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Abstract:

This study aims to (a) identify strengths, weaknesses, opportunities, and threats in the gabus pucung culinary business;
(b) analyze development potential through a grand strategy; (c) develop a strategy matrix based on internal and external
factors; and (d) formulate a Quantitative Strategic Planning Matrix (QSPM) to determine the most effective strategy.
The research involved six gabus pucung business actors with more than 20 years of experience, employing a mixed method
approach that combined qualitative analysis through SWOT and quantitative analysis through QSPM scoring. The
results indicate that gabus pucung sales have declined consistently over the years. Key challenges include the limited use
of digital promotion, intense competition with other culinary products, reduced production due to raw material scarcity,
and weak human resource capacity in adapting to the digital era. Based on these findings, recommended strategies include
digital transformation through optimized social media use, recruitment of digital experts, improvements in financial
management systems, and reinforcement of gabus pucung’s brand image as part of Betawi’s cultural heritage. This study
highlights the urgency of digital transformation and youth involvement to ensure the competitiveness and sustainability
of traditional culinary MSMEs. Its nowelty lies in specifically addressing gabus pucung, a legendary Betawi dish surviving
for over 50 years, with Bekasi City’s role as the largest MSME hub in West Java strengthening the research’s significance.
Keywords: MSMEs, Gabus Pucung Culinary, Women, SWOT, QSPM

1. INTRODUCTION

Gastronomy, as the study of food, has recently become a prominent topic of discussion [1], [2]. This trend
aligns with the increasing number of food-related micro, small, and medium enterprises (MSMEs) in
Indonesia, particularly in Bekasi, West Java. According to the Ministry of Industry of the Republic of
Indonesia (Kemenperin), the food and beverage (F&B) industry plays a strategic role in supporting national
economic growth and the manufacturing sector. In 2023, this sector contributed 39.10% to the GDP of the
non-oil and gas processing industry and 6.55% to the national GDP. Moreover, the F&B industry recorded
export values of USD 41.70 billion with a positive trade balance of USD 25.21 billion during the same year.
As one of the priority sectors in the Making Indonesia 4.0 roadmap, this industry focuses on digital
transformation and the implementation of Industry 4.0 technologies to enhance global competitiveness. To
date, 115 companies in this sector have conducted self-assessments to evaluate their readiness for Industry
4.0 transformation [3].

Despite the highly competitive economic environment, the F&B industry has demonstrated consistent
growth and resilience since 2011. Based on data from the Central Statistics Agency (BPS), the Gross
Domestic Product (GDP) of the F&B industry at current prices (ADHB) reached IDR 1.12 quadrillion in
2021 [4]. However, business uncertainty remains a significant challenge for MSMEs across various industrial
sectors, prompting entrepreneurs to continuously seek effective strategies to survive and adapt to rapid
environmental changes [5].

In 2016, there were approximately 12,186 MSMEs operating in the food and beverage sector, employing
around 410,000 people [6]. The rapid expansion of food MSMEs, combined with increasing consumer
demand for halal products in Indonesia, presents substantial opportunities for halal food and beverage
MSMEs to grow and strengthen their market presence. Nevertheless, to fully capitalize on this potential,
MSMEs must improve their performance by identifying and addressing the key factors that influence their
business success.

