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ABSTRACT 
 Lemang is one of the traditional Malay cuisines in Lahat Regency, especially in Tanjung Sirih Village. 

Residents in this village commercialize Lemang as a souvenir to represent Lahat Regency. Around 50 sellers 

rely on Lemang sales as their primary source of income. However, sales inconsistencies, such as irregular 

selling times, pose challenges. This study aims to identify and analyze Lemang sales problems using the 

fishbone diagram method, involving all sellers (saturated sampling). Interviews were conducted with indicators: 

Man, Machine, Method, Materials, Environment, and Measurement. The study found that 86% of Lemang 

buyers came from outside the region; 12.3% relied on buyers visiting their stalls; 22.8% did not use social media 

for promotion; 80% of sellers lacked innovation in sales; 7% sold only a few Lemang variants, and 14.2% of 

sales resulted in food waste. The findings highlight the limited technological adaptability among sellers as the 

primary issue. 
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1. INTRODUCTION 

 Lahat Regency is one of the regions in South Sumatra, located approximately 250 km from 

Palembang City, the provincial capital. Its strategic location makes it a connecting point between 

Palembang and other districts in South Sumatra (Sonjaya et al., 2021). The regency offers a variety of 

captivating natural tourist attractions, including megalithic sites rich in history, providing insights into 

the prehistoric human life that once inhabited the area. These sites attract both researchers and tourists 

interested in ancient history. In addition, the regency is known for its beautiful waterfalls, such as the 

Lematang Waterfall, which is a popular spot for nature lovers and those seeking to enjoy the 

unspoiled beauty of the environment. The Lematang River, flowing through the region, is not only a 

vital source of life for local communities but also offers various recreational activities such as fishing 

and boating, making it a serene natural destination (Iqbal et al., 2021). 

 Apart from its natural beauty, Lahat Regency is also renowned for its unique culinary 

product, Lemang Bambu Kapal. Lemang is a traditional food made from glutinous rice mixed with 

coconut milk, then cooked in bamboo over an open flame, which imparts a distinct flavor (Pratama, 

2023). Lemang Bambu Kapal is unique due to its shape and cooking method, resembling a boat, 

which has become a cultural symbol of the Lahat people (Sonjaya et al., 2023). This dish serves as 

one of the cultural identifiers that distinguish Lahat from other regions in South Sumatra. Lemang 

Bambu Kapal is produced and marketed by the residents of Tanjung Sirih Village, who have passed 

down the skill of making this dish through generations. Not only is it a traditional delicacy, but 

Lemang Bambu Kapal also plays an important role in the local economy, as many families rely on its 

production for their livelihood. With an affordable price of IDR 10,000 per piece, it has become a 

popular choice among both locals and tourists. The sale of Lemang Bambu Kapal has grown in 

popularity, with visitors from outside the region seeking it as a souvenir, thereby boosting both the 

tourism and economic sectors in Lahat Regency (Pratama et al., 2024) 

 However, several issues arise with this culinary product. Firstly, the shelf life of lemang is 

very short, lasting only two days. According to (Pratama & Sonjaya, 2023); (Pratama & Sonjaya, 

2022), this is because lemang is a semi-moist product. The high water content in lemang makes it 

prone to spoilage if not consumed within a short period. This poses a challenge for sellers who wish to 

expand their market reach or sell lemang in larger quantities. To address this issue, some producers 

have attempted to develop packaging and preservation methods, but the results are still limited. 

 Secondly, not all lemang sellers operate consistently. A preliminary observation revealed that 

only 60% of sellers open their stalls regularly, while 40% only sell during special events or on 

significant holidays. This inconsistency in sales affects the availability of lemang for consumers and  
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reduces the potential for the product to gain wider recognition outside its home region. Sellers who do 

not operate regularly are also at risk of losing loyal customers who rely on the availability of lemang 

on regular days. 

