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ABSTRACT 

The goal of this research was to determine the impact of entrepreneurial characteristics, operational strategies, and 

marketing strategies on the performance of SMEs in the preserved fish processing industry in the Sukabumi 

Regency. The object of this research is all SMEs of the preserved fish processing industry in the Sukabumi 

district. This research method uses a quantitative approach. The data collection technique in this study used 

questionnaires. This study was analyzed using SEM (structural equation model) calculations with Smart Pls 3.2.9 

software. This study obtained the results of the entrepreneurial characteristics variable having a positive but not 

significant effect, the operational strategy variable having a positive and significant impact, then the marketing 

strategy variable having a positive but not significant effect. 
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 1. INTRODUCTION 

MSMEs are the backbone of the Indonesian 

economy, not only because of their widespread 

distribution, but also because of their central position 

due to the large number of workers employed by them 

[1]. Micro, small and medium enterprises (MSMEs) 

are part of national businesses essential in realizing 

national development goals [2]. MSMEs can become 

a solution to poverty alleviation in Indonesia, 

considering that small and medium enterprises have 

high involvement in absorbing the workforce and 

improving people's welfare. [3] The role of MSMEs in 

Indonesia is increasing employment opportunities, 

income distribution, rural economic development, 

increasing non-oil and gas exports, and contributing to 

an increase in GDP [4]. Micro, small and medium 

enterprises have a substantial impact on economic 

growth. Despite this, MSMEs confront various 

challenges in their development, including a shortage 

of operating capital, human resource capability, and 

science and technology competence [5]. Furthermore, 

one of the most severe issues MSMEs face is a lack of 

finance  [6]. 

One of the industries in the Sukabumi Regency 

is fisheries processing, which is a logical result of the 

existence of fishing activities. This sector has been 

around for a long time, and it has helped Sukabumi 

become one of the most critical preserved fish-

producing centers in the country [1]. There are 1,574 

MSME units in the fishery processing industry in 

Sukabumi Regency, with fish processing enterprises 

accounting for 88.7% of the total  [1]. However, it is 

unfortunate that most companies are micro-

businesses, and some are small businesses. In 2014, 

marine capture fisheries production reached 6.02 

million tons, aquaculture reached 4.25 million tons, 

and seaweed production reached 10.08 million 

tons  [7]. This makes Indonesia one of the largest 

fishery product-producing countries globally  [7]. 

However, these advantages have not been followed by 

increasing added value  [8]. Nationally and locally, 

this is a concern because the fact shows that in the 

Regions, achievements for 2019 are difficult to
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 achieve  [9].  The performance of MSMEs, which 

seems to be hampered, is a particular concern of the 

Sukabumi Regency Maritime Affairs and Fisheries 

Service.  

Yes, it is unknown because a number of MSME 

development programs for the fishery processing 

industry have been implemented, with disappointing 

results.  

In light of the previous, the author recommends 

that a study be conducted on the growth of MSMEs, 

precisely the research title "The Influence of 

Entrepreneurial Characteristics, Operational 

Strategies, and Marketing Strategies on the 

Performance of MSMEs in the Preserved Fish 

Processing Industry in Sukabumi Regency”. 

2. LITERATURE REVIEW 

2.1. Entrepreneurial Characteristics 

Entrepreneurial characteristics are qualities or 

traits that remain continuous and eternal that can be 

used as characteristics to identify a person, an object, 

an event, integration or synthesis of individual 

characteristics in the form of a person or entity and a 

person's personality, considered from an ethical and 

ethical point of view moral [10]. Characteristics of 

entrepreneurship, in general, describe a person's 

personal or psychological uniqueness, which consists 

of dimensions of values, attitudes, and needs. The 

characteristics of entrepreneurship greatly determine 

business success [2]. 

Characteristics of Entrepreneurship consist of 

knowledge about business, imagination, practical 

knowledge, creativity, far-sightedness, ability to 

count, and communication [11].  Based on the 

explanation above, it can be concluded that the 

characteristics of entrepreneurship are the personality 

behaviors or attitudes of an entrepreneur, which affect 

a person's level of success in entrepreneurship [1]. 