MSME:s serve as one of the main drivers of Indonesia’s economic growth. Their rapid development has
encouraged entrepreneurs to innovate and maintain competitiveness amid dynamic market changes [5]. The
halal food sector, as part of the MSME landscape, possesses promising prospects for sustainable growth in
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the future. Given Indonesia’s large Muslim population and the increasing alignment of consumer lifestyles
with Islamic principles, sharia-based businesses have emerged as an important economic force. Bekasi City,
known as an industrial hub, hosts numerous MSMEs. According to [7], 2,186 out of 12,988 MSMEs
registered with the Bekasi City Cooperative and Small and Medium Enterprises Office employ a total of
6,558 workers. Among these, halal food MSMEs are expected to experience notable growth. However, to
achieve sustainable development, MSME actors must identify and strengthen the determinants that
significantly influence their performance.
The Betawi ethnic group predominantly inhabits the cities of Jakarta, Bekasi, Tangerang, and Depok [8]. The
concept of mobility and population displacement has driven the migration of Betawi people to the
surrounding areas of Jakarta, leading to the establishment and development of Betawi communities in
regions such as Bekasi, West Java [9]. Along with their migration, the Betawi people brought their distinctive
culture, including their traditional culinary heritage— , often referred to as the Black of Betawi due to its
dark-colored broth [10].
A study on the aquatic conditions of Jakarta Bay revealed that the waters of this metropolitan area possess
abundant biological resources and serve as an essential source of livelihood for coastal communities,
highlighting the existence of untapped local economic potential [11]. However, uncertainty in the business
environment poses a major challenge to the development of resource-based enterprises [12]. Consequently,
business actors must develop sustainable competitive advantages to ensure growth and resilience [13], [5].
One of the traditional culinary enterprises that warrants serious attention is the Gabus Pucung MSME, a
business engaged in producing and selling Gabus Pucung, a signature Betawi dish made from snakehead fish
(Channa striata) cooked in a black pucung (kluwak) broth. This traditional food-based MSME is currently
facing significant sustainability challenges, as its existence and popularity have declined in recent years [14],
[15]. Although the food and beverage industry in Bekasi continues to experience considerable growth by
Komariah in 2022, traditional Betawi cuisines, particularly Gabus Pucung, are increasingly being overlooked
and replaced by modern culinary trends. Several studies have shown that this local culinary heritage has
gradually been “pushed aside” by the changing food culture by Ibnu in 2024. Preliminary research conducted
by the authors in late 2024 involving 19 Gabus Pucung culinary entrepreneurs in Bekasi revealed a 60%
decline in sales, with several vendors closing their businesses by 2025. The growing presence of cheaper
modern food alternatives, coupled with the erosion of Betawi cultural values driven by globalization and
cultural assimilation, has been identified as the main factor contributing to this decline.
To ensure the sustainability of Gabus Pucung culinary MSME;, it is essential to develop optimal strategic
approaches that enable these enterprises to survive, grow, and adapt to dynamic market changes. Within this
context, women play a crucial role in strengthening family and community resilience by driving innovation
and strategic development in Gabus Pucung culinary businesses, thereby enhancing their competitive
advantage. The pivotal role of women in socioeconomic development has been widely acknowledged [16],
extending beyond traditional domestic responsibilities to encompass significant contributions to economic
sustainability and community empowerment. Empirical studies indicate that women often demonstrate
superior managerial, financial, and innovative capabilities compared to men in various countries [17].
Women tend to excel in business management and organizational leadership, while men are often more
adept at field-based or technical exploration activities [18]-[21].

Based on the aforementioned arguments and field observations, several problems were identified in this
study as follows: a) inadequate management practices among Gabus Pucung entrepreneurs, resulting in poor
business performance and the inability to conduct SWOT analyses that are essential for growth and
sustainability; b) limited understanding of market and customer orientation, leading to products that fail to
meet customer expectations and value preferences; c) lack of awareness in identifying market segmentation,
targeting, and positioning (STP) strategies, which restricts their ability to define a clear competitive focus;
and d) the absence of structured business and marketing strategies, coupled with low human resource
capacity, unrecorded financial management, and unmeasured production processes, all of which collectively
hinder business sustainability.

To overcome these challenges and enhance the performance of Betawi women entrepreneurs, this study
proposes the development of a Strategic Management Model aimed at improving the competitiveness of
Gabus Pucung MSME:s through the following stages: a) identifying the strengths, weaknesses, opportunities,

and threats (SWOT) of the Gabus Pucung business; b) analyzing market dynamics and customer needs; c)

formulating appropriate segmentation, targeting, and positioning (STP) strategies; and d) integrating the
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results of the SWOT analysis into the Quantitative Strategic Planning Matrix (QSPM) to develop data-driven
strategic recommendations that can guide sustainable business growth.

Previous studies have extensively applied the SWOT analysis approach across various fields. For instance,
research conducted in 2022 [22] examined the implementation of SWOT analysis in Sharia banking
marketing strategies in Indonesia. A 2014 study [23] analyzed halal logistics in Malaysia using a SWOT
framework, while a 2020 study [24] explored the strengths, weaknesses, opportunities, and threats in higher
education through a case study of Allama Igbal Open University in Islamabad, Pakistan. Another study in
2019 [25], titled “The Business Strategy of ‘Laksa’ Culinary Tourism in Tangerang, Indonesia,” applied
SWOT analysis to the culinary tourism sector. Similarly, a 2020 study [26] focused on SWOT-based
marketing management for improving MSME performance, whereas research from 2014 [27] examined the
truffle market in Greece through a SWOT perspective. In 2011, a related study [28] also utilized the SWOT
approach in assessing business strategies in other contexts.

Specific research on Gabus Pucung cuisine has also emerged in recent years. A 2024 study [29] investigated
the influence of cultural fanaticism and purchase interest on purchasing decisions for Gabus food products,
while another study in 2024 [30] analyzed the effect of culinary product quality on purchasing decisions and
consumer satisfaction, using Gabus Pucung as a halal culinary icon of the Betawi Ora community in Bekasi,
Indonesia. Additionally, a 2021 study [31] examined the growth performance of snakehead fish (Channa
striata) seeds in different water media [32], providing supporting insights into the raw material aspect of
Gabus Pucung production.