 Thirdly, the operational hours of lemang sales are unpredictable, often limited to mornings or 

until noon, sometimes extending to 11 PM. These inconsistencies make Lemang Bambu Kapal 

difficult to access for tourists visiting Lahat Regency. This is due to the habit of sellers who offer 

lemang based on demand or local events, making the selling hours irregular. Tourists who arrive 

outside of these hours risk not being able to purchase the dish, which ultimately reduces customer 

satisfaction and hampers repeat visits. Additionally, the uncertainty of opening hours affects the 

planning of tourist activities that involve local culinary experiences, as tourists often prefer a more 

organized and scheduled experience during their vacations. Sellers also face the challenge of 

maintaining consistent availability of lemang to cater to a broader market, including tourists who may 

only be in the area for a short period. 

 The lemang business in Tanjung Sirih Village falls under the micro-enterprise category, as it 

operates as a home-based business with a capital of less than IDR 5 million. Gustina et al. (2022) 

define micro-enterprises as businesses with a maximum capital of IDR 50 million and an annual 

turnover not exceeding IDR 300 million. Furthermore, (Hartadi, 2022) outlines that micro-enterprises 

typically employ 1-4 workers, lack standardized product quality, offer limited designs and types of 

products, and operate with non-standard raw materials and imperfect product quality. 

Despite these limitations, micro-enterprises like the lemang business play a crucial role in 

supporting the local economy by providing income for families and preserving cultural heritage 

through traditional culinary practices (Salsabillah et al., 2023). However, the challenges faced by 

these businesses, such as limited access to technology, insufficient marketing strategies, and 

inconsistent quality control, hinder their potential for growth. Additionally, competition from larger-

scale enterprises or modernized food products often puts pressure on micro-enterprises to adapt and 

innovate. Given these challenges, the study aims to identify and analyze the factors causing 

inconsistencies in lemang sales.  (Fachri et al., 2023) suggest that sales issues may stem from various 

factors, including the environment, machinery/technology, manpower, marketing methods, raw 

materials, and work methods. 

2. METHODOLOGY 

 This study uses a qualitative research method, a systematic approach to exploring and 

understanding a phenomenon in depth. Qualitative research focuses on meaning and comprehension, 

aiming not only to measure a phenomenon but also to investigate its causes and effects (Sugiyono, 

2020). It utilizes qualitative data, such as text, videos, images, and observations, rather than numerical 

data (Suprayitno et al., 2024).In the research, the qualitative method is applied by describing the 

factors influencing sales, such as environment, machinery/technology, manpower, marketing 

methods, raw materials, and work methods, using a fishbone diagram analysis model. The fishbone 

diagram is a tool used to analyze the causes of failure by considering multiple contributing factors. 

This method helps identify potential causes of failures, enabling more effective control measures 

(Khairansyah et al., 2024). 

 The object of the research is the lemang entrepreneurs in Tanjung Sirih Village, Lahat 

Regency. The sampling method used is saturated sampling, and data collection is carried out through 

interviews. This research involves questioning 132 lemang sellers in Tanjung Sirih Village. The 

interview questions cover several aspects, including the types of tourists who purchase lemang, the 

sales methods employed by the sellers, the types and quantities of lemang sold, other factors hindering 

the business operations. By addressing these aspects, the aim to insights into the factors affecting the 

consistency of lemang sale. 
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3. FINDINGS AND DISCUSSION 

3.1. Identification of Issues/Inconsistencies in the Sales of Lemang Bambu Kapal in Tanjung Sirih Village, Lahat Regency Using Fishbone 

Diagram Analysis 

 According to Fachri et al. (2023), issues in sales can be influenced by several factors, including environment, machinery/technology, 

manpower, marketing methods, raw materials, and work methods. Based on the interviews conducted, the problems regarding the sales of Lemang 

Bambu Kapal in Tanjung Sirih Village have been identified and categorized using the fishbone diagram as shown in Figure 1. 
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Figure 1. Fishbone diagram of the causes of sales consistency of Lemang Bambu Kapal in Tanjung Sirih Village, Lahat Regency 

The fishbone diagram provides a structured overview of the root causes of inconsistencies, serving as a basis for analyzing and addressing the 

identified challenges. Each factor contributing to the sales issues is elaborated as follows: 

 Environment  : Factors related to the location, infrastructure, or external conditions that may limit sales opportunities. 

 : Limitations in tools or technologies used in the production and sale of lemang. Machinery/Technology 

 Manpower/People  : Issues related to skills, availability, or consistency of labor involved in the business. 

