (1 kodi=1.67 dozen pair
of shoes) per month (53%), the amount of turn over between10 million to 30 million rupiah (equal to 1,000 to
3,000 USD) per month (39%). The footwear industry in Bogor region is still relatively small, meaning that many
of the footwear businesses in the region (64%) face limitations in terms of resources. The majority of footwear
enterprises in Bogor region are still inadequate in terms of the means of production (58%), capital (51%) and
human resources (64%). However, since most of them (87%) do not have additional businesses, many of them
(70%) still make the footwear industry a priority.
4.3 SEM PLS Analysis of Entrepreneurial Marketing and Business Development toward the Business Continuity
of Household and Small Footwear Industries
In this study, three latent variables were measured: entrepreneurial marketing (EM), business development (BD)
and business sustainability (BS). Each latent variable has several manifest variables (indicators), which are
reflective indicators obtained by conceptualization based on appropriate literature. Furthermore, SEM PLS
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analysis is performed including analysis of the outer model (measurement model) and the inner analysis model
(structural model).
The outer model is a model that defines the relationship between the indicators and latent variables. The
evaluation model can be determined by calculating the outer loading factor on the value of each indicator.
Reflective indicators with latent variables are categorized to be high if they have a loading factor value of more
than 0.7. However, to study the early stages of development, the value of a loading factor of 0.5 to 0.6 is
considered sufficient (Chin, 1998 in Ghozali, 2008). Because this model is included in the model of the
development phase, the indicators with loading factor values less than 0.6 will be deleted.
On the other hand, the inner model is a model that describes the significance of the relationship and the level of
influence among latent variables. The significance of the relationship is obtained through bootstrapping techniques
that ultimately results in the value of a T-statistic. In addition, the amount of influence between variables is
indicated by the value of the coefficient on each path there.
4.4 Analysis of Outer Model
A reflective mode test was conducted according to five criteria: Loading factor, Composite Reliability, Average
Variance Extracted (AVE), the square root of AVE, and Cross Loading (Ghozali, 2008). Based on Table 2, it is
determined that this model meets the standard value on each outer criterion of existing models. Thus, it can be
concluded that this model has good validity and reliability.
Table 2. Assessment criteria and the standards value of reflective mode

No.

Criteria

1.

Loading factor

2.
3.

4.

5.

Composite
Reliability
Average Variance
Extracted (AVE)
Root
AVE

Square

Cross Loading

of

Explanation
The
power
indicator
in
reflecting
the
latent variable
Internally
consistent

The Standard

Assessment Criteria

≥ 0.60

All indicators show: loading
factor ≥ 0.60

> 0.60

Construct Validity

> 0.50

Discriminant
Validity

Greater than the value
of the correlation
between variables

Discriminant
Validity

Each indicator has a
higher loading for
each latent measured,
compared with other
indicators to the other
latent

EM=0.85;
BD=0.77;
BC=0.80
EM=0.53;
BD=0.62;
BS=0.67
All values of the square root
from the AVE of latent
variables are greater than
correlation to the other latent
variables
All indicators of EM, BD and
BS have a greater correlation
to the latent correlation itself
than other latent

Source: Primary data.
Figure 3 shows that EM (Entrepreneurial Marketing) is a latent variable that has the most major indicators
compared with other latent variables. Each indicator has a loading factor value above 0.7, meaning that the
interrelation of each indicator in reflecting the latent is in the high category.
Latent variable EM is reflected by five key indicators: EM20 (frequency of product diversification), EM22 (level
of product diversity), EM31 (ability to establish rapport with the medium), EM32 (ability to establish
relationships with big business), and EM33 (level of activity searching for business information). Thus, referring
to the perception of entrepreneurs, ability of entrepreneurial marketing is when at least five main reflective
indicators can be implemented optimally. Business capability in terms of product diversification is crucial to
answer the challenge of change model variance, which is so fast in this industry. To be able to survive and
compete, the footwear that is produced must be in accordance with market demand and tailored to the product
life cycle in the industry, which is relatively short. In addition, survival and competitiveness takes a good ability
in terms of market intelligence, ranging from making good networking between medium or large scale
115
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enterprises to the involvement of businesses in finding information for business development. By implementing
those steps, these businesses can monitor the market environment and discover a variety of potential
opportunities for the development and sustainability of their businesses.
If explored further, the entrepreneurs’ good ability of EM is reflected in indicators that make up the
sub-variables of concept and market intelligence. The sub variable of concept means forming innovation and
product diversification, whereas market intelligence is related to informal networks and collecting market
information. In this industry, ability in product diversification and market intelligence is needed. The footwear
industry, which is so sensitive to changes in model variant, can be developed through optimal achievement of
each of the key indicators that reflect the ability of good EM.