Based on the review of previous literature, it can be concluded that most studies applying the SWOT analysis
approach, both in Indonesia and abroad, tend to be partial and limited in scope, focusing mainly on
marketing strategy analysis. These studies often fail to comprehensively identify and quantify strategic
priorities using tools such as the Quantitative Strategic Planning Matrix (QSPM), resulting in findings that
are largely theoretical and difficult to implement.

In contrast, the novelty of the present research lies in the development of a holistic SWOT analysis model
that integrates multiple business dimensions, including marketing, human resources, finance, and
operations, to generate actionable strategic recommendations. Furthermore, this study contributes to the
literature by combining an industry-based MSME approach with a customer value-centered perspective,
ensuring stronger alignment between business strategies and consumer needs. Another significant
contribution of this research is its emphasis on the role of women as key drivers of economic resilience,
particularly within the Gabus Pucung culinary MSME sector in Bekasi, Indonesia.

1.1LITERATURTE REVIEW

MSMEs and Business Performance

Micro, Small, and Medium Enterprises (MSMEs), also referred to globally as Small and Medium Enterprises
(SMEs), are productive economic entities managed by individuals or individually owned business
organizations. In Indonesia, the existence and classification of MSMEs are regulated under Law Number 20
of 2008, which establishes specific criteria for defining micro, small, and medium enterprises. These
enterprises play a vital role in supporting local and national economic development [33]. MSMEs generally
possess distinctive characteristics, such as the utilization of locally available raw materials, relatively simple
production processes that are directly managed by the owners, and the active involvement of local
communities. With such potential, MSMEs have significant opportunities for growth and can be further
developed, particularly when guided toward producing competitive and high-value products [34].

In this context, business performance can be defined as the measurable outcomes achieved in a specific area
of activity. Conceptually, performance reflects how individuals or groups execute work processes to attain
established objectives. Within organizational settings, performance represents the degree to which strategic
goals have been achieved. Therefore, identifying clear business objectives serves as a fundamental step in
evaluating the success and sustainability of MSMEs [35].

Strengths, Weaknesses, Opportunities, And Threats (SWOT)

The rapid acceleration of digital transformation across various sectors has resulted in significant changes in
business strategy and organizational policy practices. One of the most widely used strategic planning tools
that plays a vital role in enhancing organizational productivity is the SWOT analysis [36]. This analytical
framework provides a structured approach to identifying and aligning both internal and external factors that
influence organizational performance. The SWOT framework classifies these factors into four key
dimensions—strengths, weaknesses, opportunities, and threats—allowing organizations to systematically map
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their internal capabilities and external challenges. Through this process, decision-makers can better
understand how internal strengths can be leveraged to capitalize on emerging opportunities, while also
recognizing how existing weaknesses may hinder growth or expose the organization to external threats [37].

Furthermore, SWOT analysis serves as a foundation for producers, organizations, and policymakers to
formulate strategies aimed at improving competitiveness, managing risks effectively, and achieving
sustainable business growth [38]. By integrating SWOT analysis into strategic planning, organizations are
better equipped to align their resources with environmental dynamics, thereby ensuring adaptability and
long-term resilience in an increasingly competitive market landscape

Quantitative Strategic Planning Matrix (QSPM)

The strategic planning process in modern organizations often begins with a SWOT analysis to identify
strengths, weaknesses, opportunities, and threats. Following this, the Quantitative Strategic Planning Matrix
(QSPM) is applied as a quantitative step to develop and evaluate strategic alternatives based on the SWOT
data obtained. At this stage, managers compile a list of potential strategies, and QSPM assigns an
attractiveness score to each alternative, enabling the prioritization of the most promising strategy for
implementation in the subsequent period [39].

In the strategy selection process, QSPM serves as a tool that facilitates the simultaneous evaluation of multiple
strategic options by systematically integrating internal and external factors. Through this approach, several
strategies can be effectively analyzed at once, allowing the selection of the most relevant and feasible strategy
based on their relative priorities [40]. The primary objective of QSPM is to determine the most optimal
strategy through an objective and data-driven approach, utilizing analytical results derived from various
strategic management techniques and supported by a simple yet measurable calculation process [41].
According to [40], QSPM is used to assess the relative attractiveness of alternative strategies, thereby assisting
organizations in selecting the most effective course of action. Overall, this aligns with the notion that QSPM
is an essential tool for validating strategic data and identifying strategies that provide a competitive advantage.
[t effectively validates diverse strategic information—such as facts, figures, trends, and other key variables—
thus enabling organizations to identify and implement feasible strategic alternatives that enhance their
competitive position in the market.