Marketing Methods  : Inefficiencies or gaps in the strategies used to promote and sell the product. 

 : Challenges in sourcing or maintaining the quality of the materials used to make lemang. Raw Materials 

 Work Methods  : Problems in the production or operational processes that affect efficiency or product availability. 
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 These factors are analyzed to uncover actionable insights that can improve the 

consistency and sustainability of lemang sales in the village. Each basic cause from the 6 

factors affecting the consistency of lemang sales in Tanjung Sirih Village, Lahat Regency 

are: 

a. Man: Origin of Lemang Buyers and Sellers 

  For the "MAN" indicator, there are two sides: the seller and the buyer. The sellers 

of Lemang in Desa Tanjung Sirih, Lahat Regency, are local residents. 95% of the Lemang 

sellers rely on the economy generated from selling Lemang, while the remaining 5% 

comes from farming, such as coffee and rice cultivation. In terms of age, the sellers range 

from 25 to 62 years old. Below is Table 1, showing the age data of the Lemang sellers. 

Table 1. Year of Birth and Age of Lemang Sellers 

Tahun Lahir Usia (Tahun) Jumlah Penjual 

1946 – 1964 60 - 78 5 

1965 – 1980 44 - 59 32 

1981 – 1996 28 - 43 5 

1997 – 2012 12 - 27 2 
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Based on Table 2, 84% of the Lemang sellers are aged between 44 and 64 years. From the 

buyer's perspective, Tanjung Sirih Village is located along the strategic route to 

Pagaralam City, one of the popular tourist destinations in South Sumatra. The village's 

position on a main route provides an advantage for lemang sellers to reach buyers, most 

of whom are travelers or road users passing through the area. The lemang sellers display 

their products along the roadside, taking advantage of the traffic flow from tourists 

heading to Pagaralam or people traveling to Empat Lawang Regency. 

 

The majority of lemang buyers, approximately 86%, come from outside Tanjung Sirih 

Village. This indicates that lemang is not only favored by the local community but also 

appeals to tourists from various regions, such as Palembang, Pagaralam, Lampung, and 

Java. These travelers typically purchase lemang as a distinctive souvenir from the region 

or as a snack to enjoy during their journey. The presence of tourists as the majority of 

buyers presents a significant opportunity to boost the local economy. However, it also 

requires sellers to ensure the availability and quality of their products to meet the 

expectations of buyers from outside the area. This is in line with research (Suyono et al., 

2016) 

b. Methods: Lemang Sales Methods 

Lemang can be marketed or sold through various methods, such as customers or 

tourists coming to the sales location, through cooperation, or a combination of both. 

Adiyono et al. (2021) said, the sellers can used strategy by social media marketing also. 

However, according to the interviews, 12.3% of lemang sellers still rely solely on 

customers or tourists to visit their sales locations. 

c Machines: Lemang Sales Tools . 
With advancements in technology, many tools can be used to promote lemang 

sales. These promotional tools include print and electronic media. In print media, lemang 

sellers can create advertisements through leaflets, pamphlets, or packaging. Online, 

sellers can utilize websites and social media platforms such as Facebook, WhatsApp, 

Instagram, TikTok, and others. Anas et al. (2023) said that social media more effective 

strategy marketing and traditional. However, based on interviews, 22.8% of lemang 

sellers do not use promotional tools. These sellers only wait for customers or tourists to 

buy their lemang. 
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d. Environment: More Attractive Lemang Sales 

 Samudro & Hamdan, (2023) said the location and environment has important 

factor to making purchasing decisions. The location and environment give trusting, 

convenience, and attraction.  In Tanjung Sirih Village, Lahat Regency, lemang is sold 

along the roadside in small wooden huts with metal or bamboo roofs. All lemang sellers 

cook their lemang in front of their stalls. Below is Figure 2, showing some of the stalls or 

places where lemang is sold. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 2. Some of the lemang sales locations in Tanjung Sirih Village, Lahat Regency. 

e. Measurement: The Remaining Lemang in Sales 

 Sales growth is an successful indicator marketing strategy (Susanto et al., 2023). 