Figure 2. Early model

Figure 3. Final model
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Furthermore, BD (Business Development) latent variables are presented by two main indicators: BD43 (intensity
develops potential) and BD47 (active entrepreneurs seeking capital opportunities from the government). By
achieving optimal levels in both indicators, business development can be categorized as good.
The second loading factor of reflective indicators on BD latent variables is categorized as high (above 0.7). That
is, both indicators contribute to representing good business development skills. Indicator BD43 (intensity
develops potential) is the most important indicator in reflecting the development of the loading factor value of
0.847. This is understandable due to intensity developing the potential of human resources, equipment and
capital, and it is a concrete step in the implementation of good business development in an industry. The
presence of the BD47 indicator (active entrepreneurs seeking capital opportunities from the government) is also
included in the main indicators of BD with loading factor values of 0.729, indicating that active businesses in
search of capital opportunities are supported by the existence of capital from the government as a major
contributing factor to achieving good business development in this industry. Government intervention, especially
in the case of capital, in reality is not fully implemented to the businesses as one of the important factors in
developing businesses in household and small footwear industries.
On the other hand, there are two major indicators that reflect the BS (Business Sustainability) latent variable:
BS53 (increasing the number of customers per year) and BS56 (success rate of new products sold to customers).
Thus, the sustainability of the business can be good if at least two indicators have reached the optimum. Among
the two main indicators of BS, the BS56 indicator (success rate of new products sold to customers) has the
largest loading factor value of 0.931. This illustrates that the success of the products sold to new customers is a
key parameter in assessing the sustainability of the business in this industry. The success of new products sold to
customers illustrates the degree of consumer acceptance of new footwear models offered by businesses, which in
turn relates to potential sales and business sustainabality.
In general, these two indicators reflecting BS are included in the same scope of the discussion, i.e. the customers.
The customers or the consumers are major contributors in representing business sustainability. This is consistent
with the viewpoint of Crosier (1975), in which businesses are also classified as paying attention to the
importance of organizational culture or the consumer market. Customer acceptance of new products is closely
related to increases in the number of customers per year, so with the extent of impact of those two things can be
seen on sustainability efforts for household and small footwear industries.
4.5 Analysis of Inner Model
In the inner model analysis, tests were carried out on two criteria: R² of endogenous latent variables and the
estimated path coefficients (Ghozali, 2008). The results of the data processing showed effects of the EM model
on BD produced R² of 0.261, which means that BD latent variables can only be explained by the variability of
EM latent by 26.1 percent. The influence of EM and BS models against BS has a R² value of 0.304, or latent BS
variability can be explained by the variability of latent EM and BS by 30.4 percent. More analysis of the inner
model can be seen in Table 3 below.
Table 3. Value analysis of the inner model versus the standard
No.

Criteria

1.

R²
of
endogenous
latent variables

2.

Estimated path
coefficients

Explanation
Endogenous variability
constructs which can be
explained
by
the
variability
of
exogenous constructs
Evaluation of the value
of
the
coefficient,
covering real influence
through the bootstrap
method and the value of
the coefficient

The Standard

Assessment Criteria

Chin (1998) classifies R²
value of 0.67; 0.33, and
0.19
as
"substantial",
"moderate" and "weak"

R² for BD = 0.261
R² for BD = 0.304

Significant
effect,
if
T-statistic > T-table. n
alpha 5 percent, the value
T-table is 1.96

The value of T-statistic:
EM -> BS = 8.525
BD -> BS= 1.803
EM -> BS = 5.108
The value of coefficient:
EM -> BD = 0.511
BD -> BS = 0.190
EM -> BS = 0.430

Source: Primary data.
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Through the bootstrapping method, the T-statistic values were obtained for determination of the statistical
significance of the research model to test the hypothesis for each connection point. According to Figure 4, it is
known that there are three paths, and only two paths that have a significant value (greater than the value of
T-tables). BD and EM significantly influence the value of T-statistic of 8.525 (greater than T-tables). In addition,
the latent EM also significantly influences BS with a value of T-statistic of 5.108 (greater than T-tables). On the
other hand, BD latent variables do not show influence on the BS with a value of T-statistic of only 1.803
(smaller than T-tables), meaning that hypothesis 2 cannot be accepted.