Grand Strategy Matrix (GSM)

A strategy can be defined as a series of structured actions designed to achieve specific objectives in both the
short and long term [42]. In contrast, strategic planning refers to a systematic process that focuses on setting
organizational goals—typically for a period of three years or more—along with formulating strategies and
allocating resources effectively to accomplish these goals. According to Oboreh and Umukoro (2011), this
process ensures that the direction, objectives, and key components of corporate strategic planning are clearly
defined [43]. The concept of grand strategy can be understood as a comprehensive framework that integrates
various planning efforts and reflects long-term behavioral patterns that indicate an organization’s or nation’s
priorities and actions in achieving its strategic objectives [44]. In organizational or business contexts, grand
strategy analysis is often employed to identify an entity’s strategic position within a particular quadrant. Based
on this position, alternative strategies are formulated using the SWOT matrix approach, tailored to the
characteristics and conditions of each quadrant.

METHODOLOGY

This study employs a mixed-methods approach, integrating both qualitative and quantitative research
techniques. The qualitative approach seeks to understand phenomena within their natural contexts through
an in-depth exploration of participants’ meanings, experiences, and perspectives, rather than relying solely
on numerical data [45]. In contrast, the quantitative approach emphasizes objective measurement and
numerical data analysis to explain social and scientific phenomena. Data are typically collected through
standardized instruments such as surveys, questionnaires, and experiments, and subsequently analyzed using
statistical techniques to test hypotheses, identify relationships among variables, and draw broader
generalizations [46]. The qualitative component of this study adopts a descriptive approach using in-depth
interview techniques to explore the experiences, challenges, and business strategies of gabus pucung traders
in Bekasi, which are then summarized in terms of strengths, weaknesses, opportunities, and threats (SWOT).
Six informants were selected through purposive sampling, consisting of traders with over 20 years of business
experience who were considered capable of providing relevant and comprehensive insights. In-depth
interviews were chosen for their ability to capture personal perspectives, daily business practices, and socio-
cultural factors influencing the sustainability of this traditional culinary business.
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The collected data were analyzed using thematic analysis, which involved transcription, coding, theme
identification, and interpretation of meanings. To ensure data validity, this study applied source
triangulation—comparing narratives among informants and with relevant local documents or news sources—
as well as member checking with respondents to confirm the accuracy of interpretations with their actual
experiences. This methodological approach enables researchers to obtain an in-depth understanding of the
existence and sustainability of traditional MSMEs within the local context. Following the in-depth interviews
and SWOT identification, the next stage involves formulating a grand strategy to determine the strategic
position on the matrix chart. Subsequently, the Internal Factor Analysis Summary (IFAS) and External Factor
Analysis Summary (EFAS) matrices are developed and refined through the application of the Quantitative
Strategic Planning Matrix (QSPM).

RESULT

This section provides an overview of the gabus pucung culinary businesses in Bekasi City that serve as the
focus of this study. The business profiles include key aspects such as the length of establishment, managerial
generation, number of employees, business scale, and the cultural background of the business owners. This
information is essential to provide contextual understanding of the capacity and characteristics of the
MSMEs under study before conducting further analyses of internal and external factors.

Comprehensive data on the business profiles are presented in Table 1. The table summarizes the profiles of
six gabus pucung culinary business operators in Bekasi City who participated as respondents in this study.
In-depth interviews were conducted between June and Sept 2025 to obtain detailed information on their

Table 1; Profiles of six culimary entreprencurs in gabus pucung, bekasi city
Warung Gabus Pucung 1bu Hj. Kemi Rumsh Makan Ayam Kampung &
Gnbus Pucung Bu Haji Aminah
Length of business 20 years Length of business 27 years
Creneration Second CGeneration Third
Number of employees 4 Number of employees 5
Business scale Small Businsss scale Small
Background Betawi Background Betawt
Poadok Gabus Lukman Gabus Pucung Bu Nana
Length of business 37 years Length of business 23 years
Generation Third Generation Second
Number of employece 10 Number of emgployees 5
‘Businessscale | Seall Business scale | Small
Background Betawi Background Betawi
Gabus Pucung Harapan Indah Gabus Betawi Jatisampuma
Length of business 25 years Length of busmess 31 years
Generation Second Generation Third
Number of employese 7 Number of employees 8
Business scale Seeall Business scale Small
Background betawt Background betawi

business characteristics.

Based on the data presented, it can be observed that most gabus pucung businesses in Bekasi City remain
within the small-scale category, characterized by a limited number of workers and management that is often
passed down to the second or third generation. The relatively long period of operation of these businesses
reflects the continuity of Betawi culinary traditions; however, it has not been accompanied by substantial
business growth or modernization. This condition provides an empirical foundation for further investigation
into the strategic factors—both internal and external—that influence business sustainability.

This study focuses on several MSME actors engaged in selling traditional Betawi cuisine, specifically gabus
pucung, in the Bekasi area. By employing a SWOT analysis integrated with the Quantitative Strategic
Planning Matrix (QSPM), this research seeks to identify the key strategic factors that most significantly affect
the sustainability and competitive advantage of these gabus pucung MSMEs. This is particularly important,
as the challenges faced by these business actors extend beyond issues of raw material supply and sales
performance, encompassing the broader effort to preserve cultural identity while adapting to evolving
consumer preferences and market dynamics.
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The SWOT analysis in this study was formulated based on qualitative data obtained through in-depth
interviews with six gabus pucung culinary entrepreneurs in Bekasi City. The following table summarizes the
key findings derived from the interviews.