The number of lemang sold at each stall varies, ranging from 20 to 50 bamboo sticks per 

day. However, not all lemang is sold every day. The remaining lemang is about 14.20% 

per day, or approximately 6 to 7 bamboo sticks of lemang left unsold daily. 

f. Materials: Types of Lemang Sold 

In Tanjung Sirih Village, Lahat Regency, the common types of lemang sold are 

original lemang (lemang gemuk) and banana lemang (lemang manis). Over time, 

additional variations of lemang have been introduced, such as durian lemang, fish 

lemang, serundeng lemang, coffee lemang, and others. These variations aim to cater to 

diverse consumer preferences and add value to lemang as a signature culinary product of 

the region. 

However, not all lemang sellers offer these variations at their stalls. Around 7% 

of lemang sellers, or approximately 3 sellers, still only sell lemang gemuk and lemang 

manis. This could be due to limited resources, such as raw materials, production time, or 

the skills required to make more complex variations. Additionally, sellers who focus on 

traditional types of lemang may feel more comfortable with the production processes they 

have already mastered or prefer to maintain the simplicity of their offerings to align with 

local market demands 

3.2. Analysis of Cause and Effect of the Issues/ Inconsistencies in the Sales of 

Lemang Bambu Kapal in Tanjung Sirih Village , Lahat Regency Using 

Fishbone Diagram Analysis. 

a Man: Origin of Lemang Buyers/Tourist and Sellers . 

From the Seller’s Perspective, the percentage of sellers aged 44 to 64 years is the 
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largest. Aharon (2021); (Susanto et al., 2023) states that age is associated with 

generational categories, each with its own unique characteristics. Below are the types 

of generations and their characteristics: 

- Baby Boomers (1946–1964)  
Characteristics: Optimistic, value hard work, loyal to their jobs, and often involved in 

community activities. They usually appreciate economic stability and traditional 

values in work and family. Baby Boomers are highly focused on building wealth and 

often prioritize hard work to achieve their goals. 

- Generation X (1965–1980)  
Characteristics: This generation grew up during economic recessions and social 

changes, making them independent, pragmatic, and adaptive. They value work-life 

balance, show less loyalty to a single employer, and often seek jobs that offer 

flexibility and opportunities for professional development. 

- Millennials (1981–1996)  
Characteristics: Known as digital natives, this generation is highly connected to 

technology and values meaningful life experiences. They tend to focus more on 

equality, sustainability, and flexibility in both work and everyday life. They are also 

more open to collaboration and have a global perspective. 

- Generation Z (1997–2012)  
Characteristics: Growing up with advanced technology like social media and 

smartphones, this generation is highly skilled in multitasking and innovation. They 

value direct communication, often prioritize work-life balance, and are highly 

interested in personal development and learning from mistakes. They are also bold in 

expressing ideas and more flexible in approaching work. 

 Based on these generational categories, new technology became widely 

recognized for those born after 1981. In the current era, technology is crucial in the 

business development process. From the Seller’s Perspective, the community is an 

essential factor for the economic sustainability of tourism, whether it is natural, man-

made, or culinary tourism. Therefore, it is important to involve the local community in 

tourism development, both as business actors and tourists. To achieve the sustainability of 

tourism from the tourists' perspective, tourist satisfaction serves as a benchmark for the 

success of sustainable tourism (Nasution & Primandaru, 2023) 

 Based on identification, it was found that 86% of the tourists who enjoy lemang 

in Tanjung Sirih Village, Lahat Regency, come from outside the region (Palembang, 

Pagaralam, Lampung, and Java). This indicates that lemang has become a daily culinary 

item for the people of Lahat Regency. Yuniati, (2018) said that domestic tourists have 

characteristics such as a short stay duration (1-2 days), very few use accommodation 

facilities (they generally stay with relatives or family), are aged between 26 and 40 years, 

the main motivation is simply to relax, prefer private vehicles, and arrange their own 

travel plans, not using travel agents, dominated by repeat visitors, consider accessibility 

to facilities and prices when choosing destinations, and are more interested in nature 

tourism. This aligns with the interest of tourists visiting Tanjung Sirih Village, where the 

highest number of visitors (76%) come during holidays or significant festivals. On regular 

days, the visitors are those who pass through this area daily, buying lemang as souvenirs 

for their families at home after work, consuming it during their journey, such as for bus 

drivers, or for locals who want to enjoy lemang. 