Figure 4. The Bootstrapping
Furthermore, the influence of the latent endogenous variable towards latent exogenous variable can be seen from
the value of the coefficient on each path. It is known that the effect of EM on BD gave a positive coefficient
equal to 0.511, meaning that hypothesis 1 can be accepted. The effect of EM on BS has a positive coefficient that
is smaller than the previous value, which reached 0.430, which means that hypothesis 3 can also be accepted.
The value path coefficients can be interpreted that when there is progress in the ability of entrepreneurial
marketing, business development will increase by 51 percent. In addition, increasing the ability of
entrepreneurial marketing can also improve the sustainability of the business by 43 percent. The results of this
analysis indicate that the presence of entrepreneurial marketing is very important in determining the success of
enterprise development and sustainability. This is in line with the opinion of Stokes (2000), who stated that
entrepreneurial marketing is a key in determining the survival, development and success of small businesses.
4.6 Analysis Capability of Entrepreneurial Marketing, Business Development and Business Sustainability
Indexes
Referring to the above SEM PLS analysis that produces a variety of key indicators that reflect each latent
variable, the index was then analyzed to see how far each of these indicators have been implemented by the
footwear businesses in Indonesia. The level of implementation of each of the key indicators will indicate the
optimality and quality of achievement for latent variables of EM (Entrepreneurial Marketing), BD (Business
Development) and BS (Business Sustainability).
In general, the indicators that reflect the latent entrepreneurial marketing, namely EM20 (frequency of product
diversification), EM22 (level of product diversity), EM31 (ability to establish relationships with medium-sized
businesses), EM32 (ability to establish relationships with large businesses), and EM33 (activity looking for
business information), are still not optimal. The index score for each latent variable indicator of entrepreneurial
marketing can be seen in Figure 5. The indicator EM32 (ability to establish relationships with large enterprises) is
an indicator of the level of implementation and the index is the lowest (only 38 percent). Ability to establish
informal networks and collecting market information is not yet completely formed, especially in the ability to
establish relationships with large businesses. This is understandable given the lack of access to large enterprises,
because of the rise of brokers. The brokers offer financial assistance the small and medium footwear industries,
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and then they have to sell the shoes to the brokers. In reality, through good networking with larger scale businesses,
entrepreneurs can take advantage of potential opportunities for business advancement.

80

63

58

60

43

50
38

40
20
0
Entrepreneurial Marketing Index
EM20

EM22

EM31

EM32

EM33

Figure 5. Entrepreneurial marketing index
Source: Primary data.
The same phenomenon is also found in the implementation of the key indicators that reflect BD (business
development) variables. Based on Figure 6, note that the implementation of the two main indicators of business
development, namely BD43 (intensity develops potential) and BD47 (active businessmen seeking opportunities
the capital of the government), are still not optimal. So current development of household and small footwear
industries is not so good. A low index score is found for indicator BD47 (active businesses seek opportunities from
government capital), with a value of only 36 percent. These results illustrate that the majority of businesses are less
active in seeking capital from the government. Based on the results of interviews, this happens because the
majority of footwear businesses try to find financial assistance from the wholesale system called the "white bill".
The “white bill” is cooperation between the footwear business with the wholesale system in terms of providing raw
materials (capital) and product marketing. In this system, the wholesaler has a higher bargaining position than that
of the footwear businesses. This is because the wholesalers are the owners of intact capital.
Capital is one of the key factors in the development of a business, including the household and small footwear
industries. Although there are generally sources of funds available, the lack of common ground between the
debtor and creditor banks leads to lack of financing (Widyastutik et al, 2010). According to the government, they
have attempted to be as optimal as possible in facilitating the capital for the footwear small businesses. This is
evidenced by the participation of several banks that have coordinated with the local government to help small
businesses in the footwear industry. However, there is difficulty for businesses to meet all the requirements of
the banks, and consistency has not yet been a focus of government support. This situation causes footwear
businesses to prefer the "white bill", although they are more disadvantaged and unable to grow with this system.

119

www.ccsenet.org/ijms

International Journal of Marketing Studies

Vol. 5, No. 4; 2013

59
36

60
40
20
0

Business Developm ent Index
BD43

BD47

Figure 6. Business development index
Source: Primary data.
Furthermore, the index analyzes key indicators of business sustainability variables. There is not much difference
from the previous discussion; it is known that the implementation of the two main indicators of business
sustainability, namely BS53 (increase in the number of customers per year) and BS56 (success rate of new
products sold to customers), are still not optimal yet. The index scores (in Figure 7) show the same achievement
between the two indicators, which are both implemented at 60 percent. Although the value of this index is quite
high compared to the index of EM and BD, the value is not considered optimal because the index is still below
the standard for high categories.

60

60

60
40
20
0
Business Susta ina bility Index
BS53

BS56

Figure 7. Business sustainability index
Source: Primary data.
5. Conclusions and Recommendation
Based on the analysis presented here, the following can be concluded:
1) Among entrepreneurs in household and small footwear industries in Bogor region, education levels are
relatively low and business owners have a short-term mindset. However, they have excellent expertise in
producing footwear. Furthermore, the characteristics of footwear enterprises in Bogor region including
household and small industries are still limited in terms of the means of production, capital and human resources.
However, the production of footwear is still used as the main source of business and income for these families.
2) Entrepreneurial marketing capabilities directly affect both business development and business sustainability.
However, business development is not directly affected by business continuity.
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3) In general, based on the index analyses, the implementation of the key indicators that reflect each latent
variable (entrepreneurial marketing, business development and business sustainability) is still not optimal.
Referring to the results of the analysis that has been described above, two main recommendations are proposed
as follows:
1) There needs to be more optimal implementation of a range of key indicators that reflect each latent variable,
in particular the ability to establish business relationships with large scale companies and active searching for
capital from the government, where implementation is still very low.
2) There needs to be a compact collaboration of the businesses and the local governments in efforts toward
sustainability in household and small footwear industries and handicraft footwear. There is an especially
empowering role for local government to be a facilitator in terms of capital.
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