An internal analysis was conducted to identify the strengths and weaknesses of MSMEs. The IFAS matrix

Table 2 Iivteroal Factor Evaluation (IFE)
No Stength Welgln Hating Score Description
| Marketing
o Business reputition 0.07 . 0.38 Mo been opernting for a long
= time and already bas n reputation,
e Strong business (mnge due 1o
¢ Organic promotion 0.0 3 0.06 = e
word-of-mouth promotion
a Human Resources
.
Independent Employees capable of working
employees 0.02 2 0.04
’ without supervision
e Number of ¢ ovees
ibes of amploye 0.02 I 0,02 Suffichent for basie operntions
). Opermtional
o Aut .
AUl Ipoes 0.0 bl 0,15 Using mutbentic splces,
o Traditional recipes 0.06 4 034 Makntalas the nuthentic taste of
beritage
. e Adjusts 1o the sumber of daily
Flexible production 0.04 | 0.04 J
custonsers
.
Taute guatity 004 3 010 Toste is the rop priority
4. Funnee
o Not dependent on Business operntes withou!
deobt 0.0) p| 0,00 3
external flusacial burdens
Total Streagth Score VA0 (14) 108
No Weskness Weaght Rating Score Description
1. Marketing
* Social media s not
yet optnsal 0,09 Rl 036 Muatuznal use of digital marketing
* Lunisticos m viveal 0.06 3 0.18 Not many visaal media such as
PORROGDA. . = ¥ banners posters
2 Human Resources
® Bosincss regencranon 0,03 L] 012 No plass for baansss saccsision
o Bosplayei Lk 6.0 5 0.10 Emsployee maak destrbanson 13 not
destssbution v ¢ yer amrucnared
* No eecroimment of
voung hanan 0.06 . 0.24 Lack of adaptatalaty to the new
TeROLECes gencation
3 Opsranonal
o Limited parking spoce 0.08 3 0.10 Parking facdities are very limated,
sipecsally when the aumbes of
2 L'UIPI)!IIH\ lﬂl:(tﬂ‘ﬁci\r
® Limited dining tables 007 3 021 Limsted dising capaciry
®. - Srmple kaichen and 0.08 1 003 Hampers production capacsty
o e o = expaniinon
¢ No expanyion plam 007 4 028 No busiscss growtly strategy
4  Finance
* Cash mansgenient 1s 2 i
EPARTPTFIR 0.07 3 0.31 Dhffculy ma‘;uumg dusly canh
e ow
Total Weakness Score 0,60 (-9 154
TOTAL IFE 1 292

was used to analyze the strengths and weaknesses originating from within the business.

Based on Table 2, the results of the internal factor analysis (IFAS) show a strength score of 1.08 and a
weakness score of 1.84, resulting in a total IFAS score of 2.92. This indicates that, internally, gabus pucung
businesses are in a relatively strong position, although several aspects still require improvement to enhance
overall performance and competitiveness.

The external analysis aims to identify opportunities and threats originating from the business environment.
To achieve this, the External Factor Analysis Summary (EFAS) matrix is utilized to systematically identify
and evaluate external factors that may present potential opportunities or pose risks to the sustainability of
gabus pucung enterprises.
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Based on Table 3, the results of the external factor analysis (EFAS) show an opportunity score of 1.91 and a
threat score of 1.23, resulting in a total EFAS score of 3.14. This suggests that these MSMEs demonstrate a
relatively good capacity to respond to both opportunities and threats in the external environment.

This finding is reinforced by the use of natural ingredients and authentic recipes, which add value by
preserving the distinctive traditional flavor of the product. Such strengths foster organic customer trust,
particularly through word-of-mouth promotion. However, several internal weaknesses remain evident. The

Table 3: External Factcs Evaluation (EFE) No Threat Weight  Ramng _ Scere Doscatpoios
1 Mukeong
o " 7 Beore etipe =
Ne  Oppestunity Weiglt  Ramg  Scces Desctption - o Faut food competners e ) s Theu prometions md servece
1. Marketmg i = spood aie hughes
- S cial ew
* Koaten brandmg 005 3 o34 lnczsess vindulty thiouh wocisl o New sestrecom . ) . Senilar cxdimry dltrratives e
o coempetitory 09 2 010
T ——————— - p—— —————— i n—— sy
o Anractive miest book o Attract pew costomess with nisual - . .
004 1 oM o Changes ot calimery 2 P
menus ox ‘ aa hasges w0 food werds are bemting
* Trndeoanl culinary s ; e [P prp—
i 006 N "'aa Promotucasl oppormuunines during
festival 0.0 2 .12 dscel cvints I Husam Resowc=s
+ Depmdence sn
¢ Callabcraton with PermiEnent Sumian 062 = " Dafficul to adapt if ezmployers
food vieggers 0u? ‘ )28 Reach a wader market. Tescutces = leate

Difficul o fosed

NP — . ) ) Not ey to fisd experieseed

Tecteology adaptacicn by the sesources - £ : suman rewreroms
yousges generatsca

.