Two factors influence human characteristics, namely 

personal characteristics and situational 

characteristics. Unique characteristics are inherent in 

the individual, while situational characteristics arise 

from outside and significantly affect a person's 

behavior. 

2.1.1. Indicators of Entrepreneurial 

Characteristics 

Entrepreneurial features consist of demographic, 

psychological, and cultural characteristics that have a 

positive and significant impact on the performance of 

MSMEs [1]. Indicators of entrepreneurial 

characteristics are according to the results of a 

literature study conducted. Some experts, namely 

Entrepreneurial features, include demographic factors 

such as age and gender, and individual backgrounds 

such as education and previous work experience 

impact entrepreneurial intentions and 

efforts  [12]. Entrepreneurial characteristics 

encourage success, willingness to take risks, self-

confidence, and a strong desire for 

entrepreneurship [13].  

Based on the explanation of previous research, 

the indicators of entrepreneurial characteristics are 

demographics(Age,Gender,Education), Psychological

 (Hard Worker, Confidence, Discipline, Risk Taking, 

Tolerance of Uncertainty, Innovative, Independent, 

Responsible), and Culture (Local Culture, Culture 

National). 

2.2. Operational Strategy 

Operational strategy is an aspect that must be 

met in the company's production system to encourage 

market demand. Operational strategy can be used as a 

basis for the company to introduce, develop and 

produce outputs following customer needs. The 

emergence of an active strategy is an objective of the 

operations function to determine the direction/impetus 

in the decision-making process  [14]. 

Strategy is defined as a process of determining 

the plan of top leaders that focuses on the 

organization's long-term goals, accompanied by the 

preparation of a method or effort on how to achieve 

these goals  [15]. Operations strategy is one of the 

crucial functional-level strategies, in addition to 

marketing, finance, human resources, and functional-

level strategies  [16]. 

Referring to the explanation above, operational 

strategy can be interpreted as a series of systematically 

arranged activities to achieve effective and efficient 

results in making decisions to achieve a goal. 

2.2.1. Operational Strategy Indicators 

Operational strategy is an aspect that must be 

met in the company's production system to encourage 

market demand. Operational strategy can be used as a 

basis for the company to introduce, develop and 

produce outputs following customer needs  [14]. The 

emergence of an operational strategy is an objective of 

the operations function to determine the 

direction/impetus in the decision-making 

process. Cost in managerial economics reflects the 

efficiency of the production system, so the concept of 

cost also refers to the idea of operational strategy. Still, 

suppose in the production concept, we talk about the 

use of physical inputs in producing production output, 

then the cost concept. In that case, we calculate the use 

of that input in economic value [17]. 
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A set of interrelated management activities that 

include product manufacturing and service delivery is 

called production and operations management. So it 

can be concluded that the indicators of operations 

strategy are decision making, production costs, and 

manufacturing [18]. 

2.3.       Marketing strategy 

Marketing Strategy is defined as a process of 

creating top executives' plans that focus on the 

organization's long-term goals and the development of 

a strategy or endeavor to achieve these goals  [15]. 

A marketing strategy is a plan that specifies how the 

organization expects various marketing activities or 

initiatives to affect demand for items or product lines 

in specific target areas  [19]. The marketing reasoning 

by which organizations aspire to develop consumer 

value and profitable connections is known as 

marketing strategy [20]. A marketing strategy is a set 

of marketing tools used continuously to achieve 

targeted goals. According to the explanations of 

several experts, it can be concluded that marketing 

strategy is a structured activity step to achieve the 

desired marketing goals  [21].  

2.3.1.  Marketing Strategy Indicator 

Promotion is part and process of marketing 

strategy to communicate with the market, using the 

composition of the promotion mix [22]. Sales are part 

of the promotion, and promotion is part of the overall 

marketing strategy system  [23]. Consumer 

satisfaction can create a reasonable basis for repeat 

purchases and build consumer loyalty from word-of-

mouth recommendations that can benefit the 

company  [24]. Competitiveness is a marketing 

strategy notion related to a company's capacity to 

create value in competition with other 

companies. Competitiveness is a marketing strategy 

concept that describes a company's ability to compete 

with other businesses to produce value  [25]. 