b. Methods: Lemang Sales Methods 

 

There are many methods that can be used in sales. Some of these methods include 

customers visiting the sales location, parcel services, and collaboration with government 

agencies or travel companies. Based on the identification, it was found that 12.3% of 

lemang sellers still rely on customers visiting the sales location without making other 

efforts. This is due to the characteristics of lemang sellers in Tanjung Sirih Village, Lahat 
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Regency, where around 20% are over the age of 50. Some factors that cause elderly 

sellers to continue selling lemang are the need to earn a living and the desire to remain 

independent. This is consistent with research conducted by (Lestari, 2019). However, 

there are also weaknesses, such as physical limitations, which prevent them from 

engaging in excessive activities. 

c. Machines: Lemang Sales Tools 

  In addition to methods, tools for selling lemang also play an important role in 

marketing and sales strategies. With the advancement of technology, tools such as social 

media can be used for promotion. Based on the identification, it was found that 22.8% of 

lemang sellers do not use social media for promotion or sales. These sellers rely on 

offline purchases or customers visiting their sales locations. This is in line with the sales 

method, which has a percentage of 12.3%. Besides physical weaknesses, elderly sellers 

also have limitations when it comes to using technology. This is supported by research 

(Lestari, 2019), which states that factors preventing the elderly from accessing 

communication technologies or social media include physical limitations, knowledge, and 

background. 

d. Environment: More Attractive Lemang Sales 

  Based on the identification, it was found that 80.7% of lemang sellers have similar 

characteristics, which is being traditional traders. About 75% of these sellers rely solely 

on selling lemang for their livelihood, so they do not have much capital to make the 

environment more attractive. (Wibowo et al., 2022) states that traditional traders have 

characteristics such as limited capital, no economies of scale, no guarantee of cooperation 

with market suppliers, poor procurement management, and the inability to adapt to 

consumer needs. 

e. Measurement: Remaining Lemang in Sales 

The amount of remaining lemang is an indicator of the success of the sales system. 

Based on the identification, it was found that 14.2% of lemang sales remain unsold, or 

about 6 to 7 bamboo sticks per day per seller. This leftover is referred to as food waste. 

To handle this leftover, lemang sellers in Tanjung Sirih Village, Lahat Regency, either 

resell it, throw it away as waste, distribute it to relatives, or recycle it into new food 

(recycle food waste). Mas’ad et al. (2024) states that recycling food waste is one method 

of handling food waste to make it commercial and profitable. 

f. Materials: Types of Lemang Sold 

  The types of lemang sold are generally lemang gemuk (fat lemang) and lemang 

manis (sweet lemang). Lemang gemuk is made with glutinous rice and coconut milk, 

while lemang manis includes banana. Based on the identification, it was found that 7% of 

lemang sellers still make and sell lemang without variations. This is due to the limited 

human resources, as 20% of the lemang sellers are elderly. The physical limitations of 

elderly lemang sellers lead to constraints in thinking and innovating (Fedorova et al., 

2023). 

4. CONCLUSION 

 

 Based on the identification and analysis, the conclusion is that the issues causing 

the inconsistency in lemang sales in Tanjung Sirih Village, Lahat Regency, are due to the 

limitations in human resources (HR), as some of the lemang sellers are elderly, over the 

age of 50. The HR limitations at this age affect the sales performance in dealing with 

sales issues, such as leftover sales (food waste). The existence of leftover sales (food 

waste) impacts the motivation of lemang sellers to consistently sell lemang, even though 
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the main reason for elderly sellers to continue working is economic necessity. This results 

in some lemang sellers only selling more during specific times, such as holidays or major 

festivals, as it is believed that customers or tourists during these times provide a 

guaranteed purchase. However, with these HR limitations, factors such as Methods, 

Materials, Machines, Measurements, and Environment become controllable, while Man 

(people) is not. If the HR has the strength and physical ability, they can control the "Man" 

factor through Methods, Materials, Machines, Measurements, and Environment. 
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