2 Human Resources

* Recrut young luman
resaxces 0.09 4 0.36

3 Operamonad

* Regesention wanseg Prepare the nexi penerstice of v Inccomstrss vew

0,04 3 012 e
Trancssces siceesaoes manrriats 0,02 M 02 B ununm::: m:::uh cwsae
1 Operanonsl qealry 1
¢  Addmcosl operatng o Locateon compestuos o ; = 2= Matry emile Suunsoes s
boves 001 2 01c Exteading epesmg hoos goves BACATR P Y W X -4 locmed = e sanr arzs.
COMRRers mofe 1me 10 VISl o Usatable now cumenal
¢ Cooperation with wnck 004 L] o1 Can diespn daily peockacnon
3 o067 ‘ 028 Muntams a stable supply of raw
othet sepplien A 02 soutesiale T e
o Declimng porchaing
~ r The ranomal #cononmy haw camsed
. AIEg SOIVICeS " + p s A -
Caey servy 0,06 3 018 Drversadies business services pavws: 003 4 012 acthacig toroer w0 dackios
4, - Froance . i o v No emerprocy Bands 033 3 000 Vidnerabile of there 15 & dechne »
o Dageal conluer system an? M 074 Improves efficency in finsecial 2 tcone
- o mecord keeping 040 1)
Tetal Oppomanity Scoge 0.60 191 1 .14

Soarce: Processed Dass, 2019

limited use of social media and the absence of effective

visual promotional tools reduce the businesses’ potential in the digital market. Furthermore, the lack of
workforce regeneration poses a challenge to ensuring long-term business sustainability..

Meanwhile, from an external perspective, the relatively high EFAS score indicates that the businesses are
capable of identifying and responding to external opportunities effectively. Significant opportunities exist in
the utilization of digital technologies, while initiatives such as recruiting younger workers represent
appropriate strategies to adapt to evolving market preferences.

However, several external threats must be carefully anticipated. The increasing competition from modern
and digitally oriented culinary businesses, the limited availability of raw materials, and fluctuating
macroeconomic conditions are among the key factors that may threaten business continuity. These
challenges could have a more severe impact if not accompanied by appropriate risk mitigation and adaptive
strategic responses.

The Grand Strategy Matrix (GSM) is used as a tool to show the position of gabus pucung's business quadrant
and to reinforce the results of the SWOT analysis. The position of Gabus Pucung's culinary in the GSM is
shown in Figure 1.

High Market Growth
EFE

35 (2,92) (3,14)
3|
2,5

Quadrant | 2 Quadrant Il
15

1
0,5

Weak Competitive Position 0

c Strong Competitive Position
-3 25 2 15 -1 -05 0,5 1 15 2 25 3 35

-0,5]

-1

Quadrant Il A5 Quadrant VI

2]

-2,5

-3

Low Market Growth

Figure 1: Grand Strategy Chart
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Based on the Grand Strategy matrix, the total scores obtained from the Internal Factor Evaluation (IFE)
matrix (2.92) and the External Factor Evaluation (EFE) matrix (3.14) indicate that the business is positioned
in Quadrant 1. This position reflects a relatively favorable condition, suggesting that the enterprises possess
strong internal capabilities and face promising external opportunities for further development. The existing
strengths can be optimized by enhancing managerial capabilities and leveraging opportunities that emerge
from advancements in digital technology.

For businesses positioned in Quadrant I, the most appropriate approach is an aggressive growth strategy,
which aims to maximize internal strengths while proactively responding to external opportunities to achieve
sustainable business performance. Recommended strategic options include market development, product
development, market penetration, strategic partnerships, and targeted diversification.

Following the SWOT analysis, the next analytical tool employed is the Quantitative Strategic Planning Matrix
(QSPM). The QSPM was developed based on the results of the SWOT analysis and integrated with the
findings from the IFE and EFE matrices. This integration produced a set of alternative strategies categorized
into four groups: S-O (Strengths-Opportunities), W-O (Weaknesses-Opportunities), S-T (Strengths-
Threats), and W-T (Weaknesses-Threats). These strategic alternatives were then further analyzed using the
QSPM to determine the priority of strategies for implementation.

Table 4 presents a SWOT matrix that combines internal factors (strengths and weaknesses) and external
factors (opportunities and threats) to formulate alternative strategies for developing the gabus pucung
culinary business in Bekasi City.