2.4.   MSME Performance 

Referring to  [26], performance is the 

achievement of results on implementing specific 

tasks. Company performance is the achievement of 

results to realize the company's goals.  [27] mentioned 

that performance refers to a company's level of 

achievement or achievement over some time. The 

company's performance is critical in its development. 

Then, according to  [28], MSMEs' performance is the 

result of an individual's work, which may be done with 

the individual's tasks inside the company and within a 

particular time frame, and is linked to the size of the 

value or standard of the firm for which the individual 

works. From the preceding explanation, it can be 

inferred that MSME performance is defined as a 

growth in achieving a micro, small, and medium 

enterprise's goals over time. 

2.4.1. MSME Performance Indicators 

According to  [29], Performance 

measurement generally looks at complex 

financial indicators, so this does not entirely 

show the actual conditions that occur in the 

business.  The claimed that sales, profit rate, return on 

capital, turnover rate, and market share achieved were 

all indicators of the company's performance [27]. 

Then, according to  [30], the performance of MSMEs 

is highly dependent on the strategy's alignment with 

the external environment. As explained above, sales, 

operational costs, market share, and the external 

environment are the markers of MSME performance. 

A research framework is formed from some of 

the explanations above, as shown in Figure 1. 

 

Figure 1. Research framework 
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3. METHODOLOGY 

The author employs a quantitative strategy in this 

study, meaning research that employs a research 

design based on statistical processes or other forms of 

quantification to quantify the research variables. 

According to  [31], quantitative research is based on 

assumptions, then variables are defined, and reliable 

research methodologies are used to examine the data, 

especially in quantitative research. 

SEM (structural equation model) computations 

using Smart Pls software were used to analyze this 

study. SEM stands for structural equation model, a 

multivariate analysis model that allows researchers to 

examine the relationship between variables in a 

second-generation structural equation model  [32]. 

The second generation of multivariate analysis 

approaches, structural equation modeling (Structural 

Equation Modeling), allows researchers to study the 

interaction between complex variables, both recursive 

and non-recursive, to create a full picture of the overall 

model, according to  [33]. Structural Equation 

Modeling (SEM) can explain measurement errors in 

the estimate process that are not explained by the 

regression, according to  [34]. SEM is a multivariate 

analysis technique that is more complex than multiple 

regression analysis and factor analysis for analyzing 

the connection between variables. 

This research was conducted in Sukabumi 

Regency. The population in this study is the entire 

MSME industry, the preserved fish processing 

industry in the Sukabumi district. According to [35], a 

population is a group of people who share certain 

attributes and characteristics. From data sourced 

from  [36], it is stated that there are 1395 fish 

processing business units in Sukabumi Regency.   

The sample is part of the representative 

population that will be studied. If the research is 

carried out partly from the people, it can be said that 

the research is sample research  [37]. According 

to  [38] to determine the number of samples can be 

done using the Slovin formula as follows: 

𝑛 =
𝑁

𝑁. 𝑑2 + 1
                                    (1) 

 

Information : 

n = Number of Samples 

N = Total Population 

d = Estimated Error 

4. RESULTS AND DISCUSSION 

After doing SEM analysis using smartpls 3.2.9 

software, the following results are obtained: 

 

            Figure 2 . Validation and level of closeness of the relationship between variables 

 

Advances in Economics, Business and Management Research, volume 207

218



  

 

Figure 3 . Cross-model based on T-value 

Table 1. Construct Reliability and Validity 

 Cronbac’s 

Alpha 
Rho_A 

Composite 

Reliability 

Average Variance 

Extracted 

Entrepreneurial Characteristics 0.798 0.898 0.873 0.696 

MSME Performance (Y) 0.832 0.899 0.894 0.737 

Operational Strategy (X2) 0.844 0.853 0.908 0.767 

Marketing Strategy (X3) 0.895 1.005 0.921 0.746 

 