Table 4: Model Matrix IFAS/EFAS
S0 WO
s+ Leverage the established reputation of the » Involve vyounger family members in

business to collaborate with food vloggers or operations and digital training as a means of
reviewers for wider and more effective business regeneration, while also prepanng
promotion. for future branch expansion.
»  Develop culturally-themed catering services with »  Recruit young people who are proficient in
authentic flavors and flexible production. digital technology to optimize promotion,
+ DPromote the excellence of spices and develop visual media (such as menus). and
commitment to quality cuisine as attractions in improve online services.

traditional culinary festivals to reach a wider
range of consumers.
ST WT
» Leverage the loyalty of long-time customers and » Develop a digital financial recording system

word of mouth to remnforce the image of Betawi to be better prepared for the risk of a decline
cuisine, while maintaining quality and traditional 111 revenue.
presentation. »  Create a plan for franchise expansion or new
» Strengthen the brand as a recogmized culinary branches to remain competitive and not lose
icon in order to compete with fast food and new marlcet share.
players.
Table 5: Quantitative Strategic Planning Matrx (QSPM)
Strategy Group (SG) Strategy Weight AS TAS RATING
S0 501 0,11 3 0,33 5
502 0,11 2 0,22 7
503 0,12 4 0,48 3
WO WO1 0,12 3 0.36 4
wWo2 0,15 4 0.60 1
ST ST1 0,13 4 0,52 2
5T2 0,10 3 0,30 6
WT WT1 0,07 3 0,21 8
WT2 0,09 2 0,18 9

The QSPM matrix consists of several key components. The Weight column represents the relative level of
urgency or importance of each alternative strategy; the higher the weight value, the more critical the
implementation of that strategy. Next is the Attractiveness Score (AS) column, which ranges from 1 to 4 and
indicates the organization’s level of interest or the relative appeal of each strategy—the higher the score, the
more attractive the strategy is considered to be. The Total Attractiveness Score (TAS) is then obtained by
multiplying the Weight and the Attractiveness Score, providing an overall measure of each strategy’s priority.
Finally, the Rating column is used to identify short-term priority strategies.

According to the results presented in Table 5, the WO2 strategy achieved the highest score of 0.60. This
strategy—recruiting young people to assist in selling Gabus Pucung—is considered the most realistic, given
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that most current business owners are elderly and have limited understanding of rapid technological
developments. The involvement of the younger generation not only enhances the adaptability of the business
to digital market trends but also strengthens its appeal to younger consumers. This intergenerational
collaboration is crucial for ensuring the long-term sustainability of Gabus Pucung in an increasingly
competitive modern culinary industry.

The findings of this study reveal that the six Gabus Pucung culinary businesses in Bekasi City share relatively
similar characteristics. They generally operate on a small business scale and are predominantly managed by
the second and third generations of family entrepreneurs with strong Betawi cultural roots. The results also
indicate that these businesses have been operating for between 20 and 37 years, employing between four and
ten workers each. This finding confirms that Gabus Pucung represents a traditional culinary heritage that
has been passed down across generations. However, despite their longevity, these businesses have remained
relatively stagnant in terms of growth and have not experienced significant expansion.

The internal factor analysis using the IFE matrix produced a total score of 2.92, comprising a strength score
of 1.08 and a weakness score of 1.84. These results suggest that the existing strengths are not yet sufficient
to compensate for the prevailing weaknesses. The major strengths identified include a long-standing business
reputation, the consistent use of traditional recipes, superior taste quality, and the independence of female
business owners. This aligns with previous literature emphasizing that women often play a more prominent
role in small-scale entrepreneurship than men [47].

Conversely, the most significant weaknesses identified in this study are the limited adoption of digital
marketing strategies, inadequate facilities, and insufficient human resource regeneration. One key strength
possessed by these entrepreneurs is their strong commitment to maintaining authentic flavors through the
use of original Betawi spices. This authenticity distinguishes Gabus Pucung from modern cuisine, which
tends to prioritize practicality and instant preparation. The businesses’ long-established reputations also
contribute to high levels of customer loyalty, further reinforced by organic word-of-mouth promotion.

The use of social media and digital marketing has been shown to accelerate MSME growth by enhancing
product visibility and expanding market reach. However, in many regions, this technology remains
underutilized by small enterprises, highlighting the need for a more strategic and structured approach to
market expansion [48]. In practice, digital marketing literacy among MSME owners remains relatively low
due to limited understanding and suboptimal utilization of internet-based promotional tools [49]. The most
critical weakness identified in this research is the minimal use of social media and visual-based marketing.
Almost all respondents still rely on conventional marketing methods, making it difficult to compete with
more digitally active competitors. Previous studies have similarly emphasized that social media platforms
such as Instagram, Facebook, and TikTok can significantly enhance market reach and brand awareness,
though their adoption is often hindered by inadequate digital literacy [50].

Furthermore, the absence of a clear business succession plan poses a potential threat to long-term
sustainability, particularly since most current owners are elderly. Operational limitations, including
inadequate parking areas, restricted dining space, and outdated kitchen facilities, also constrain the
businesses’ ability to provide optimal customer service.

The analysis of external factors using the External Factor Evaluation (EFE) matrix produced a total score of
3.14, consisting of an opportunity score of 1.91 and a threat score of 1.23. These findings indicate that the
Gabus Pucung business has promising prospects, provided that it can effectively capitalize on available
opportunities. The most significant opportunities lie in the utilization of digital technology, collaboration
with food vloggers, and participation in the growing trend of culinary festivals that can serve as effective
promotional platforms. Furthermore, the potential for generational renewal through the recruitment of
young workers represents a strategic opportunity to enhance business sustainability.

However, Gabus Pucung business owners also face several external threats. The rising number of competitors,
particularly from modern and fastfood restaurants, poses a substantial challenge. Shifts in consumer
preferences toward more practical and innovative culinary products further increase the risk that Gabus
Pucung may lose appeal among younger consumers. Additionally, fluctuations in the availability of gabus
(snakehead) fish as a primary raw material, coupled with declining purchasing power driven by broader
macroeconomic conditions, further threaten business continuity.

The results of the Grand Strategy mapping indicate that the Gabus Pucung business is positioned in
Quadrant I, which corresponds to an aggressive growth strategy. This position suggests that the businesses’
internal strengths can be leveraged to seize external opportunities, enabling further expansion and
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development. Within this strategic context, market development, market penetration, product
diversification, and strategic partnerships are identified as the most appropriate approaches.

Furthermore, the results of the Quantitative Strategic Planning Matrix (QSPM) analysis reveal that the WO?2
strategy—recruiting young people to assist in marketing and selling Gabus Pucung—achieved the highest total
attractiveness score of 0.60. This strategy is considered the most feasible and impactful, as the younger
generation tends to possess greater digital literacy, allowing them to optimize online marketing platforms
effectively. Their involvement also serves as a vital step in addressing the lack of generational regeneration
within these traditional family-run businesses.

Another recommended strategy involves leveraging the established reputation of Gabus Pucung to
collaborate with food vloggers, thereby enhancing brand visibility and promoting Betawi culinary identity to
a wider audience. In addition, developing Betawi-themed catering services presents an opportunity to
diversify products and reach new market segments. These strategies not only target sales growth but also
contribute to reinforcing the cultural value and heritage embedded in Gabus Pucung cuisine.

Overall, the findings of this study demonstrate that the Gabus Pucung business in Bekasi City retains
substantial potential for sustainable development. Despite facing both internal and external challenges,
strategic initiatives centered on empowering younger human resources, integrating digital technologies, and
fostering cross-sector collaboration can serve as effective solutions. With well-formulated strategies and
consistent implementation, Gabus Pucung has the potential not only to preserve its legacy as a traditional
Betawi culinary icon but also to evolve into a competitive and culturally distinctive product within the
modern food industry landscape.

2. CONCLUSION

The Gabus Pucung culinary businesses in Bekasi remain predominantly small-scale and are generally passed
down from generation to generation. Despite their long-standing reputation and authentic flavors, business
development has remained relatively stagnant due to limited innovation in management and marketing
practices. The internal factor analysis reveals that the primary strengths lie in the consistent use of traditional
recipes, strong customer loyalty, and superior taste quality. However, several critical weaknesses still
dominate, particularly the limited use of digital media, inadequate business support facilities, and the
absence of effective human resource regeneration.

The external factor analysis highlights significant opportunities arising from advancements in digital
technology, the increasing popularity of culinary festivals, and potential collaborations with food vloggers.
Conversely, external threats—such as growing competition from modern culinary businesses, fluctuations in
raw material availability, and declining consumer purchasing power—must be carefully anticipated to prevent
disruptions in business continuity.

The results of the Grand Strategy mapping position the Gabus Pucung business in Quadrant I, which
corresponds to an aggressive growth strategy. This indicates that business actors should focus on market
development, market penetration, product diversification, and strategic partnerships. Furthermore, the
results of the Quantitative Strategic Planning Matrix (QSPM) analysis emphasize that the top-priority strategy
is to recruit digitally literate young workers, supported by complementary strategies such as optimizing digital
marketing, strengthening external collaborations, developing catering services, and improving technology-
based financial management systems.

3. FUTURE RESOURCES

Theoretically, future research is expected to examine a broader scope of Gabus Pucung culinary businesses,
extending beyond Bekasi City to include regions that are historically associated with the Betawi community—
such as DKI Jakarta, Depok, and Tangerang—where Gabus Pucung is traditionally produced and culturally
embedded.
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