The findings reveal that the characteristic 

entrepreneurial variable has a positive effect of 0.113, 

the operational strategy variable has a positive effect 

of 0.661. Based on the results of the SEM analysis 

given in Figures 2 and 3, as well as the structural 

modeling presented in Table 1, the marketing strategy 

variable has a positive effect of 0.079. The variables 

of Entrepreneurial Characteristics, Operational 

Strategy, and Marketing Strategy have a combined 

influence of 0.493 percent or 49.3 percent. The results 

show that the characteristic entrepreneurial variable 

has a T-value of 1.019, indicating that it is 

insignificant. The Operational Strategy variable has a 

T-value of 83.00. A T-value of 0.889 indicates that the 

Operational Strategy variable is significant, while the 

Marketing Strategy variable is inconsequential. 

Several research findings have been published on 

the impact of entrepreneurial traits on MSMEs' 

performance. In particular, entrepreneurial 

considerations substantially impact MSME business 

development in the Salatiga villages of Dayaan and 

Kalilondo.  [13] Entrepreneurial qualities factors have 

a beneficial impact on business performance. This 

suggests that entrepreneurial traits have many 

unidirectional positive forces  [39]. Entrepreneurial 

characteristics have a limited impact on Micro, Small, 

and Medium Enterprises (SMEs)  [40]. Although 

entrepreneurial qualities have a largely favorable 

impact on entrepreneurial competence, they have no 

significant impact on MSME success  [41]. In 

Buleleng District, entrepreneurial traits have a 

favorable and significant impact on the development 

of MSME firms  [42].          

From the results of related research, it can be 

concluded that there are similarities. The 

characteristics of entrepreneurs have a positive effect, 

meaning that the better the entrepreneurial character, 

the better the performance of SMEs. The difference in 

this study lies in the significance value. This can be 
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caused by differences in the type of business, MSMEs 

studied, culture, or social environment. 

The following are the results of research related 

to the effect of operational strategy on the performance 

of MSMEs, namely that operating system has a 

significant influence on operational 

excellence  [43]. The working procedure has a 

positive and considerable impact on the operation of 

pottery craft SMEs in Kasongan  [44]. The results of 

related research are in line with the results of this 

study; namely, the Operational Strategy has a positive 

and significant effect; this means that the better the 

operational strategy, the better the performance of 

MSMEs.  

Several research results related to the influence 

of Marketing Strategy, namely online marketing 

strategies, have a positive effect on Increasing MSME 

Profits  [45]. The marketing strategy factor is not 

proven to significantly impact business development 

[13]. The effect of direct marketing on the 

performance of MSMEs moderated by technology 

shows the results of 0.000 (<0.05), meaning that the 

relationship between these variables is positive and 

significant [46]. Marketing strategies carried out by 

MSMEs positively affect business 

development  [47]. The influence of direct marketing 

on the performance of MSMEs is positive and 

significant, where 45% of entrepreneurs believe that 

during the pandemic, direct marketing strategies with 

digital promotions and appropriate media will improve 

the performance of MSMEs in Medan Court 

workshops  [48].    

From the results of related research, it can be 

concluded that there are similarities, namely 

Marketing Strategy has a positive effect on the 

performance of MSMEs, this shows that the better the 

Marketing Strategy, the better the performance of 

MSMEs, the difference between the results of this 

study and related research lies in the T-value or level 

significance where in this study the operational 

strategy had a positive but not significant effect, this 

could be due to the type of business being studied, 

culture, or social environment. 

5. CONCLUSION 

According to the study's findings, entrepreneurial 

traits have a favorable but not significant impact on the 

performance of MSMEs, implying that the stronger 

the entrepreneurial character, the better the 

performance of MSMEs. On the other hand, the 

operational strategy variable shows a positive and 

substantial influence, implying that the better the 

operational strategy, the better the MSMEs' 

performance. The marketing strategy variable then has 

a positive but non-significant effect, indicating that the 

better the marketing plan, the better the MSMEs' 

performance. 
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